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By John K. Teahen Jr. 
Associate Editor 
_ number of imported-car 
dealerships in the United States 
stood at 12,540 on July 1, the semi- 
annual AuToMoTIVE NEWS census re- 
veals. 
It was a decline of 396 outlets 
since Jan. 1, when the total was 
12,936. There were 13,750 dealer- 
ships handling imported cars on 
July 1, 1960. The high point was 
14,989 on July 1, 1959. 
The loss of 396 establishments 
during the first half of this year 
resulted from domestic dealers bail- 
ing out of the imported-car field. 
The period was especially unkind 
to the captive imports—foreign 
lines whose distribution is handled 
by an American auto maker. 
+ OK ok 
at THE beginning of this year, 
8,488 domestic dealers were 
Stocking a captive import. On July 


Imports Push Up 
Sales Share for 
2nd Month in Row 


er OaTaD cars improved their 
penetration of the American 
market for the second month in a 
row in July, according to registra- 
Sm figures compiled by R. L, Polk 


The improvement in market 
share was achieved despite a set- 
back in volume which saw total 
registrations dip to 32,932 from 
the previous month’s 1961 high of 
36,079. 

By accounting for 6.69 percent of 
all registrations during the month, 
however, imports scored their deep- 
est penetration since last March. 
None of the makes in the Top 
Ten was able to top month-earlier 
figures and only Volkswagen bested 
‘the year-earlier month. 
* cd a 

ONLY four makes listed more 

than a thousand registrations in 
July. A month earlier, eight makes 
topped 1,000. All figures above omit 
Connecticut, where there has been 
an.interruption in reports. 

VW took 47.09 percent of the 
import market in July, compared 
With 45.09 percent the previous 
month. This was its deepest pene- 
tration since February, when 
VW’s share was 49.42 percent. 
The Top Ten makes accounted for 


lmported-Car Dealerships in U. S. 


U. S. Duals with Captive Imports**...... 
U. S. Duals with Other Imports.. 





Total Imported-Car Outlets in U. S..... 





Import Outlets Dip 
As Domestic Duals Fold 


1, the total was 8,165, a drop of 323. 
Another 111 domestic retailers 
pushed independent imports out of 





80.37 percent of the import total in 
July, compared with 79.97 percent 
in June. It was the first time since 
March that the 10 leading makes 
d accounted for more’ than 80 
Percent of registrations. 
* +. * 

VOLKSWAGEN and Renault con- 

tinued to top the import list, in 
that order, but Opel, No. 3 a year 
(Continued on Page «, Col. 4) 
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July 1, 1961 Jan, 1, 1961* 
webenosesaie 1,001 952 
odanoasesist 1,404 1,415 


2,405 2,367 


8,488 
2,081 


10,135 
12,540 





10,569 
12,936 





**—Captive duals are: Buick-Opel; Pontiac-Vauxhall; Ford Motor-English Ford; 
Ford Motor-Taunus; Chrysler Corp,-Simca; Rambler Metropolitan; Studebaker- 
Mercedes-Benz and Studebaker-DKW-Auto Union. 


Again 


their showrooms. 


There were 1,970 domestic dealers 
handling independent imported 
makes at midyear, compared with 


2,081 at the beginning of 1961. 
On the plus side of the ledger, 
the import-only establishments 
showed a slight rise during the 
six-month period. The July 1 cen- 
sus found 2,405 such dealerships, 

compared with 2,367 on Jan, 1. 

The overall decline in the import- 
dealer total seems destined to con- 
tinue, with the captives and the 
fringe makes accounting for most 
of the dropouts. 

The captives probably will suffer 
the greatest losses because there 
are more of them and because they 
are especially susceptible to the 
competition of domestic compacts 
in the same showroom. 

+ a » 
(fe and Vauxhall are prime 
examples. Some 4,900 Buick and 
Pontiac dealers hold Opel and 
Vauxhall franchises, but those 4,900 
(Continued on Page 44, Col. 1) 
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By Robert M. Lienert 
Associate Editor 


OMPACT cars turned in their 
regular monthly record-break- 
ing performance in August by cap- 
turing 38 percent of all domestic- 
built new-car sales, according to 
figures based on factory retail re- 


ports. 


lier. 

The total August new-car sales 
count was 413,766, with compacts 
accounting for 157,115. 


29.3 percent of the market in 
August last year. 

* * * 
= compacts’ strong showing in 

August was paced by Rambler, 
which topped its July sales by 
nearly 30 percent for one of its 
best months this year. Valiant, 
Lancer and Comet also. exceeded 
month-earlier totals. 

Rambler locked up 8.0 percent 
of all sales in August, compared 
with 6.2 percent a month.earlier. 

Chrysler Corp., with improve- 
ments over the previous month 
racked up by every one of its 
makes except Chrysler ¢which had 
only a modest decline), pushed its 
share of the market to 12.9 percent, 
compared with 11.9 percent in July. 

Ford Motor Co.’s penetration 
rose slightly to 33.4 percent from 
33.2 percent and Studebaker-Pack- 
ard was unchanged at 0.9 percent. 

General Motors’ share of the 
market was trimmed to 44.8 percent 
from July’s 47.7 percent. The stand- 
















The previous record penetration 
had been 37.8 percent a month ear- 


This compares with 420,000 cars, 
including 158600 compacts, a 
month earlier and 478,900 cars, in- 
cluding 140,300 compacts, a year 
earlier. The compacts took only 
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Compacts Break Record 
With 38% of August Sales 


ard Chevrolet was the only GM 
eatry to hold near the previous 
month’s sales level. 

* * + 


302 sales, reported the follow- 
ing nameplate totals: Chevrolet, 
89,660; Corvair, 23,850; Oldsmobile, 
16,948; Pontiac, 14,190; Buick, 12,- 
289; Cadillac, 8,596; Tempest, 7,683; 
Special, 7,170, and F'-85, 4,919. 

Ford Motor’s 138,441 sales were 
divided ag follows: Ford, 67,470; 
Falcon, 43,130; Comet, 16,958; 
Mercury, 9,064, and Lincoln, 1,819. 

Chrysler Corp.’s total was 53,214. 
Estimated breakdown included 
Plymouth, 15,700; Dodge, 13,200; 
Valiant, 11,600; Chrysler, 7,000; 
Lancer, 5,000, and Imperial, 700. 

Rambler’s 33,150 total for the 
month was capped by a record 
10-day sales yield of 13,415—highest 
final third of August in Rambler 
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history. Studebaker reported 3,659 
retail sales in August. 
+ * * 


HE industry’s August sales, by 
holding relatively close to July 
totals, followed a pattern set in re- 
cent years. 

At the same time, it reduced 
dealer inventories sharply, with 
nearly a month 'to go to new- 
model introduction time. 

August sales, while trailing both 
1960 and 1959, ran well ahead of 
1958’s August count of 324,000. This, 
of course, has been the pattern 
throughout this year— sales trail- 
ing the previous two years but ex- 
ceeding the recession-punished 
months of 1958. 

With the cleanup progressing 4 
bit more rapidly among compacts 

than among standards, a shortage 
may develop during September 
which could trim compacts’ pene- 
tration below their August crest. 


September Output Hinges on Labor Peace... 


Makers Aim 


By Martin L. Whitmyer 
Staff Writer 

Auce industry hopes of attaining 

its goal of just over 500,000 as- 
semblies of ’62 cars for September 
now rest entirely on management 
and UAW-CIO efforts to avoid a 
strike. 

Although union leaders moved 
back the deadline for a contract 
agreement with General Motors 
from last Wednesday until today 
(Sept. 11), some GM plants al- 
ready were involved in wildcat 
walkouts. 

Fisher Body Division was hit 
hardest by walkouts, while Chev- 
rolet and Pontiac were hit to a 

lesser degree. Fisher plants at Pitts- 
burgh, St. Louis, Norwood, O., 
Mansfield, O., and Marion, Ind., all 
were hit by strikes, as were Chev- 
rolet plants at Norwood, and St. 
Louis. A strike at the Fisher plant 
at Pontiac halted work at the Pon- 
tiac assembly plant in that city for 
awhile on Wednesday, and B-O-P 
“field” units at Atlanta and South 
Gate, Calif., were down during the 
week due to walkouts. The stoppage 
at South Gate, however, lasted only 
two hours, and the dispute at Pon- 
tiac was settled in one day. 

Barring a general strike at GM or 
lengthy walkouts over local griev- 
ances, the industry expects to turn 





Townsend Pledges Dealer Help 


By Maynard M. Gordon 
News Editor 

LEVELAND.—Chrysler Corp’s. 
main emphasis now is to im- 
prove its selling effort at the local 
dealer level, Pres- 
ident Lynn A. 
Townsend de- 
clared last week, 
Addressing 
newsmen for the 
first time since 
he was promoted 
to Chrysler pres- 
ident July 27, 
Townsend said 
the corporation 
will continue to 
invest its own 
dealership build- 


L. A. Townsend 


capital in new 


ings at unrepresented points in 
various parts of the nation. 
Another key part of the sales- 
building program will be “joint 
investments with promising .and 
aggressive young dealers.” 
Dealers will get renewed factory 
help in recruiting and training 
salesmen, while field representa- 
tives will be trained and retrained 
“so they can give our dealers top- 
quality help in making the most of 
their local market potential,” 
Townsend said in opening the ’62- 
model press preview. 
+ * ok 
At A question-and-answer ses- 
sion, E. ©. Quinn, sales vice- 
president, said the dealer-strength- 


ening program would involve an 
increase in the total number of 
dealers, 

The stockpile of ’61 models in 
Chrysler dealers’ hands has de- 
‘clined to about 40,000, a little less 
than a month’s supply based on 
August sales, Quinn said. 

“All dealers will have an ade- 
quate sample of our 1962 cars by 
introduction day,” he added. 

Quinn said sales in 1962 should 
run between 6% and seven million, 
with less than 400,000 imports. 

Chances of achieving seven mil- 
lion sales will be better in 1962 
than they have been in any year 
since 1955, when sales hit an all- 

(Continued on Page 4, Col, 1) 


for 500,000 


out just over 500,000 cars this 
month, giving the makers some 
645,000 new models by Oct. 1—the 
center of the public introduction 
period. 

As of Aug. 31, new-model car pro- 
duction stood at 144,228 units. GM 
led with 90,046 assemblies, followed 
by Ford Motor with 34,976; Chrys- 
ler Corp., 9,940; Studebaker-Pack- 
ard Corp., 5,623, and American Mo- 
tors Corp., 3,643. 

Car output in the United States 
during August totalled 195,721 units, 
of which approximately 160,000 were 
1962 models. Last month’s output 
also compared with 399,436 cars 
turned out in July and 306,017 units 
built during August last year. 

* * * 





_ the Labor Day holiday cut- 
ting a day from the work 
schedule last week, the industry 
turned out 86,421 cars, compared 
with 91,098 units produced a week 
earlier, and 52,753 units built during 
the week ended Sept. 9 a year ago. 

Only Ford Motor worked Satur- 
day to make up losses incurred 
through the holiday. Falcon and 
Comet both worked Saturday at 
Lorain, O., Metuchen, N. J., and 
San Jose, Calif., and the Galaxie 
unit at Louisville worked an 
overtime schedule. 

AMC worked one line two shifts 
to make up for the loss. 

A stepup in scheduling also gave 
the two Ford Motor compacts and 
Rambler more assemblies last week 
than the previous week, when all 
lines worked five days. Falcon was 
up from 8,818 to 10,073 assemblies; 
Comet rose from 3,176 to 3,660 units, 
and Rambler jumped from 2,983 to 
3,600 cars. 

Output by all other makes was 
less than the previous week. 

x * ok 

OMMERCIAL-CAR output last 

week totalled an estimated 
20,102 units, off from the 24,058 units 
(Continued on Page 35, Col. 3) 





TOP CARS 


No August new-car registra- 
tions were available from R. L. 
Polk & Co. last week. Top Cars 
will resume next week. 
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Major Pattern Set... 





Outlook for Auto Labor Peace 


By Francis J. Gawronski 
Staff Writer 


cnn more years of labor 
peace in the auto industry ap- 
peared certain in the predawn 
(Sept. 6) 
when General Mo- 
tors and the United 
Auto Workers an- 
nounced an “agree- 
ment in principle” 


hours last Wednesday 


on a new contract. 


The GM agreement, modeled 


after the UAW’s settlement with 
American Motors Corp., is expected 
to set the pattern for final labor 
contracts with Ford Motor Co., 
Chrysler Corp. and hundreds of 
major supplier firms. 

The only exception among the 
auto makers to the industrywide 
pattern set by GM and AMC will 
be Studebaker-Packard Corp., 
where a separate contract will be 
tailored to fit the firm’s economic 
conditions, 

The GM agreement provides im- 
provements on such major economic 
items as supplemental unemploy- 
ment benefits, pensions, medical- 
hospital care, and minimum guar- 
anteed wages for short work weeks. 
However, the agreement does not 
include the profit-sharing and 
stock-for-employes plan, as provid- 
ed in the AMC accord. 

* * * 
TH the GM contract out of 
the way, Walter P. Reuther, 
UAW president, will turn his sights 





Romney Moves to Upgrade 
Dealer-Customer Relations 


By William V. Humphrey 
Staff Correspondent 

CHICAGO.—American Motors is 
stepping up its efforts to improve 
dealer-customer relations, President 
George Romney revealed here last 
week. 

Involved is a new clause in the 
dealer franchise setting forth the 
dealer’s obligations to customers. 

Basically, the dealer who signs 
the new contract guarantees to the 
factory that he will conduct his 
business on an absolutely ethical 
plane. Failure to abide by the 
agreement could lead to loss of the 
franchise. 

The proposed change would guar- 
antee to the factory that the dealer 
was performing proper make- 
ready on the car, abstaining from 
bait advertising, drawing up honest 
deals and performing the best serv- 
ice possible. 

This idea long has been pushed 
by ethical dealers with the 
avowed purpose of “getting the 
hoodlums out of the business.” 

Romney, conducting the 1962 
Rambler preview for Midwest deal- 
ers, said, “You dealers expect a 
lot from the factories. We want to 
tell the customers what they can 
expect from you.” 

Romney also told the dealers that 
“substantial price cuts will be ap- 
plied to the ’62 Rambler line, al- 
though he did not specify where 
the adjustments would be made. 

He told the preview crowd that 
some dealers had already signed 
the new contract, but that he 


GM Dealer Aids 
Studied by Rivals 


DETROIT.—Auto manufacturers 
last week were studying the new 
profit-assistance program which 
General Motors has extended to its 
dealers, but none had matched the 
GM benefits at press time. 

The GM program consists of a 2 
percent holdback and 15-day de- 
layed billing on new cars and 
trucks and an allowance of dealer 
cost plus 20 percent on parts used 
in warranty work. 

A Studebaker-Packard spokes- 
man said the company has no pres- 
ent plans to adopt the GM system. 
S-P already has a sliding-scale 
setup which enables dealers to earn 
additional discounts. It is based on 
the number of units a dealer pur- 
chases from the factory. 























a provision requiring a 48-hour 
written notice in the event either| , 
party wants to cancel the agree- 
ment. Under terms of the agree- 
ment, Sept. 15 is the earliest date 
the pact can be abolished. 

Chrysler Corp, also extended its’ 
contract with the UAW to midnight 
Wednesday. 


on other companies in the indus- 
try and demand the same contract 
eoncessions, including profit-shar- 
ing. 

However, as in the GM negotia- 
tions, Reuther will not make profit- 
sharing a strike issue, and will 
drop the demand if companies ob- 
ject to it. But he is expected to 
remain firm in his insistence that 
the larger and wealthier firms give 
union members equivalent benefits. 

x * * 


M AND the UAW reached the 
agreement in principle early 
last Wednesday (Sept, 6) on major 
economic issues to avert a strike 
only hours before the deadline. 


The agreement was announced 
at 3:20 am., less than seven 
hours before the union strike 
deadline which would have closed 
129 GM plants and some 310,000 
UAW members across the nation. 
The settlement also prevented a 
walkout by ee aa workers 
represented by the International | medical insurance. 

Union of Electrical Workers. Increased pension benefits up to 
At the same time, both sides! $2.80 a month per year of service. 
agreed to extend the present GM! Also added hospital and medical 
contract until 10 a.m. today (Sept.| protection for retirees. 
11) for the announced purpose of} An increase in the supplemental 
giving negotiators time to work] unemployment benefits, covering 
out national and local noneconomic | the level of payments and boosting 
problems These problems are ex-/the duration to 52 weeks. 
pected to be solved without diffi-| Minimum wage guarantees for 
culty before the extension expires. | short work weeks. 
Ford Motor Co. also extended its| A moving allowance for workers 
contract with the UAW to mid-| in the transfer of major operations. 
* * 


night Wednesday (Sept. 13), with 
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ILE details of the GM-UAW 
agreement were not released as 
of press time, the pact reportedly is 
patterned after the American Mo- 
tors Corp. settlement won earlier 
by the union, but will not contain 
the profit-sharing and stock-for- 
employes provision of the AMC 
pact. 

When announced, the new 
three-year GM agreement is ex- 
pected to feature these improve- 
ments: 

Continuation of the cost-of-living 
and annual improvement wage pro- 

visions. 

Full company-paid hospital and 


WASHINGTON.—The setting up 
of a special General Motors unit as 
part of a reorganization of the 
Justice Department’s Antitrust Di- 
vision touched off reports here last 
week that Justice was getting ready 
for the big push. 

The goal is reported to be to 
increase competition in the auto 
industry by slicing up General 
Motors. 

However, Lee Loevinger, assist- 
ant attorney general in charge of 
the division, told Automotive News 
that creation of the special GM 

group was “in the interest of more 
efficient administration” and does 
not necessarily foreshadow any in- 
creased antitrust activity against 
GM. 

Loevinger also indicated that a 
major objective is to centralize 
management over all cases and in- 
vestigations involving GM. 

There are three antitrust cases in 
the courts brought by the Justice 
Department against GM. In addi- 
tion, it is understood that grand 
juries are investigating other as- 
pects of the company’s business in 
Los Angeles, Houston and New 
York. 

It has long been rumored that 
the antitrust division, as a long- 
range project, is amassing mate- 
rial which might some day be 
used to support a case designed 
to force dissection of the com- 
pany. 

The grand jury in Los Angeles 
is understood to have looked into 
allegations of GM pressure to stop 
sales of cars by dealers to discount 
houses. 

In Houston, the grand jury is 
reported looking into charges of re- 
straint of trade involving the AC 
Division, producer of parts, while 
the New York investigation is said 
to involve the automotive divisions. 

Part of the action against GM 
is said to involve the concept of 
bigness itself. This concerns the 
auto business, where GM divi- 
sions took 46.34 percent of car 
sales for the first seven months 
of this year. 

The Chevrolet Division alone took 
27.48 percent of sales, compared 
with 28.67 percent for the Ford 
Motor Co., 10.85 percent for Chrys- 
ler Corp., 6.4 for American Motors, 
1.22 for Studebaker-Packard and 
6.78 for miscellaneous, made up 
largely of imports. 

Few in auto manufacturing at- 


gph aagad jury duty and vaca- 
tion pay. 

It was understood that the 
UAW dropped its demands for an 
additional 15 minutes paid relief 
time each shift, which had been 
expected to be a major stumbling 
block in reaching an agreement. 
The final GM contract is expected 

to set the pattern for final settle- 
ments at both Ford and Chrysler. 

The GM agreement was reached 
under pressure from President Ken- 
nedy who earlier in the day tele- 
graphed a plea to both Reuther 
and Louis G. Seaton, GM personnel 
vice-president, for a “fair and rea- 
sonable settlement.” 

ok * * 
Att= receiving President Ken- 
nedy’s plea, the negotiators 
went into session at 8 p.m. Tues- 
day (Sept. 5) and announced the 
agreement almost seven and a half 
hours later. 

The joint GM-UAW announce- 
ment said: 

“In the light of significant prog- 
ress made at the bargaining table 
during the night, the strike dead- 
line previously set by the UAW has 
been postponed to 10 a.m. Monday 


was shooting for full participa- 
tion by the Rambler dealer body. 

The proposed franchise change is 
being handled by Roy Abernethy, 
executive vice-president. 

“I want him to start signing up 
the rest of you immediately,” Rom- 
ney told the dealers. 

Dealer reception to the Romney 
proposal was mixed. Some backed 
away from the idea, but others 
said the proposed contract is the 
kind of reassurance a new-car 
buyer needs, 

Asked by Automotive News what 
AMC has done to extend “progress- 
sharing benefits” to its dealers, 
Romney said, “We have done 
everything possible for the dealer 
to double his profits during the 
past two years. Rambler dealers 
now show a 1.9-percent rate of 
profit as against 0.9 percent for 
the average dealer.” Sept. 11. 

Romney added that “we share| “GM and the union have mutual- 
our profits with the dealer by help-| ly agreed to an extension of the 
ing him sell more cars.” termination date of the Oct. 2, 1958, 

Queried after the meeting on | agreement to Sept. 11, 1961, at 10 

his price announcement, Romney | a.m.” 
said, “Our 1962 prices have not Seaton described developments at 
(Continued on Page 94, Col. 5) (Continued on Page 94, Col. 1) 





This Week in Summary .. . 


Automotive News Review 


Labor— 

Three more years of labor peace in the auto industry seemed assured 
as the Big Three and the UAW neared agreement on a new contract 
which will be close to the agreement reached at American Motors, 
but will not include profit-sharing. Page 2. 


Import Market— 

Automotive News’ annual survey of the market for foreign cars in 
the United States shows that those in the field have weathered a 
rough 1961 and are looking to the future with confidence in staying 
in the market and growing. Page 26. 

Production— 

Despite some scattered labor troubles, the industry appears headed 
for production of 500,000 cars this month. This would put something 
like 640,000 new models in dealers’ hands at the height of the public 
introduction season on Oct. 1. Page 1. 

Sales— 

The compacts set a record in August, according to factory retail 
sales reports. Penetration was up to 38.0 percent in August from 
the previous record of 37.8 percent, set in July. Page 1. 

To Trustbust GM?7— 

Justice Department is reported to be getting set for the big assault 

on General Motors. Page 2. 
Bargaining— 
NLEB rejects union plea that the Houston Automobile Dealers 


Assn. be forced to bargain with the union for all employes of its 
members. Page 3. 



















Debt-Payment Plan Fails, 


Bankruptcy Petition Says 


DENVER. — Dismant-Miller 
Motor Cars, Inc., has filed a bank- 
ruptcy petition in Federal] Court 
here, listing debts of $129,944 and 
assets of $72,024. 

The company said an earlier plan 
to pay creditors through collection 
of accounts receivable had failed. 
The debts include Federal taxes of 
$17,527 and local taxes of $16,118. 





























































Washington Old Timers Elect Officers— 


Officers were elected at a recent meeting of the National Capital Council of the 
Automotive Old Timers. They are shown with some veteran members of the organiza- 
tion. Standing, left to right, are Erle R. Kirby, first vice-president; J. Leo Sugre, a past 
president; Harry W. Bendall, third vice-president; William Ullman, Automotive News, 
a national and local AOT director, and Maj. H. M. T. Cunningham, executive vice. 
president. Seated, left to right, are Frank Small jr., former Ford dealer and Maryland 
congressman; Lionel J. Kaplan, president; R. J. Murphy, retiring president; Philip 
Lustine, second vice-president, and Burton Kephart, treasurer. 


Major Attack Expected... 


New GM Trust Case? 





tribute GM’s dominant position 
~ anything other than sheer abil- 
ity. 

In other fields, like financing and 
replacement parts sales, the story 
is different, with GM (and other 
vehicle makers for that matter), 
being subject to attack by the 
trade. 

While it is said that the auto 
makers walk with extreme care in 
these areas, replacement parts 
makers have long been critical of 
the auto makers. 


Trust court cases involving GM 
include charges in the bus indus- 
try, earth-moving equipment and 
diesel locomotives. 


It is said that the antitrust divi- 
sion has no plan for the splitup of 
GM, although favorite speculation 
in the trade is for spinning off 
Chevrolet. 


Old Timers Urge 
Auto Hall of Fame 
For Washington 


WASHINGTON. — Already dedi- 
cated to the perpetuation of the 
memory of the pioneers of the 
automotive industry, the National 
Capital Council of the Automotive 
Old Timers last week moved to 
bring about establishment of an 
Automotive Hall of Fame and 
Museum in Washington. 


The proposal has been under 
consideration by the national or- 
ganization for some time. At the 
recent meeting of the local AOT 
council, plans: were laid for favor- 
able action. 

The occasion was the annual 
election of local officers. Here is 
the new slate: 

Lionel J. Kaplan, Dodge dealer, 
president; Earle R. Kirby (Ford), 
first vice-president; Phil Lustine 
(Chevrolet), second vice-president; 
Harry W. Bendall (Pontiac), third 
vice-president; Burton Kephart 
(Ford), treasurer; R. J. Werner, 
president, Auto List Co., secretary. 

The following, representing vari- 
ous segments of the industry, were 
chosen directors: C. J. Caithness, 
Benjamin D. Jerman, Ashby L 
Leeth, Robert F. Hicks, Maurice 
J. Murphy, William Ullman, How- 
ard S, Fisk, David R. Lehman and 
Stanley Dreifus. 

Retiring president R. J, Murphy, 
a veteran dealer, was named 4 
lifetime director. 

In recommending an Automotive 
Hall of Fame and Museum here, 
the meeting held that since Wash- 
ington is the national capital, such 
a museum would attract thousands 
of students and adults each year. 

Alfred P. Sloan jr. is honorary 
president and a life director of the 
AOT. 
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Dealer Forum 


by Robert M. Finlay 





WAS going to make a point 

about looking beneath the sur- 
face of things, but then it occurred 
to me that I know a dame who is 
so busy looking beneath the sur- 
face that she never comes to grips 
with what is on top. 

So, to heck with that idea. 

But the other day at a new- 
model preview a newspaperman 
remarked to K. E. (Gene) Staley, 
general sales manager of Chevro- 
let, that if he kept it up he might 
one day shine as brightly as the 
great Bill Holler. 

“He’s already passed him,” snap- 
ped Ed Cole, general manager, as 
he walked by just as the statement 
was made. 

“He’s done it with facts, while 
the other guy did it with bull.” 

* * * 


Obscured Integrity 
a igs something that people 
who did not know Holler well 
failed to understand—the tremen- 
dous integrity of the man. Holler 
had a sense for the dramatic, He 
loved to startle people. What he 
said sounded like bull, but if you 
checked into it, it was plain and 
simple fact. 

I recall the time he introduced 
W. E. Fish, truck sales manager 
who eventually became general 
sales manager of Chevrolet. Holler 
said something like this: 

“You know, our cousins at Buick 
and Oldsmobile and Pontiac do a 
pretty good job. They hold a high 
place in the industry, and they 
should. 

“But did you know that Bill 
Fish sells more trucks than any 
one of them sells cars?” 

And what was that but fact in 
a little different setting? 

- * 


Takes Team Play 


xD then at that preview the 
other day, Cole went into an- 
other aspect. 

“Our business today,” said Cole, 
“ig a lot more complicated. We’re 
not selling brooms today. You can’t 
sell them with torches, It takes 
team play, not a one-man show.” 

And Holler was, too, a one-man 
show, but he was the one-man 
show who inspired the team. It is 
true that Holler would ask more 
of people than most auto execu- 
tives would today. One of his aides 
tells of an incident in which Hol- 
ler’s train was passing through a 
city at 3 am. Holler arranged for 
a dealer to meet the train as it 
paused in town with a thermos of 
iced orange juice. 

But Holler had that gift for 
making someone feel great by 
doing something unusual for him. 
And it was Holler who fostered 
the team spirit in the Chevrolet 
sales organization with all the 
sound principles. 

Many remember him only in con- 
nection with those orgies of emo- 
tion in which inspired dealers 
would leap up to accept high sales 
challenges and get to carry a torch 
in a wild whirl around the hall. 

* * x 
Esprit de Corps 

ET underneath it was Holler 

who insisted on building up the 
spirit of the wholesale organiza- 


Index 


Advertising News 
Auctions, Used Import Cars 
Auctions, Used U. S. Cars 
Business Barometer 
Coming Events 

Court Decisions 

Editorial Page 

Import-Car News 
Letterbox 

Market Reports 

New Products 


Obituaries 

Prices, Import-Car 
Production by Makes 
Registrations, Cars, Trucks 
Turnings 

Used-Car Market Report 
Wilkie Views 





tion by strict adherence to pro- 
motion from within, Chevrolet built 
up its own good men and they are 
carrying on today. 

And who is to say that the emo- 
tional sales meetings were not just 
the things that were needed to keep 
the assembly lines moving in some 
of the dreary days of the 1930s? 

And it was Holler that carried 

the banner for the quality pro- 
grams, insisting that fewer qual- 
ity dealers could sell more cars 
than great numbers of mediocre 
dealers. 

There has always been divergent 


leadership in this auto business. At]! 


times production men have forged 
to the top, and to some of them 
the problem of sales seemed an 
easy one. If you wanted to double 
sales, simply double the number 
of dealers. Holler demonstrated a 
better way. 

And there hag also been the 
bookkeeper type of 
which has figured that it is much 
less expensive for the factory to 
figure out how much each dealer 
should sell than it is to hold a lot 


of inflammatory and inspirational | 


sales meetings. 
* * x 


Statistical Mentalit 

— fought the statistical 
mentality, for he recognized 

that men are more of the spirit 

than of facts and figures. 

And so through the years his 
luster has dimmed a bit for those 
who simply look at the records. 

Holler would have been great 

in any age, for he was a positive 

force for good—that is, goodness 


' with the guts to carry the fight 


into the enemy’s camp. 

Cole, of course, did not know 
him. He was a young engineer at 
Cadillac at the time of Holler’s 
greatness. 

Staley, who did know him, said 
he was one of the two greatest 
bosses he ever had. Cole is the 
other one. 

Incidentally, O. E. Hunt, retired 
GM executive, dropped in for a 
visit during Staley’s address to the 
national wholesale gathering the 
other day. 

“You know,” he told Staley later, 
“closing my eyes and listening to 
you it seemed like Dick Grant was 
back.” 

* ” 


Staley Crusade 


Greet has taken up the need 
for better customer relations as 
a crusade—the great need of the 
day—just as Holler took up the 
crusade for quality dealers. 

There are few on Staley’s staff 
who do not have this sign nearby: 
“What have you done today to im- 
prove relations with our custom- 
ers?” 

When he embarked on this cru- 
sade, he was told that he would 
let loose the wild winds of human 
discontent. 

“Well,” he said, “if we haven’t 
got the guts to face our problems, 
we'll never do anything about 
them.” 

Owner loyalty had dropped to 60 
percent before he embarked upon 
the crusade. Now it is back up to 

70 percent. 

It wasn’t all a matter of the sales 
department listening to customer 
beefs. It was Cole’s insistence that 
all departments join in the crusade 
to do something about the beefs. 

That is what Cole meant by team 
play, of course. The sales depart- 
ment can’t build customer relations 
by putting quality into the car. And 
this is one of the best ways to 
build customer relations—by put- 
ting quality into the cars. 

It takes a concerted effort by 
engineers, factory production 
men, factory management and 
auto dealers to deliver cars in 
such condition that they will 
please customers. 

And Cole deserves plenty of cred- 
it for the push he has put behind 
quality construction. 

He, too, is a man of spirit. Hope 
he won’t mind if we put into per- 
spective another man of spirit. 


leadership |# 





Self-Service Gas Pump 
Takes Coin, Credit Card 


WASHINGTON.—A self-service 
gasoline-vending pump which is 
capable of accepting coin or cred- 
it card insertions, and promises 
to enable service stations to re- 
main open on a 24-hour basis 
without personnel, is among 173 
new products and processes listed 
in the Small Business Adminis- 
tration’s September issue of the 
Products List Circular. 

The machine dispenses gaso- 
line, records sales, gives customer 
receipts and turns off and resets 
the entire unit. The vending ap- 
paratus can be attached to exist- 
ing gasoline pumps. 





Racing for Show Space— 


At Wyoming Convention... 





Dealers Urge Return 
To Historic Discount 


JACKSON, Wyo.—The Wyoming| and the presidents of all car and 


Automobile Dealers Assn.’s annual 
convention unanimously passed a 


truck manufacturing companies. 
During the discussion of the 


resolution calling for the restora-|topic, C. E. Webster, Chevrolet- 


tion of the auto dealer’s historic 
discounts. 


WADA’s position will be out- 
lined in letters to the managers of 
dealer associations in other states 





Line group directors of the Milwaukee County Automobile Dealers Assn. employ a 
novel method to determine first choice for space in the association's 1962 auto show. 
The show will be held Oct. 14-18 in the Milwaukee Arena-Auditorium and will feature 
all American cars and most imported sports cars. From left, starting the race is Ed 
Wehe (Studebaker), chairman of the show's executive committee, while observing the 
event are Tony Frascona (Buick), association vice-president, and Phil J. Tolkan (Pon- 
tiac), president. The racers are from left, Len Rohrbach (Ford), winner of the race; 
L. E. Siegel (Cadillac), third-place winner, and John Madden (Dodge), second-place 


winner. 


NLRB Turns Down Union Plea 
To Bargain with Association 


HOUSTON.—The Nationa] Labor 
Relations Board has ruled that the 
Houston Automobile Dealers Assn. 
is not an “employer” and does not 
have to deal with a union for all 
employes of its members. 

The decision was handed down 
in a petition filed last January by 
Local 501, Automobile Salesmen 
Union, Retail Clerks International 
Union. 

The nine-month union campaign 
to organize new and used-car sales- 
men in the Houston area has been 
marking time while the five-mem- 
ber board decided the case in 
Washington. 

The original union petition asked 
for a single representation election 
among the 23 members of the deal- 
er association. 

In finding an associationwide or 
other multi-employer unit inap- 
propriate, the board pointed out 
that “no authority has ever been 
given the association to bargain in 
behalf of its members, and the as- 
sociation has never been a party to 
a collective bargaining agreement. 

“In the absence of any such 





Deal Auctioned 
For $54,500 


EAST PALESTINE, O.—The two- 
story building of Valley Motor Sales 
& Service, 15 cars, tools and other 
equipment were tentatively sold on 
a receiver’s petition for $54,500. 

High bidder for the building, at 
$22,500, was Brittain Motors Co., a 
neighboring dealership. Other lots 
went to separate bidders for ap- 
proximately $32,000. 

The sale was held to satisfy a 
number of creditors of Robert H. 
Grove, co-owner, who has been 
charged with making false state- 
ments in obtaining auto title dupli- 
cates. 


authority, and in the absence of 
a history of multi-employer con- 
tracts, we find that an associa- 
tionwide or other multi-employer 
unit is inappropriate,” the board 
ruled. 

In another decision affecting the 
Houston campaign, Owsley Vose, 
NLAB trial examiner, ruled against 
Jack Roach Bissonnet, Inc. (Ford), 
in an unfair labor practice charge 
filed by Local 501. 

Vose found that the dealership 
“unlawfully discharged” an employe 
“because of his open and active 
espousal of the union’s cause.” 

Vose also found that the dealer- 
ship solicited a prospective employe 
to write a letter withdrawing from 
the union; unlawfully interrogated 
employes about attending a union 

(Continued on Page 94, Col. 3) 


On the House. . 


dealer licensing 


a large division 


office .. 





Wemhoft 
ethics . 


pared to prove the amounts were spent legitimately . 


Buick dealer in Cody, stated: “Only 
through united effort by ourselves 
and other interested groups can we 
protect our rights and retain a fair 
share of the profits of this indus- 
try.” 

George E. Gillis, Torrington, was 
elected president of the association 
for the coming year. Other officers 
are: 

E. H. Krumm, Cheyenne, first 
vice-president; W. R. Trotter, Sher- 
idan, second vice-president, and di- 
rectors: Ward Myers, Lovell; Rob- 
ert Tripeny, Casper; Ross Burman, 
Laramie; William R. Wells, Chey- 
ene, and Jonn Taylor jr., Rock 
Springs. 

W. L. Riley, Sheridan, is out- 
going president and Harry Evans, 
Casper, is the state’s National Au- 
tomobile Dealers Assn. director. 


The convention also passed a res- 
olution asking that the employer’s 
contribution to the social security 
fund go no higher than 3 percent 
on the first $4,800 earned by each 
employe. 


Dealers Picket 
Other Dealers in 
Feud Over Hours 


CLEVELAND.—A feud has brok- 
en out between Cleveland’s used-car 
dealers and their salesmen and two 
dealers who refuse to go along with 
the Cleveland Used-Car Dealers 
Assn. policy of closing at 6 p.m. on 
all nights except Monday and Fri- 
day. 

About 125 dealers and their sales- 
men picketed Jeff Scott Auto Sales, 
operated by Sam Hillman at 7301 
Euclid Ave., at 6 p.m. one evening. 
Hillman gave up and closed about 
7:30. 

L. S. Kerr Motors, 8957 Mayfield 
Rd., Cleveland Heights, has also 
been picketed. Louis Kerr, operator 
of the Cleveland Heights lot, and 
Hillman have announced plans to 
continue the late hours. There was 
a report that a rival association 
would be formed by dealers who 
favor late hours. 

“I can’t understand how respect- 
able businessmen can put pressure 
on a little fellow like myself,” said 
Hillman. Joseph Chizek, president 
of the used-car dealers group, took 
a different view. He said: 


“We worked a long time to get 
all the dealers in Cleveland to agree 
to close at 6 p.m. all nights except 
Monday and Friday so our sales- 
men could have some time at home 
with their families.” 

There was no trouble reported 
during the picketing, although Hill- 
man said that he had been threat- 
ened on the phone. 


Montana dealers are preparing a more stringent 


bill, which contains parts of the 


Oregon, Wisconsin and Tennessee laws but does 
not go as far as these acts . 


. . Sales manager of 
says his goal is that every one of 


his dealers make a profit in 1962, Why don’t you 
dealers help him accomplish this? . 
York City association says: “There is always some 
dealer who wants to be the Big Shot with his zone 
. by delivering more cars in the first month 
of new-model year, at any price”... 


.. As the New 


Local dealer groups have launched big drive to 
get members to display associations’ codes of 
. . Internal Revenue has added 4,000 persons to its payroll 
this year, so the watchword for businessmen on entertainment ex- 
penses is: Keep adequate records of amounts so spent and be pre- 


. . Walter 


Deal, Buick dealer, heads Asheville (N. C.) United Fund... Emil 
Cerullo named to represent Lincoln-Mercury-Comet dealers on 


Buffalo dealer board... 


Attorney General Mondale warns that the “miracle paint” boys 
are operating again in Minnesota . . . Florida association is revising 
by-laws to provide for 12 directors instead of eight. 


—Petre Wemuorr, Editor, 
Automotive News 
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Chrysler Turns to Grass Roots .. . 





Townsend Promises 
Help for Dealers 


(Continued from Page 1) 


time high of almost 7.2 million, he 
continued. 

Advance dealer orders for new 
cars are “very, very good,” Quinn 
said, “and are far in excess of pro- 
duction schedules for September 
and October.” 

* * * 

a said he was hopeful 

that the effect of lawsuits on 
sales “is behind us, and that Chrys- 
ler can proceed to increase its 
share of the market beyond the 10 
to 11 percent it has been getting 
this year.” 

He declined to say what per- 
centage of the market the com- 
pany would seek, but explained 
that he was anxious to improve 
Chrysler’s penetration “even if 
we can make a profit at a lower 
percentage.” 

Townsend indicated that Chrys- 
ler had lowered its break-even 
point, citing as proof the fact that 
the company earned 69 cents a 
share on Sales of 214,000 vehicles in 
the second quarter. “That’s no 
fiuke,” he observed. 

He inferred that the cost-cutting 
program, instituted early in 1961, 
is nearly at an end. Since it was 
started, he said, 7,000 whitecollar 
employes have been cut from the 
payroll. 

Townsend said no decision has 
been reached on whether Chrysler 
wil] adopt a delayed 15-day billing 
or 2 percent holdback, which Gen- 
eral Motors already has announced. 

Dealers will be advised of 
changes, if any, when prices are 
announced within two weeks, he 
added. 

However, Chrysler has tentative- 
ly decided not to make the heater 
and defroster standard equipment, 

which GM also has done, he said. 
* * * 

eT declined to predict 

the 1962 market or Chrysler’s 
expected share of sales, insisting 
that “at Chrysler we are resting 
our case on performance—not on 
proclamations about what we have 
done in the past or what we are 
going to do in the future.” He did 
forecast “substantially better” car 
Sales next year than in 1961. 

“We know that the future of 
Chrysler Corp. depends not ‘upon 
what we say, but what we do,” he 
said. 

“Above all, it depends upon 
giving our customers that some- 
thing extra in every product 
in every price class—and upon 
working with our dealers to 
make sure our customers also get 
that something extra in service.” 

To compete in the intermediate- 
size market against Chevy II and 
Fairlane, Chrysler Corp. is short- 
ening wheelbases and fully unitiz- 


~ 


All Aboard— 


First ride for a 1962 Chrysler Corp. car 
is 60 feet straight up to sun deck of the 
S.S. Aquarama in Detroit. Twenty-five cars 
and trucks were displayed on the ship's 
decks for 150 newsmen attending the 
company's national press preview en 
route to Cleveland. Fifty additional 1962 
vehicles were carried on the lower deck 
for the ride-and-drive demonstrations at 
Cleveland Park. 





ing Plymouth and Dodge Dart for 
1962. Grease fittings have been 
scrapped and 32,000-mile lubrica- 
tions adopted on ’62s. 

* * * 


fhe ahead called the low-price, 
full-size car “the real growth 
sector of the auto market in 1962.” 
But he said that Chrysler’s deci- 
sion to bring out one-size Plym- 
ouths and Darts, instead of “junior 
editions,” was better geared to con- 
sumer interest in the intermediate 
sector. 

Among the 84 models which 
Chrysler Corp. will market in 
1962 will be bucket-seat compacts, 
the Valiant Signet 200 and Lancer 
GT. Sporty big-size convertibles 
and two-door hardtops will be 
offered in the Plymouth Sport 
Fury, Dodge Polara 500 and 
Chrysler 300-H series. 

The Chrysler Windsor series has 
been renamed “300,” and the two- 
door station wagon has been drop- 
ped from the Plymouth lineup. 
Four-door hardtop wagons will be 
featured in the Chrysler Newport 
and New Yorker series. 

Townsend said $10 million has 
been spent by Chrysler Corp. for 
production improvements on ’62 
cars. Another rust preventative 
added by the company, supple- 
menting its multiple-dip process, is 
the installation of galvanized sills. 

* * * 


— new president reiterated the 
“product definition” theme 
which Chrysler-Plymouth has in- 
augurated. 

“We think people like to feel 
that a Chrysler is a Chrysler, that 
a Dodge is a Dodge and that a 
Plymouth is a Plymouth,” he de- 
clared. 

“We are fairly certain they 
feel slightly confused and faintly 
unhappy when a car they have 
owned and liked and valued for 
years suddenly gets itself a baby 
brother. And we are going to see 
to it that they don’t have to make 
any explanations about the iden- 
tity of the cars they buy from 
us.” 

Shown to auto writers and radio 
and television newsmen from the 
United States and Canada aboard 
the S. S. Aquarama in Lake Erie, 
the new cars will be introduced to 
the public on Sept, 28 in dealer 
showrooms. 

In the truck field for 1962, Dodge 
trucks wil] offer a functionally 
styled line of conventional models, 
a compact forward-control unit, 
improved electrical components 
and increased gross combination 


weights on diesels. 
* 


* * 
PRABRETING plans for the ’62 
cars, the engineering achieve- 
ments the cars embody and their 
styling philosophy were outlined 
by E. C. Quinn, sales vice-presi- 
dent; Paul C. Ackerman, engineer- 
ing vice-president, and Virgil M. 
Exner, styling vice-president. 
Styling features of the new 
Chrysler Corp. cars are finless sil- 
houettes, longer and wider hoods, 
more prominent wheel openings, 
accented headlamps and bolder 
grilles. 

Fuel economy, according to 
Ackerman, has been increased as 
much ag 7 percent in some mod- 
els through weight reduction, en- 
gine improvements and lower 
axle ratios. 


A new automatic transmission 
for V-8 engines is 59 pounds lighter 
and features a more efficient torque 
converter, according to Chrysler. 

*x * * 


Cesar lubrication points on 
the front suspension, steering 
linkage and clutch torque shaft 
bushings are pre-lubricated and 
sealed at the factory. 

Chrysler engineers said other 
features reducing the maintenance 
costs include recommended engine 
oil changes every 4,000 miles, in- 
stead of 2,000 miles as on previous 
models, and the extension of the 

(Continued on Page 95, Col. 1) 





Sales Records for Imported Cars 


13 Months 

Pet. Gain 

in Pene- 

tration 

Pet. of Over Pre- 
Units Industry vious Month 

July ’60.. 42,386 71.88 10.99 
Aug. ...... 42,577 8.10 1.63 
Sept. ...... 40,441 8.82 8.90 
i 36,704 6.70 —24.04 
Nov. ....... 32,479 5.98 —10.75 
Dec. ........ 32,334 5.94 —0.67 
Jan, ’61.. 25,594 6.19 4.21 
Feb. ...... 26,772 7.14 15.35 
Mar.\........ 34,067 7.10 — 56 
April .... 32,344 6.63 — 6.62 
May ....... 34,374 6.39 — 3.62 
June ...... 36,079 6.41 0.31 
duly ...... 32,932 6.69 4.37 


13 Years 


Pct. Gain 
in Pene- 
tration 
Pct. of Over Pre- 


Units Industry vious Year 
1949 ...... 12,251 25 —45.65 
1950 ...... 16,336 26 4.00 
SEE. ccture 20,828 Al 57.69 
ee 29,299 -70 70.73 
1953 ...... 28,961 50 —28.57 
TRON cecws 32,403 59 18.00 
1955 _...... 58,465 82 38.98 
1956 ....... 98,187 1.65 101.22 
BOOT cicess 206,827 3.46 109.70 
» 1958 ...... 378,517 8.13 134.97 
1959 ...... 614,131 10.17 25.09 
1960 ...... 498,785 71.58 —25.47 
1961 
to date ..222,009 6.63 —12.53 


© 1961, Automotive News 





Top Executives Confident 
Of Chrysler Comeback 


By David J. Wilkie 


CLEVELAND.—Top-level Chrys- 
ler Corp. executives made no secret 


of their optimism about company 
prospects in talks with this writer 
aboard a cruise ship en route from 
Detroit to Cleveland during the 


press preview of the 1962 models. 

One of the executives, who asked 
to remain unidentified, said: 

“Never before in my years with 
Chrysler have I been ag optimis- 
tic. I base that feeling on the 
fact that for the first time in that 
period the corporation is being 
operated by businessmen — men 
with years of business experi- 
ence.” 


The same executive scotched a 


rumor that gained some circula- 


tion in automotive circles that the 


Kennedy OK’s 
Bill Called Aid 
To Small Firms 


WASHINGTON.—W hite House 
endorsement has been given to leg- 
islation to give the Federal Trade 
Commission power to issue tempo- 
rary cease and desist orders. 

President Kennedy, in a letter to 
Rep. Oren Harris, Arkansas Demo- 
crat and chairman of the House 
Interstate Commerce Committee, 
said the pending bill would “pro- 
vide important protection for the 
small business community and, in- 
deed, all those confronted by viola- 
tions of the laws which seek to sus- 
tain our competitive economy.” 

The President said he hoped for 
“expeditious and favorable action.” 

Rep. Wright Patman, Texas Dem- 
ocrat, has said his bill “will cut 
through the entanglements that 
have hamstrung the commission in 
achieving effective relief for small 
businessmen being pressed to the 
wall by predatory practices and all 
manner of unfair competition.” 

Both the United States Chamber 
of Commerce and the National 
Assn. of Manufacturers have op- 
posed the bill as contrary to the 
principles of judicial process. 


Imported-Car 
Registrations 


*—-New imported-car registrations for 
seven months: 





1961 1960 
Pos. Make Pos. 
1—103,159 VW 88,294— 1 
2— 23,800 Renault 44,032— 2 
3— 7,495 Fiat 13,972— 5 
4— 6,897 Mercedes- 
Benz 8,233—10 
5— 6,662 Eng. Ford 17,327— 4 
6— 6,301 Triumph 10,798— 6 
I— 6,022 Volvo +t 
8— 5,405 Austin- 
Healey 10,627— 7 
9— 5,311 Opel 17,819— 3 
10— 5,288 Metropolitan ¢ 
se Simca 9,725— 8 
*¢ MG 8,715— 9 
45,669 AllOthers 179,808 


Total All Makes 
222,009 309,350 
*—Connecticut not included, April 


through July. 
**_Not in Top Ten, 





resignation of L. L. Colbert as 
president, which preceded Lynn A. 
Townsend’s election to the post, 
was sudden or that Colbert had 
expected the board of directors 
to reject it and thus, in effect, give 
him a “vote of confidence.” 

“Mr. Colbert and the directors 
worked over that resignation for 
a week,” he said. 

Asked whether Townsend’s func- 
tioning as president of the com- 
pany was being hampered by the 
authority vested in the newly ap- 
pointed Executive Committee, 
headed by George Love, Consolida- 
tion Coal Co., the executive said 
Townsend, also a member of the 
committee, is not taking orders 
from the committee. 

“He has all the authority he 
needs to function ag president,” 
he said. 

In his remarks opening the press 
preview, Townsend said Chrysler 
believes the real growth sector of 
the auto market in 1962 will be in 
the low-price, full-size car. 


Imports Push Up 


Sales Share for 





2nd Month in Row 


(Continued from Page 1) 


ago, and English Ford, No. 4, were 
not even listed in the Top Ten in 


July this year. 


Triumph moved up to third 
from fifth and Mercedes-Benz 
vaulted to fourth place from 
ninth. Volvo climbed to No. 5 
ranking from outside the Top 
Ten and Fiat edged up to sixth 
from seventh. 

Simca climbed to No. 7 spot from 
10th, but Austin-Healey fell to 
eighth from sixth. 

Metropolitan placed ninth (it was 
unlisted a year ago) and MG moved 
down to 10th from eighth. 

* ok * 


peor the first seven months, VW 
and Renault continued in their 
“traditional” one-two ranking. But 
Opel plummeted from third place a 
year ago to ninth place this year, 
with fewer than a third as many 
registrations. (In July, alone, Opel 
had 398 registrations.) 

Only imports to improve their 
position in the Top Ten, as com- 
pared with the 1960 period, were 
Fiat, up from fifth to third, and 
Mercedes, up from 10th to fourth. 

English Ford fell from fourth to 
fifth and Austin-Healey from sev- 
enth to eighth while Triumph main- 
tained No. 6 ranking. 

In the Top Ten this year, but not 
last year, were Volvo in seventh 
spot and Metropolitan in 10th. They 
ousted Simca, eighth a year, and 
MG, ninth in the 1960 rundown. 


Bankruptey Petition Filed 


By Former Calif. Dealer 

SACRAMENTO, Calif—A_ bank- 
ruptcy petition has been filed in 
Federal Court here by Kenneth 
Hugh Jones, individually, and Ken 
Jones Auto Sales. 

Jones, who listed his present oc- 
cupation as a salesman for John 
Drew Motors, Inc., formerly oper- 
ated Ken Jones Auto Sales, 2121 
Broadway, Sacramento. The peti- 
tion lists liabilities of $35,519, and 
assets of $8,742. 
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Fairlane Potential 


Hailed by Ford 


Dealer Wires Salute 
Entire 1962 Line 


DEARBORN.—Ford Division re. 
ported that dealer response to its 
1962 models has been enthusiastic, 

The cars were presented to 
dealers at a series of regional 
meetings attended by executives 
from the company’s headquarters 
here. At one of the meetings, the 
one held in Detroit, Henry Ford 
If, chairman, was a bit more spe- 
cific than other Ford officials in 
detailing just how the company 
views its new Fairlane line. 

He said the company thinks the 
Fairlane “has the potential of be- 
coming the new standard of the 
American road.” 

“This car incorporates the very 
best quality, durability, comfort 
and performance features of stand- 
ard makes together with the 
weight-saving, cost-saving advant- 
ages of our economy cars,” Ford 
said. 

Other Ford officials have stopped 
short of indicating that the Fair. 
lane could be the company’s bread- 
and-butter car of the future. 

A sampling of the telegrams on 
the 1962s which dealers sent to 
Ford officials follows: 

“, . . We have never seen a 
line of cars with such a fabulous 
sales and profit potential. We are 
101 percent sold.”—Robert A. Gil- 
lingham, Cleveland. 

“. . . This should be our year,.”— 
C. J. Harris, Harris Ford, Inc., Erie, 
ra. 

“The best since ’55—you produce 
—we sell.” — L. Kinner, Austin 
Ford Co., Miami. 

“Beautiful car—complete line — 
Fairlane 500 should go.”— D. H. 
DANIELS JR., Childs-Daniels Co., Au- 
burndale, Fla. 

“The 1962 line is TREMEN- 
DOUS.” — Stacy Rowe, Key 
West, Fla. 

“., . . My salesmen and I feel 
’62 models sure winners.”— Wal- 
ter Eichler, Eichler Motor Corp. 
West New York, N. J. 

“.. . Our line a sure first for 
1962.”—Jerry Minster, Varley Ford, 
Hoboken, N. J. 

“The 1962 line of Ford, Falcon 
and T-bird will give Ford dealers 
the widest market coverage and 
the sales potential is unlimited . . .” 
— Kennedy & Strickland, Clear- 
water, Fla. : 

“With the models we have to 
offer the motoring public and a 
size car to fit any size pocketbook, 
we feel that public acceptance is an 
assured thing . . .” — Clarksdale 
Motors, Inc., Clarksdale, Miss. 

“The 1962 Ford line excellent 
and very timely.”—Braden Ford, 
Sulphur, Okla. 

“This year should be the best 
year of all for us. We have the best 
looking car I’ve ever seen.”—R. M. 
Fletcher Motors, Plant City, Fla. 

“ . . Expect beautiful Fairlane 
and Fairlane 500 to be large per- 
centage of industry.” — Ep Trice, 
Webster Motors, Schenectady, 
Dn 

“Thanks for a winner for 1962. 
This will be the year to beat all 
competition.”—C. C. Hamey, Winter 
Haven, Fila. 





July Sales Score 
For Imports 


*—-New imported-car registrations 


for July: 
1961 1960 
Pos, Make Pos. 
1—15,255 Volkswagen 12,254— 1 
2— 3,940 Renault 5,7185— 2 
3— 1,050 Triumph 1,842— 5 
4— 1,007 Mercedes- 
Benz 1,224— 9 
5— 947 Volvo + 
6— 912 Fiat 1,606— 7 
I— 879 Simca 1,206—10 
8— 867 Austin- 
Healey 1,760— 6 
9— 865 Metropolitan oe 
10— 851 MG 1,270— 8 
+ Opel 2,322— 3 
+ English Ford 2,195— 4 
6,359 AllOthers 10,922 
Total All Makes 
32,932 42,386 


*—Connecticut not included. 
**—Not in Top Ten, 


—_—_—_—_—_—_—— 
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| EVOLUTION: 


Pennfylvania Gazette. 
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THE SATURDAY 
EVENING POST 


The Saturday Evening 


POST 


REVOLUTION! 


This week, The Saturday Evening Post explodes with a 
blazing new spirit. Color runs riot. Imagination is king. 
The printed word rises to new glory. A new creative 
freedom comes to magazines — and the roar of excite- 
ment can be heard round the reading and advertising 
world. Vive la révolution! In the new Saturday Evening 
Post, suddenly reading becomes a new adventure! 


A CURTIS MAGAZINE 
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NADA Program Is 3-Pronged .. . 


Management Aids Analyzed 





How They Fared... 
Commercial Car Registrations 















By Kenneth C, Kelley dr. 
Staff Writer 
Eprtor’s Note: This is the first 
of two business management fea- 
tures on the management pro- 
gram being offered by NADA. 
* * * 


HE National Automobile Deal- 
ers Assn. has launched an am- 
bitious program of business man- 
agement aid for dealers and already 
is considering plans to broaden the 


program. 


The program was conceived dur- 
ing Birkett Wil- 
liams’ tenure as 
NADA president 
and is being car- 
ried out with the 
backing of cur- 
rent Officials of 


Managing 
the 


Business 





the association. 


However, the 
key figure in the movement is Har- 


Auto Credit Holds 
Steady for Month 


Total Is $535 Million 
Below 1960 Figure 


WASHINGTON.—The volume of 
auto credit outstanding stood at 


$17,358 million at the end of July, 
unchanged from the June 30 total, 
marking one of the few times that 
the total has not moved up or down 
during a month, the Federal Re- 
serve Board reported. 

The July 31 figure was $535 mil- 
lion under the year-earlier total. 
The credit figure dropped for 
seven straight months before in- 
creasing in May and June. 

Total installment debt of con- 
sumers stood at $42,457 million at 
the end of July, up $16 million dur- 
ing the month and a gain of $407 
million in the last year. 

The volume of auto credit extend- 
ed in July reached £1,383 million, 
down from the $1,525 million for 
June and $1,473 million for July of 
last year. 

Auto credit repaid in July to- 
talled $1,383 million, compared to 
$1,409 million in June and $1,335 
million in July of last year. 

Of the credit outstanding on 
July 31, banks had extended $7,994 
million, up $20 million in July 
but a decline of $25 million in the 
last year. 

Finance companies held $7,182 
million, down $32 million in July 
and a loss of $640 million in the 
last year. 

Other financial institutions had 
extended $1,692 million, up $12 mil- 
lion over the June 30 total and a 
gain of $156 million in the last 12 
months. 

The final $490 million was held 
by auto dealers, unchanged from 
the month-earlier total but a de- 
cline of $26 million in the last year. 























Draper heads the NADA program. 


At present, the management pro- 


gram is three-pronged. 

Draper has developed a Series 
of management manuals for deal- 
ers which are being sold by 
NADA, 


The second part of the program 
is a series of Rally Days for Profits 


which Draper is conducting around 


the country. 
+ * 


RAPER’S talk is titled “Culti- 


vate Your Own Backyard.” In 
it, he stresses the benefits the deal- 
er gains from selling in his own 
area. 

He points out that each car sold 
means a certain amount of serv- 
ice work and service profit for 
some service outlet. Draper ad- 
vises dealers to sell to those who 
are close enough to the dealer- 
ship to come there for service 
and give the dealer the service 
profit. 

The third service offered dealers 
through the NADA program is an 
analysis of the operations of the in- 
dividual dealership. 

* * * 

[a dealer prepares a form 

which shows his key operating 
figures for the most recent month 
and sends it in for analysis. For a 
fee, a certified public accountant 
looks over the figures and points 
out the weak points. The form is 
then sent back to the dealer along 
with suggestions or improvements. 

Draper is already looking ahead 
to changes in the management 
program, with an eye on making 
it more useful for dealers. 

The heart of the NADA’s pro- 
gram is a series of seven manuals 
covering the daily operation of the 
successful dealership. 

The first of the series is a primer 
on accounting, which explains in 
detail what the accounting system 
is and how the dealer can make 
wise use of it in making his com- 
pany a money-maker. The manual 
is prepared for those who have not 
studied accounting. 

The primer will be discussed in 

detail in this article. Other man- 


Moran Suit Delays Ban 
On Sunday Sales in Illinois 


CHICAGO. — State and Cook 
County authorities have agreed not 
to enforce the new law banning 
Sunday sale of autos until a hear- 
ing is held on a suit filed by Cour- 
tesy Motor Sales, Inc. (Ford), and 
two of its salesmen. 

The suit, filed by Jim Moran, 
Courtesy Motor president, con- 
tends that the law “arbitrarily 
and unjustifiably singles out sell- 
ers of motor vehicles for the im- 
Position of a burden not imposed 
on the sellers of other products.” 

In addition, the suit charges that 


Mich. Puts Curbs 


old D. Draper, who was a successful 
Chevrolet dealer in outstate Michi- 
gan before he retired. Speaking on 
management and assisting other 
dealers with their problems in this 
area was a sort of hobby for Draper 
when he was an active dealer. Now 
it is just about a fulltime job as 









uals in the series will be reviewed 
in the final article in this series. 





The other as — als are daily First 7 First 7 Percent Percent Percent 
operating books which carry the Months, Months, Shareof Shareof Points 
material in the primer into prac- Make 1961 1960 ’61 Market ’60 Market Change 
tice. One of the six is designed to|| Chevrolet  .............ccc0000 173,950 192,641 33.73 33.90 - 1 
cover daily operations in the small |] Ford oo........ccccccccccsescceeees 165,553 169,601 32.10 29.84 +2.26 
dealership. The other five are for/|| International _.................. 61,243 67,183 11.87 11.82 + .05 
the larger dealership—one for the |] GMC ouu...ccccccccccsseeessesesceaes 38,551 48,429 147 8.52 —1.05 
dealer and one for each of the key || Dodge ..............c:ccccceccececeoes 23,037 25,659 4.47 4.51 — .04 
departments, new-car, USed-CAr, |] Willys ...ccccccccccssessceecssseeeees 15,782 16,626 3.06 2.93 + .13 
service and parts. NEY casxsccsnssusiosvesecbudstccbin 71,764 9,397 1.51 1.65 — .14 

ee aa INS Fah, .ccactvorcis eieccasnies 5,148 6,865 1.00 1.21 — 21 

co primer on accounting opens || Studebaker ........................: 3,301 2,987 64 53 + 
with a warning from Draper: || Diamond T ........................ 1,085 1,628 an 29 — .08 
“Costs and expenses are too high || Brockway .............:0008 523 695 10 12 — 02 
and profit margins too low to per-|| Miscellaneous’ ................ 19,783 26,622 3.84 4.68 — 84 


mit many mistakes.” 

Then the book begins going over 
the individual items that make up 
a dealer’s balance sheet. They are 
broken down this way: Current as- 
sets, capital assets, liabilities (both 
current and long-term), and in- 
vestment. There is one page for 
each of these four groups of items. 

A balance sheet gets its name 
from the fact that it contains two 
columns of figures which add to 
the same total (balance). A deal- 
er’s assets, both current and capi- 
tal, equal his investment plus any 
amounts he owes (liabilities). 

Printed beside the blank where 
many of the individual items are to 
be entered are tips on managing 
those items. These guides are based 
on the experience of sound dealer 
operations and on Draper’s person- 
al experience. 

* * 


* 
ESIDE the amount listed for 
parts and accessory inventory 
in the current assets column are 
these points: 

“Do you get four turnovers per 
year? Is this book figure correct? 
When did you last make a physi- 
cal inventory? How much obso- 
lescence ?” 

The Draper system calls for more 
net figures than many accounting 
systems. Some assets are matched 
directly with related liabilities to 
show just how much equity the 
dealer has in the item in question. 

For example, all the asset items 
in the new-car and new-truck in- 
ventory are totalled—company cars, 
new cars and trucks, freight and 
handling charges already paid. 
From this total, the amount owed 
on floor-plan notes is deducted. 

ck * * 

HE value of used vehicles owned 

is added and the used-vehicle 

floor plan is deducted. The final 
(Continued on Page 91, Col. 1) 





daishpbyspapetiininsedoesvain’ 515,720 


**—Miscellaneous includes imports, 
Herrington, Peterbilt, etc. 


July Total Is 82,963... 


Truck Sales Stronger 


EW-TRUCK sales came out of 

the recession with a bang in 
July as total registrations hit 82,963. 
It was the third best July in the 
last 10 years, topped only by the 
July totals in 1955 and 1959. 

The July figure was 3.34 percent 
above the 80,281 sales in June and 
4.84 percent ahead of the 79,131 
sales in July of last year, according 
to figures from R, L. Polk & Co. 
July was the first month to show a 
gain over the like month of 1960 
since January. 

Despite the July spurt, truck 
sales in 1961 continue to trail the 
1960 pace. Registrations in the 
first seven months of this year 
totalled 515,720, down 9.26 percent 
from the 568,333 units sold in the 
like period of last year. 

(R. L. Polk has not received re- 
ports on truck registrations in Con- 
necticut in April through July so 
the figures in this report exclude 
Connecticut figures for those 
months. 

(Polk has estimated the missing 
Connecticut figures. Including the 
estimates, July sales would total 
83,820, compared to 79,674 last year. 
Seven-month sales would total 519,- 
654 this year and 571,127 last year.) 

* Bg * 
HEVROLET continued to be the 
top-selling truck in July and 
was one of six truck lines which 
saw their July sales top the year- 
earlier total. Five lines and the mis- 
cellaneous group had fewer sales in 
July than they did a year earlier. 


July sales for the lines for this 


the law is an unreasonable inter- | ¥°@" 2nd last were: 











ference with business, and is “too 4 i9eo" 
vague, indefinite and uncertain to| Chevrolet. ................ 28,187 26,020 
be enforceable as a criminal sta-| Ford ...............08 26,190 23,140 
tute.” International .......... 10,986 9,575 
The salesmen maintain thata MEE. scceccescsbasiesvinssetes 7,519 
substantial share of their salaries| Dodge ............ 3,732 
and commissions are earned from| Willys ......... 2,192 
sales made on Sunday. White dbnseeassearensieaecvene 
The suit said Sunday sales ac- | MACK wom > 
count for about 20 percent of Diamond T 214 
Courtesy Motor’s annual sales, | Brockway 89 
which totalled about $41 million | Miscellaneous ........ 2,940 3,627 

last year. 
WAR ssssciasinisancssed 82,963 79,131 


The firm sells about 90 cars and 


trucks each Sunday, the suit added, In the first seven months, only 


By Makes 


First Seven Months, 1961 vs. 1960# 


568,333 
#—Connecticut not included April through July. 


*—White includes Autocar, Freightliner, Reo and Sterling. 
Corbitt, 


On Special Sales 


DETROIT.—Under a new Michi- 


and claimed that many Courtesy 
Motor customers are unable to visit 
its showrooms on any day but Sun- 
day. 


Studebaker was able to boost its 
unit sales over the 1960 showing. 
The line’s sales numbered 3,301, 
good for 0.64 percent of the market 








oo: —— , 
: 10 Years of 
Power Steering Progress 


The First and the Latest— 


Ten years after its introduction on 1952 
General Motors Corp. cars, power steer- 
ing by GM's Saginaw Steering Gear Divi- 
sison is used on 60.8 percent of GM stand- 
ard-sized cars and 20.8 percent of the 
compact cars on which power steering is 
offered. The 1962 model, right, is more 
efficient, 42 percent lighter, occupies less 
than half as much room under the hood, 
and contains 62 percent fewer external 
seals than its 1952 predecessor. 












gan law, the advertising of such 
sales as close-outs, removal, fire 
and liquidation is illegal unless a 
license has been obtained from the 
city, village or township clerk, the 
Better Business Bureau has re- 
minded members. 

An itemized and identifiable in- 
ventory of goods to be sold is re- 
quired, and no goods can be added 
or be on consignment. The license 
applicant must have held title to 
the goods not less than six months. 

The BBB said any goods purchas- 
ed within 60 days shall be listed 
and any unusual purchases and ad- 
ditions to stock within 60 days prior 
to filling of application “shall be 
presumptive evidence that they 
were made in contemplation of the 
sale.” 








Late Report... 


Used-Car Market 


The overall average price of used cars sold at wholesale auction 
declined $32 last week to the year’s low of $989, according to Auto- 
motive News’ index. A year earlier it was $924. 

It was the fifth consecutive weekly setback and marked the big- 
gest one-week decline in two months. 

Only ’54s, which went up $3, escaped the downward movement. 
Losses amounted to $1 on ’60s, $14 on ’56s, $28 on ’55s, $31 on ’59s, 
$41 on ’58s, $50 on ’57s and $96 on ’61s. New lows were established 
for ’57s, ’56s and ’55s. In the case of ’57s, the previous low had stood 
since last Feb. 6. 

At a group of representative auctions last week, the sales ratio 
was 69.5 percent, compared with 75.9 percent a week earlier. 


Auction reports begin on Page 84. 
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Diveo, FWD, Kenworth, Marmon- 


—Compiled from R. L. Polk & Co. data, 










and a gain of 0.11 percentage points 
in market penetration. 
* * * 


HREE lines were able to in- 

crease their market penetration, 
although they absorbed losses in 
unit sales. The three, their unit 
sales, percent of market and per- 
centage-point gains in penetration 
were: 

Ford, 165,553 units sold, 32.10 per- 
cent of the market, up 2.26 points; 
International, 61,243 units, 11.87 
percent, up 0.05 points, and Willys, 
15,782 units, 3.06 percent, up 0.13 
points. 

For the rest of the industry, the 
first seven months of this year 
brought losses both in unit sales 
and market penetration. The other 
lines and their figures were: 

Chevrolet, 173,950 units sold, 
33.73 percent of the market, down 
0.17 percentage points; GMC, 
38,551 units, 7.47 percent, down 

(Continued on Page 91, Col. 1) 


Fiat Appeals 
To Block Suit 
In Washington 


WASHINGTON. — The Supreme 
Court has been asked by Fiat Motor 
Co., Inc., New York, io rule that it 
cannot be sued in Washington, 
D. C., under the good-faith law. 

The Court of Appeals, without 
ruling on the merits of a case 
brought by Alabama Imported Cars, 
Inc., Birmingham, had earlier held 
that Fiat could be sued through its 
local wholesaler, Roosevelt Auto- 
mobile Co. 

In its ruling, the appeals court 
said that even though there was 4 
disavowal of an agency relationship 
in the contract between Roosevelt 
and Fiat, Roosevelt was Fiat's 
“agent” for purposes of this suit. 
The good-faith law permits suit to 
be brought against a manufacturer 
in any district where he “resides, 
or is found, or has an agent.” 

In its petition to the Supreme 


| Court, Fiat contends that its agree- 


ment with Roosevelt is simply @ 
distributor sales pact, providing for 
sale of Fiat products by Roosevelt. 
Fiat points out that Roosevelt buys 
and pays for merchandise, that he 
owns the goods he sells, and says 
that Roosevelt is independent. The 
car maker also asserts that Roose- 
velt is not Fiat’s “agent” since the 
manufacturer does not have suffici- 
ent control over his operations t9 
create such a relationship. 

Fiat’s appeal to the Supreme 
Court concerns only the technical 
point of legal jurisdiction. It is not 
related to Alabama Imported Cars, 
Inc.’s claim that Fiat and Roosevelt 
did not conform to the Birmingham 
firm’s franchise agreement and that 
it later used false and misleading 
representations to persuade Ala- 
bama to sign another, less favor- 
able, franchise pact. Fiat says its 
function in regard to dealerships is 
simply to approve or disapprove ar- 
rangements made by Roosevelt. 





two great hour shows-back to back! 


ne 3 


aks 


sufnl. 


sundays 7:30 P.M. ABC-TV 


Rei cterreee sae tonnes 


NOBODY GETS ADVERTISING BACKING LIKE THE JEEP’ DEALER! 


Here’s a sensational new concept in 
TV advertising! Two great hour 
long TV shows run back to back on 
prime Sunday evening network 
time. And both shows sell (and sell !) 
for the ‘Jeep’ dealer. Maverick — 
the top-rated favorite starring Jack 
Kelly—leads off. Then comes Follow 
the Sun — the brilliant new series 
about the exciting adventures of 


two writers in exotic Hawaii. 

As a ‘Jeep’ dealer, you sell the 
world’s most complete line of 4- 
wheel drive vehicles — the one and 
only leader in the 4-wheel drive field. 

‘Jeep’ dealer profits have always 
been outstanding. Gross profits 
average over $400 per vehicle after 
washout! And 2 year old ‘Jeep’ vehi- 
cles sell for up to 90% of factory list. 


You can add a ‘Jeep’ franchise to your present line with 
little increase in your overhead. Either as an exclusive 
dealer or dualed with your present line, it will pay you to 
look into the ‘Jeep’ = OUT ABOUT A ‘JEEP’ FRANCHISE NOW! 
franchise today. F 
‘Jeep’ vehicles — 

made only by Willys 

Motors, Inc., one of 

the growing Kaiser 

Industries. VEHICLES ® 


For complete information on the commercial vehicle franchise with America’s heaviest TV support, write: James Beattie, Jr., Vice President and 
General Sales Manager, Willys Motors, Inc., Toledo 1, Ohio, or in Canada, write: Guy Campbell, Willys of Canada, Ltd., Windsor, Ontario, Canada. 





8 
U. S. Share Off in 1960... 


Europeans 





Over Third of Output 


O ONE will be astounded to 

learn that European producers 
of passenger cars lean more heavily 
on export business than does the 
United States. But the full extent of 
the gap produced several shockers 
when it was detailed last week by 
the Automobile Manufacturers 
Assn, 

In 1960, the birth year of the 
American compacts, only 117,126 
cars were exported from this coun- 
try. This amounted to a mere 1.76 
percent of the 6,674,796 cars assem- 
bled in U. S. plants. 

European countries far exceed- 
ed the U. S. export ratio. Indeed, 
none of the five major producing 
countries in Europe boasted less 


S-P Cars to Have 
Seat-Belt Anchors 


In Front and Rear 


SOUTH BEND. — Studebaker- 
Packard Corp. last week became 
the first American auto manufac- 
turer to announce installation of 
seat-belt anchors for both front and 
rear seats as standard equipment. 

These anchors, according to 
Lewis E. Minkel, marketing vice- 
president, provide for easy installa- 
tion of belts for the driver and 
three passengers, and the arrange- 
ment of rear seat anchors will per- 
mit a third rear-seat belt. 

Minkel emphasized that seat belts 
for drivers reduce driving fatigue. 

“Many motorists, according to the 
National Safety Council, report that 
belts permit them to be more re- 
laxed,” Minkel said. “They find they 
can turn corners or drive over 
rough surfaces without involuntar- 
ily stiffening their muscles. After 
they acquire the belt habit, they 
feel uneasy without them,” he said. 

Other Studebaker standard fea- 
tures on the 1962 Larks are low- 
effort steering gears, oval rim 
steering wheels with recessed cen- 
ters, floor-level door sills, oversized 
bonded brakes, lower rear windows 
for improved visibility, larger rear 
doors, safety-padded instrument 
panels, interlocking coor latches, a 
body box section of heavy-gauge 
steel with many girders for maxi- 
mum strength, and rugged box sec- 
tion ladder-type frames, Minkel 
said. 

Available on an option basis are 
power brakes, power steering, tint- 
ed glass, windshield washer, padded 
sun visor, cushioned head rests, au- 
tomatic Hill Holder for cars with 
manual transmissions, and Stude- 
baker’s Twin Traction limited-slip 
differential. 








Senate to Consider 
Piggyback Rates 
Again Next Year 


WASHINGTON.—A bill to clarify 
freight ratemaking standards—the 
so-called antipiggyback bill — will 
come up for further consideration 
again next session. In an executive 
session, the Senate Commerce Com- 
mittee decided not to report S. 1197, 
introduced by Senator Bob Bartlett, 
Alaska Democrat; Senator A, S. 
Mike Monroney, Oklahoma Demo- 
crat, and others, 

In hearings held earlier, truck- 
ers and Teamsters claimed that de- 
structive rate cutting of rails—es- 
pecially in bi and tri-level hauling 
of autos—were driving competition 
out of business. Auto transporters 
felt particularly hard hit. 

Railroads and their unions coun- 
tered that the rates set were not 
only fully compensatory but highly 
profitable to them. The rails main- 
tained they were merely using new 
methods and were competing only 
for long-hauls, their traditional ad- 
vantage. 

The Interstate Commerce Com- 
mission, which would have the job 
of enforcing the “clarification” of 
the rate-making section, testified 
that the legislation is unnecessary 
and could result in delays and in- 
flexibility. 
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Exporting 


than a one-third ratio of exports 
to total production last year. And 
Japan’s export share was higher, 
too, at 8.3 percent. 

Here is the 1960 rundown of new- 
car exports from the six major as- 
sembling countries: 

West Germany—865,340 exported 
for 47.63 percent of total produc- 
tion; 21.65 percent of exports and 
10.31 percent of total production 
to U.S. 

* * * 
ITED KINGDOM—569,916 ex- 
ported for 42.13 percent of total; 
23.61 percent of exports and 9.95 
percent of total output to U. S. 
France — 491,978 exported for 
41.86 percent; U. S. got 15.14 per- 
cent of exports and 6.34 percent of 
total production. 

Italy—197,935 shipped abroad for 
33.22 percent; 10.52 percent of ex- 
ports and 3.50 percent of total pro- 
duction went to U. S. 

Sweden — 44,610 shipped abroad 
for 39.72 percent; U.S. got 47.21 per- 
cent of exports and 18.76 percent 
of total output. 

* 


West Virginia Dealers Elect— 





At the Factories... 





American Motors 


In another phase of the expan- 
sion and realignment of automotive 
sales operations of American Mo- 
tors Corp., Roy Abernethy, execu- 
tive vice-presi- 
dent, last week 
announced three 
executive appoint- 
ments, as follows: 

J. Beach Wil- 
liamson has been 
promoted to di- 
rector of dealer 
development; 
Harold G. Paxton 
to executive as- 

; sistant to the ex- 
J. B. Williamson = ecutive vice-pres- 
ident, and John R. Gladen to man- 
ager of marketing and analysis. 

Williamson, formerly Abernethy’s 
executive assistant, is now responsi- 
ble for all phases of dealer develop- 
ment, including capital investments 
and franchising. 

Williamson joined American Mo- 
tors in February, 1960, and was 
named assistant to Abernethy eight 


* * 


APAN — 13,704 exported for 8.3 

percent, with 14.85 percent of 
shipments and 1.23 percent of total 
output going to U. S. 

New-car exports to the U. S. 
took higher shares of total pro- 
duction in the six foreign coun- 
tries in 1959, when the American 
market for imported cars reach- 
ed an alltime high. 

The United Kingdom sent the 
States 17.69 percent of its total pro- 
duction in 1959; France, 15.78 per- 
cent; West Germany, 15.17 percent; 
Sweden, 28.13 percent; Italy, 9.91 
percent, and Japan, 5.84 percent. 

In 1959, only 104,384 cars or 1.87 
percent of total U. S. production 
was exported. 





Service Manual 


Covers Imports 


BURBANK, Calif—A shop man- 
ual covering 19 makes and 90 mod- 
els of imported cars from 1953 to 
1960 is now available in the United 
States. 

Titled AutoServ International, it 
is published by Scientific Magazines 
of Australia and distributed in. the 
U. S. by Autobooks, 2900 W. Mag- 
nolia Blvd., Burbank, Calif. 

The 947-page book includes 267 
photos, 250 cross-sections and hun- 
dreds of other drawings, exploded 
views, diagrams and charts. 


Kool Duals with GMC 
BATTLE CREEK, Mich. — Kool 
Oldsmobile, 94 Main St., has added 
a GMC franchise. Preston Kool is 
president. 








John R. Gladen Harold G. Paxton 
months later. He previously had 
spent 19 years with Ford Motor Co. 
Paxton, a 27-year veteran of the 
auto industry, joined the corpora- 
tion in 1945 as business manage- 





Dealer Tries for 'Clean Sweep'— 


All hands are on deck at Valley Plymouth in Reseda, Calif., to launch the “Clean 
Sweep Fore 'N Aft'’ campaign—a big year-end promotion to run for the next 30 days. 
Joe Michaels, left, new-car sales manager, puts his weight behind the “Clean Sweep” 
while Roland Chiaro, center, general sales manager, heaves to with the mop. Crew 
observing from the gangplank includes, from left, Joe Zack, Fred Wahl, Jeff Paris and 
John Bowers, all members of Valley Plymouth's sales force. The dealership has been 
completely refurbished to celebrate the month-long promotion. Banners and flags are 
strung from stem to stern, and an authentic gangplank leads to the showroom. Sales- 
men have added their nautical approval by casting aside conservative business suits 
in favor of sea-going togs. 




















Newly elected officers of the Automobile Dealers Assn. of West Virginia are, from 
left, Tag Galyean, Charleston, secretary-treasurer; William W. Simpson, Clarksburg, 
regional vice-president; Harold A. Hupp, Parkersburg, regional vice-president; Joe B. 
Holland, South Charleston, first vice-president, and Jack F. Moses, Huntington, president. 
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Ford Answers 


Dealer Charge of 


‘Unilateral’ Pacts 


INDIANAPOLIS. — Ford Motor 
Co. has answered a letter in which 
the Automobile Dealers Assn. of 
Indiana asked auto manufacturers 
for help in solving the “specific de. 
ficiencies in the unilateral selling 
agreements” between the factory 
and the dealer. 

Ford said that it does not agree 
that its sales agreements are uni- 
lateral or that it has abused its 
dealers under them. 

Ford’s letter was signed by F, J, 
Spittle, secretary of the Dealer 
Policy Board. He mentioned the 
1955-57 changes in franchise agree- 
ments and declared that those 
changes recognized the bilateral re- 
lationship between the manufac- 
turer and the dealer. 

“Since then,” Spittle said, “our 
dealer councils have advised us that 
they believe our current sales 
agreements are the finest in the 
industry.” 

In reply, Herman Schaefer, ex- 
ecutive vice-president of the dealer 
group, wrote Spittle that the ADAI 
had acknowledged the democracy 
and effectiveness of the Ford coun- 
cils at a meeting held last month. 

Schaefer expressed the hope that 
the cooperation of Ford and other 
manufacturers with their dealers 
“will succeed in pulling this trade 
out of the morass in which it finds 
itself.” 

He said the industry’s continued 
cooperation with their dealer coun- 
cils and the Task Force of the 
National Automobile Dealers Assn, 
will contribute substantially to this 
objective. 


FTC Gets Funds 


To Increase Staff 


WASHINGTON. — The $22,075,000 
appropriation approved for the In- 
terstate Commerce Commission for 
the 1962 fiscal year will permit the 
staff of 2,428 to be increased by 45 
positions to assist in meeting an ex- 
panding workload, Commission 
Chairman Everett Hutchinson an- 
nounced. 

The additional $623,500 over the 
$21,451,500 authorized for the past 
fiscal year includes $484,333 for ad- 
ditional personnel, within-grade 
salary advancements and the full 
year cost of pay increases and pro- 
motions; $47,900 additional for 
travel expenses, and $91,267 addi- 
tional funds for printing Volume 19 
of the Interstate Commerce Acts 
Annotated, republication of Motor 
Carrier Safety Regulations and 
Rules of Practice, equipment, of- 
fice supplies, and rental of offce 
space. 

The 1962 appropriation provides 
$19,249,300 for general activities, an 
increase of $620,800 over the current 
amount. 





















ment manager in the Cleveland 
zone. In 1951, Paxton was trans- 
ferred to the Detroit central office 
as national business management 
manager and two years later be- 
came national car distribution 
manager. Since May, 1957, he has 
been administrative assistant to 
Roy D. Chapin jr., executive vice- 
president of AM. 

Gladen joined American Motors 
in 1953 in used-car sales promotion 
and six months later moved into car 
distribution. He was transferred to 
the Marketing and Analysis De- 
partment in June, 1954, and became 
a price analyst in 1957. He has been 
assistant manager of the depart- 
ment for the past year. 
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Pontiac 


Appointment of 12 zone used-car 
managers has been announced by 
F. V. Bridge, Pontiac general sales 
manager. They are: 

Sam Payne, Boston; Walter Gray, 
New York and Newark; John 
Walker, Philadelphia and Washing- 
ton; C. T. Jackson, Cleveland and 
Buffalo; J. J. Kennedy, Pontiac. 


J. W. Kreusser, Cincinnati and 
(Continued on Page 95, Col. 3) 


Dealers Loaned 
Schools 6,711 Cars 
During 1960 Term 


WASHINGTON.—A total of 12,246 
cars were used during the 1960-61 
term in the nation’s high-school 
driver-education courses, and 6,711 
were on a loan from new-car deal- 
ers, according to the Auto Indus- 
tries Highway Safety Committee. 

For the 14th consecutive year of 
reporting, more than 50 percent of 
the autos used for student driving 
were contributed through the coop- 
eration of dealers. Valuation of the 
6,711 cars was estimated at $17,784 
by the National Automobile Dealers 
Assn. 

In commending dealers for their 
support of high school driver edu- 
cation, J. B. Wagstaff, chairman of 
the Auto Industries Highway Safe- 
ty Committee, said: 

“Actual behind-the-wheel prac- 
tice, under the supervision of train- 
ed instructors, gives our young 
people an opportunity to develop 
personal pride in the attainment of 
top standard driving performance, 
and provides the key to assuming 





























Oldsmobile's New Engine— 


Here's a working view of Oldsmobile’s 


personal responsibility for their ac- 
tions while behind the wheel. 

“This outstanding automobile 
dealer contribution,” he added, 
“supplements high school and com- 
munity-wide traffic safety education 
efforts. From this will come the as- 
surance of more skillful driving on 
our nation’s streets and highways, 
and the hope for reductions in our 
traffic accident deaths and injuries. 

“To facilitate even greater dealer 
participation in the years ahead, all 
automobile manufacturers now pro- 
vide $250 special allowance to their 
dealers supplying cars to high 
schools in their communities for 
use in approved driver education 
courses,” Wagstaff said. 


Turbo-Rocket aluminum V-8 engine with 
fluid injection, which the division will 
introduce on a limited-production sports 
car model early this winter. Equipped 
with a turbo-charger and fluid injection 
system, top of engine, the high perform- 
ing Oldsmobile engine produces approx! 
mately one horsepower for each of its 
215 cubic inches of displacement. Dotted 
arrows show flow of fuel-air mixture, solid 
arrows show path of injection fluid and 
curved arrows show flow of exhaust gas 
which drives the turbo-charger. Introduc- 
tion of the Turbo-Rocket engine wil! mark 
the first successful application of flvid 
injection to a turbo-charger in order to 
obtain the benefits of a high-compression 
engine on a commercially produced car, 
according to Oldsmobile. 











Citroén...Dealers’ Choice! 


Join Citroen’s growing national network of 


As a Citroén 
Dealer, you get: 


Profit: A high margin of Profit is in each 
unit. Citroen is priced right with the compacts, 
and our service policy also brings profits to your 
shop. The quality of the deal made on our cars 
brings full gross profit most of the time. 


Parts & Service: As a direct 
factory subsidiary we have huge parts depots 
across the country. A free Service School is regu- 
larly available for your mechanics. Several tech- 
nicians travel the country to advise and help 
your service department. Your warranty claims 
are rapidly processed, and your parts orders 
speedily sent. 





Advertisin®: Citroen advertises 
for you where it counts—at the local level. Citroen 
also supports you with full heavy national cover- 
age in top magazines, newspapers, and radio. All 
merchandising aids are yours free. Electric signs 
and banners officialize your agency. 


Coverage: You've got a car for virtu- 
ally every customer. Two 123” wheelbase sedans, 
each model priced just right for volume sales; an 
8 passenger wagon for every taste, and soon to 
come—the most modern economy car for the 
budget-minded! 


Protection: No “over-dealerizing.” 
Citroen franchises are based on area potential 
sales only—recently Citroen was ranked among 
the “top 20” in Car-per-dealer classification. No 
quotas, and you enjoy Direct Factory-Dealer rela- 
tionship. 


quality dealers. For Stable Volume Profit in 
°62, send this coupon today. Inquiries, from 
principals only, will be held confidential. 


i 
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| CITROEN CARS CORPORATION Dept.A 
4 Direct Factory Branches of S. A. Andre Citroea, Paris, France 4 
4 121 WEST 50th STREET, NEW YORK, NEW YORE. PL 17-2212 i 
i 8423 WILSHIRE BLVD., BEVERLY HILLS, CALIFORNIA OL 3-8330 

i Gentlemen: Please send me full details on obtaining an authorized Citroen Dealer i 
| Franchise. 

i (Principals Only) 
| Your Name { 
| Company Name 
i Address i 
ro I 
City Zone State 4 
! Line(s) Now Handled 
i Citroen Dealer Franchises Also Available in Canada, Central and South America. 
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AUTOMOTIVE NEWS PLATFORM 

{ |. Fair and equitable contracts between manufacturers and dealers in 
motor vehicles, parts and accessories; 

{ 2. Every dollar of auto excise, gasoline and oil taxes, collected by states 
and U. S. governments, applied to building and maintenance of highways; 
{ 3. Guard the precepts of individual freedom, which made the U, S. A. 
great and gave its citizens more of the better things of life than anywhere 
else in the world. 



























U.S. Position on Prices 
Lacks Realism 


I A free enterprise system, it is always a great deal easier 
for those not taking the risks to predict the future for 


those who are. 


This results in the Government carrying on the battle 
against inflation with unrealistic fictions. 


At his press conference the other day, President Kennedy 
expressed concern lest there be increases in auto and steel 
prices as the result of labor negotiations. He said that the 
public interest was involved when he expressed the hope 
that an agreement be reached that will not lead to increases 
in the cost of cars. 

With reference to steel, he said that his economic advisors 
had informed him that the industry would be able to absorb 
labor contract wage increases due Oct. 1 without increasing 
prices. 

We go along with the President on concern over the 
danger of inflation, yet we think it unrealistic to expect 
prices to remain stable while costs go up. 

The auto business is still a business involving great risk. 
Take a look at what has happened to the financial picture 
of some of the auto makers in the last few years if you 
have any doubts about this. 

As a result, if auto labor costs go up, auto prices will 
go up. 

With the annual realignment of auto models, the price 
increases may not be apparent, but they will be there if 
labor costs rise. 

You can’t kid with economic facts of life. If somebody 
gets, somebody pays, and the somebody who pays usually 
turns out to be the consumer. 
































Coming 
Events 


% Enrror’s Note: To facilitate 
recognition, new items in this 
column will be starred and will 
appear in boldface type the first 
time they are used. 


Dealer Conventions 


Sept. 1!6— Maine Automobile Dealers 
Assn., Poland Springs Hotel, Poland 
Springs, Me. 


Sept. 18-19—Wisconsin Automotive Trades 
Assn., Schroeder Hotel, Milwaukee. 

Sept. 19-20 — Federation of Automobile 
Dealer Assns. of Canada, Queen Eliz- 
abeth Hotel, Montreal. 

Oct, 2-4—I4th Annual Convention and Ex- 
hibit, Truck Body and Equipment Assn., 
Hotel Sherman, Chicago. 

Oct. 22-24—New Jersey Automotive Trade 
Assn., Chalfonte addon-Hall Hotel, 
Atlantic City. 

Oct. 22-24— New York State Automobile 
Dealers, The Concord, Kiamesha Lake, 


N. Y. 

Oct. 29-31 — Florida Automobile Dealers 
Assn., Galt Ocean Mile Hotel, Fort 
Lauderdale. 

Nov. 5-6—Oklahoma Automobile Dealers 
Assn., Mayo Hotel, Tulsa. 

Nov. 14—Connecticut Automotive Trades 
Assn., Statler Hilton Hotel, Hartford. 
Nov. 27—Arkansas Automobile Dealers 
Assn., Arlington Hotel, Hot Springs. 
4—Utah Automobile Dealers Assn., 

Hotel Utah, Salt Lake City. 

Dec. 4-5—Minnesota Automobile Dealers 
Assn., Hotel Leamington, Minneapolis. 

Dec. 8-9— Montana Automobile Dealers 
Assn., Billings. 
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Jan. 14-17—National Independent Automo- 
bile Dealers Assn., Stardust Hotel, Las 
Vegas. 

Feb. 3-7— National Automobile Dealers 
Assn., Atlantic City, N. J. 

March 18-19—Louisiana Automobile Deal- 
ers Assn., Roosevelt Hotel, New Orleans. 

April 8-10—Automobile Dealers Assn, of 
Alabama, Montgomery, Ala. 

May 6-7—South Dakota Automobile Deal- 
ers Assn., Sioux Falls, S. D. 

— 6-8—Idaho Automobile Dealers Assn., 

otel Boise, Boise. 

May 7-8—Ilinois Automotive Trade Assn., 
Hilton Inn, Auroda, Ill, 

May 16-17—Missouri Automobile Dealers 
Assn., Elms Hotel, Excelsior Springs, 


Mo. 
May 20-22— Oregon Automobile Dealers 
Assn., Sheraton-Portland Hotel, Portland. 
ee 


Auto Shows 


Sept. 21-Oct. | — Frankfurt International 
Auto Show, Frankfurt, West Germany. 
Oct. 5-15—Paris Auto Show, Paris, France. 
%& Oct. 7-22—Dallas Auto Show, Fair- 

grounds, Texas State Fair, Dallas. 

Oct. 10-14—West Essex Lions Club Auto 
Show, West Orange Armory, West 
Orange Armory, West Orange, N. J. 

Oct. 14-18—Milwaukee Auto Show, Arena, 
Exhibit Hall and Market and Mechanics 
Halls, Milwaukee, 

Oct. 18-22—New England International 
Auto Show, Commonwealth Armory, 
Boston. 

Oct. 18-28—London Auto Show, London, 
England. 

Oct. 19-2I—Long Beach Auto Show, Pine 
Avenue, Long Beach, Calif. 

Oct. 26-Nov. Los Angeles Automobile 
Show, Pan Pacific Auditorium, Los An- 

geles. 

Oct, 28-Nov. 5—Southern Automobile Ex- 
Roenion, Merchandise Mart, Charlotte, 


. 28-Nov.8—Turin Auto Show, Turin, 

taly. 

Nov. 9-12—Autoworld Auto Show, Public 
Hall, Cleveland, 

Nov. |1-18—Philadelphia Auto Show, Grand 
Exhibition Hall of the Trade and Con- 
vention Center, Philadelphia. 

Nov. 11-18—Pittsburgh Auto Show, Hunt 
National Guard Armory, Pittsburgh. 
Nov. 13-18—Denver Auto Show, Denver 

Coliseum, Denver. 

Nov. 21-26 — 4th Annual Imported Car 

Show, Brooks “a Francisco. 


Jan, 26-28—Birmingham Auto Show, Muni- 
cipal Auditorium, Birmingham, Ala. 
Feb. 17-25— Chicago Automobile Show, 

McCormick Place, Chicago. 
Feb. 28-March 3—International Automotive 
Service Industries Show, Navy Pier, Chi- 


cago, 

March 22-25— Pacific Automotive Show, 
Memorial Coliseum, Portland. 

April 11-13—Canadian Automotive Service 
Show, Canadian National Exhibition 
Grounds, Toronto. 

Oct. 19-28 — 1962 National Auto Show, 
Cobo Hall, Detroit. 

e © 
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General 
Sept. II-I14—SAE, Vehicle Meeting and 
Display, Milwaukee Auditorium, Mil- 
waukee, 


Sept. 14-15—9th Annual Joint Engineering 
Management Conference, Hotel Roose- 
velt, New York. 

Sept. !6—Quality Control Forum, Angell 
Hall, University of Michigan, Ann Arbor. 


























The Big Stories 


36 Years Ago—1925 
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Letterbox 


‘Shopping or Fault-Finding?’ 

In your issue of July 31, on Page 
35, you published a delightful little 
gem. It is necessary to take issue 
with the editor’s note that dealers 
may see themselves as others do. 
Why the plural? Surely the opinion 
of one individual doesn’t mean that 
he speaks for the majority or even 
a small minority. The manufactur- 
ers, the dealers, and salesmen are 
all out of step. If this is true, why 
do they play such an important 
part in the economy of our great 


nation? 

Let’s just take some of the 
comments by the gentleman that 
would have us believe he went 
out shopping to buy a car. He 
talked to 17 dealers and what a 
strange experience—not one deal- 
er selling domestic cars could be 
called aggressive but every dealer 
selling foreign cars were aggres- 
sive go-getters. In four cases he 
didn’t like the cars involved. If 
he was shopping for a car and 
not on a fault-finding tour, why 
take up anyone’s time in some- 
thing that didn’t interest him? It 
is my opinion the salesmen and 
dealers had him spotted as a “be- 
back.” He was shopping in the 
big leagues and didn’t know it. 


Let’s take these gripes in order 


and let’s do so without bias. 


Detroit (as he calls the tee: 

u 
through the years when our gov- 
ernment was in deep trouble, they 
didn’t hesitate to get executives 
from Detroit. At the present time, 
our Secretary of Defense is an au- 
tomobile executive. Many more 
could be named from the past. The 
only advice I can give this gentle- 
man is why not buy a little stock 
in these companies that don’t know 
what they are doing. Might be a 
profitable investment if one judges 
by what has happened in the past. 


turer). I could be wrong, 





With an assessment of $16,493,160, Ford Motor Co. topped the 
income tax list in Michigan for 1924, This was $2 million more than 
the year before. Henry Ford paid $2,608,806 and Edse}] Ford paid 


20 Years Ago—1941 
Boosts in 1942-model prices averaged 10 to 16 percent. One auto 
maker issued only wholesale prices on new cars, permitting dealers 
to set own retail prices according to competitive conditions. 


10 Years Ago—1951 


Willys Motors became the last major vehicle assembler to adopt 


$2,158,055. 


the General Motors-pioneered escalator wage plan . 
vehicle production dipped to 97,425 units this week. 


. . United States 


"This is our big compact—that's our small-size big car." 


‘Necessary to Take Issue .. -’ 


This is an open forum for the discussion of any subject of interest to our 
readers, and your letters are welcomed. No attention is given to unsigned 
letters but you may sign your name with the assurance that it will not be 
used if you so request. Address Editor, Automotive News, Detroit 7, Mich. 































































I assure him it might be a much 
more delightful experience than 
shopping. 

Dealers. Surely anyone in the 
business will admit that we are not 
perfect and there is room for im- 
provement. It will always be this 
way. But the majority are not a 
bunch of dumbbells, neither are 
they sharp-shooters. They have 
thousands of dollars invested in a 
business that must be operated in 
a sane and honest manner if they 
expect to remain in business and 
keep their capital intact. That’s 
just common sense. 

Salesmen. Does anyone think 
that a dealer, with in many cases 
his life savings at stake, would 
risk his money and his reputation 
with salesmen classified as alco- 
holics, gamblers, mavericks, fast- 
buck boys, drifters, etc? If he is 
that dumb, where do you think 
he got the money to start in 
business in the first place? Did 
someone give it to him or did he 
get it by hard work? 

Please understand, I do not 
speak without experience. It repre- 
sents 41 years in the automobile 
business, the last 21 years as a 
dealer. I think with this back- 
ground I am qualified to express 
an: opinion. If there is anything 
constructive about the gem you 
published, one will have to use his 
imagination. —‘Frep C. WILLIAMS, 
president, Atkinson & Williams, 
Inc., 1530 Kansas Ave., Lorain, O. 

oe ok * 


Helping Save Lives 


Your July 31 issue generously 
gave space to one of the American 
Cancer Society’s advertisements. 


With the fine help of magazines 
such as yours, the Society is able 
to reach millions of Americans with 
information about cancer progress 
and with facts about cancer that 
can help save lives. Your coopera- 
tion is most sincerely appreciated. 
—SANDRA MUNSELL, American Can- 
cer Society, New York, N, Y. 

* * * 


‘Salesman Not Bypassed’ 


My letter appearing in AvuTomo- 
TIVE News Aug. 21 was headed 
“Buyer Bypasses Salesman.” This 
is a mistake. I bought my German 
DKW valveless from a salesman 
working for a new-car dealer. 

If anyone was bypassed it was 
the people who do not read adver- 
tisements. I knew what I wanted, 
I advertised for it, the dealer who 
answered by telephone was not 
asleep. Time and money were saved 
by all concerned. I am a former 
Franklin dealer. — L. C. Hanna, 
Hanna Rd., Route 3, Lutz, Fla. 








BENDIX 
HYDROVAC 
POWER BRAKES 
FOUND 
re BEST” 
OVER 





6,000,000 
TIMES 


3 SOLID REASONS WHY: 1. Bigger payload: Hydrovac® Power Brakes weigh less, 
thereby permit hauling up to several hundred pounds extra payload. 2. Lower price: They 
cost less to buy, less to operate, less to maintain. 3. Better protection: They provide the 


built-in standby safety of manual braking in case of power failure. 


MORE BENDIX HYDROVAC VACUUM POWER BRAKES ARE IN USE THAN ALL OTHER MAKES 


Bendix sivrsiox South Bend, IND. 
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TURNINGS ... 


How Two-Year Coolant 


Was Developed by Ford 


By Joseph M. Callahan 
Engineering Editor 
ig LINE with the company’s continuing program to reduce 
the maintenance costs of its automobiles, all 1962 cars 
produced by Ford Motor Co. will contain an engine coolant 


good for 30,000 miles or two 


years, whichever comes first. 

The Ford products are the first to 
offer such a cooling system, al- 
though 1962 Ram- 
blers will be 
equipped with 
Dowgard Full- 
Fill Coolant, 
which is guaran- 
teed for 24,000 
miles or two 
years. 

Behind the 
Ford coolant 
breakthrough is a 
several - year-long 
program by the 





J. M. Callahan 


WHEN MOTOR OIL 





Ford Power-Train Department to 
develop a cooling system that was 
sufficiently leak-proof and by the 
Ford Advanced Product Study Of- 
fice to come up with a coolant that 
was sufficiently durable. 

The role of the Advanced Product 
Study Office was to set up a num- 
ber of performance specifications 
for this coolant, to ask the anti- 
freeze suppliers to develop such 
coolants and then to exhaustively 
test the coolants to make sure they 
met the specifications. 

Although the coolants produced 
by several successful suppliers had 
a base of ethylene glycol, they all 


were permitted to differ slightly, 
just so they met the performance 
“specs.” All had to pass a compati- 
bility test, so they could be mixed 
with each other. 

Some antifreeze suppliers object- 
ed to developing such a long-life 
antifreeze because they don’t be- 
lieve a car should keep the same 
coolant for two years and because 
such a coolant would reduce sales. 

* a * 

nee Ford engineers mini- 

mized the latter objection by 
pointing out that this fluid would 
be used as a “coolant,” not just an 
antifreeze, meaning that it would 
be put in all Ford Motor Co. cars 
all year around—even those built 
in the South. The key word is 
“coolant”—a fluid that provides 
both protection against freezing and 
protection against engine corrosion. 

The engineers said the 30,000- 
mile, two-year coolant would have 
the following advantages: 

1. Less expense to the car 
owner who will put antifreeze in 
his radiator about half as often. 
The new coolant is not expected 
to cost any more than the tradi- 
tional antifreeze. The replacement 
“coolant concentrate” will be sold 
by Ford Motor Co. and probably 
by the major antifreeze producers. 

2. Less trouble and More con- 


FLOWS THROUGH 
THIS NEW FRAM 
“WEAR- GUARD” 
OL FILTER 





Ford's New "Shaker" Test— 


Two top Ford engineers watch a new radiator 





“shaker” machine which simultane- 


ously puts the radiator under pressure and severely shakes it. From left: Thomas Risk, 
manager of the fuels and lubricants department, and Wesley Schwieder, manager 


of the power train department. 
See 


* * * 


venience because the owner will, 35 degrees below zero. Even then, 
almost be able to forget his engine- | the coolant would probably just be. 


cooling system. 
* * * 


Little Chance of Freezing 


+ Saee. No chance of freezing 
until the temperature reaches 


Tests using radioactive tracer techniques proved it! An exclusive scientific break- 
through in the construction of new Fram “Wear-Guard”’ Oil Filters traps up to 
40% more sludge than any other filter tested. Give your customers the finest 


filtration developed by modern tech- 
nology: stock and sell famous Fram 
‘‘Wear-Guard”’ oil and air Filters. 
Fram Corporation, Providence 16, R.1. 





“WEAR-GUARD” FILTERS 


come slushy. 

4. Better protection under hot- 
weather conditions because it 
will take 10-15 degrees more tem- 
perature (depending on the alti- 
tude) to boil this coolant than it 
would take to boil water. 


5. Parts of the cooling system 
should last longer because it will 
operate more efficiently and because 
of reduced corrosion. 

Discussing the formulation of the 
new coolant, Thomas Risk, man- 
ager of the Materials, Fuels and 
Lubricants Department of the Ford 
Advanced Products Study Office, 
told Automotive News: “This in- 
volved substantial work with po- 
tential suppliers. We contacted 
every prime supplier of ethylene 
glycol in the country. 

“We told them what we wanted. 
We mixed their experience with our 
experience, which is considerable 
because I believe we're the only 
auto company that tests antifreeze 
before using it. Every antifreeze 
we use must pass 670 hours of en- 
gine testing. This is equivalent to 
40,000 miles.” 

a * ae 

A= the performance specifi- 

cations that Risk’s staff finally 
evolved was that the coolant must 
last two years in the engine; it 
must be suitable for mixing with 
50 percent water; it must have a 
freezing point of minus 35 degrees, 
and it must pass a glassware (la- 
boratory) test and the 670-hour en- 
gine test. 

Commenting that the 670-hour 
test stresses the coolant pretty 
highly, Risk said that in certain 
spots in an engine during this 
test the coolant actually vaporizes 
and the latent heat of vaporiza- 
tion does the cooling. 

The question of what had to be 
done to the cooling systems of 
Fords, Mercurys, Lincolns and 
Thunderbirds to make sure they 
retained the coolant for 30,000 miles 
Was put to Wesley E. Schwieder, 
manager of Ford’s Power Train De- 
partment. 

* * * 


Radiator Tubes Thicker 


O ACCOMPLISH this rather dif- 

ficult job, he said, the radiator 
tubes were made thicker, the radi- 
ator side supports were changed, @ 
reinforcing plate was put on the 
radiator core, a heavier gauge sup- 
ply tank was used, the water pump 
was improved and better water hose 
and hose clamps were used. The 
1962 cars will have hdse made of 
Butyl with a closely woven braid, 
replacing the former neoprene and 
SBR rubber hose. 

Schwieder added that a major 
part of the job of making the 
cooling systems more leak-proof 
was accomplished through im- 
proved manufacturing and im- 
proved nondestructive testing. 

A new shake-and-pressure cy- 
cling test machine has been de- 
veloped that simulates a car run- 
ning through pot holes repeatedly 
while its engine temperature is ele- 
vated. 

Although some suppliers are dubi- 
ous about the chances of success 
for a 30,000-mile, two-year coolant, 
Ford engineers have tested their 
new coolant and cooling systems 
over hundreds of thousands of miles 
in city traffic, mountain driving, 
hill climbing and trailer towing and 
they’re looking to the future coolly 
and confidently. 
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THE JAGUAR XK-E OPEN SPORTS 


A DEALER MESSAGE: 


Jaguar is a special automobile for special people. It is one automobile that 
does not compete for sales with others ina dealer's line. 


Jaguar cars are built to high standards of engineering excellence, craftsmanship and 
quality. They are not mass-produced, never over-produced. Consumer 

demand keeps abreast of availabilities, resulting in price and trading stability. 
Hence, Jaguar has a long record of returning high profits to those who sell it. 


Because of an increase in production, Jaguar is encouraging its 
U. S. Distributors to appoint a limited number of financially-sound Dealers, 
of proven reputation, in certain market areas now open. 


Dealer replies are invited. They will be forwarded to the appropriate 


Jaguar Distributor for prompt consideration. 
JAGUAR CARS INC. 


52 East 57th St., New York 22, N. Y. 





THE JAGUAR 3.8 SEDAN 
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S-P Seeks 40% Boost 
In Canadian Sales 


By Martin L, Whitmyer 
Staff Writer 


—— Ont.—Caught in the 
swirl of optimism coming out 
of South Bend, Studebaker-Packard 
of Canada is setting its sights on 
a 40 percent increase in car sales 
during the 1962 model year, Gor- 
don E. Grundy, president, said here 
last week. 

Interviewed following a speech 
before the Ontario Municipal Pur- 
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McQUAY-NORRIS MANUFACTURING 


chasing Agents’ Assn., Grundy said 
S-P expects to sell in the neigh- 
borhood of 7,500 cars in 1962, which 
would be equivalent to 2 percent 


of the market. S-P’s short term ob- 


jective, however, is a minimum of 
3 percent, Grundy said. 

“Actually, these are very mini- 
mum targets for Canada,” Grundy 
said, “because we expect the mar- 
ket for the ‘sensible-sized’ car 
and the compact to expand very 
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rapidly. Right now, in Canada, 
this type of car enjoys just about 
20 percent of the Canadian mar- 
— j : uct. 
Currently, S-P is taking 8 per- ee ae 
cent of the Cana- 
dian market in 
this size group, 
Grundy added. 
Asked what is 
the indicated in- 
crease in sales of 
Canadian - pro- 
duced cars 
through elimina- 
tion of the excise 
tax, Grundy said} 
it has been fore- 
Gordon E. Grundy cast that the 
“elimination of this tax should in- 
crease industry sales of Canadian, 
produced cars by as much as 10 
percent. We feel that it will have an 


duced cars. 

“Certainly an increase in Cana- 
dian content will do much to im- 
prove the Canadian economy,” 
Grundy said. “I believe it will not 
only expand existing industry and 
employment in those industries, 
but also eventually bring com- 
pletely new industries to Canada. 
For example, eventually, Cana- 
dian volume will be great enough 
to support the manufacturing in 
Canada of automatic transmis- 
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even greater effect on the sales of 
those cars which we feel are of the 
more sensiblé size and price class 
and, particularly, of our own prod- 


RUNDY also said that he felt 
that the elimination of the ex- 
cise tax would help increase the 
Canadian content of Canadian-pro- 








—- 


sions.” 

Grundy said S-P’s entries in the 
1962 market are based on the belief 
there is a noticeable increase in the 
demand for a car which is some. 
what larger than the compact, but 
does not have unnecessary and non- 
functional overhang front and rear, 

In the model year just ended, 
Grundy said, there were 89 makes 
and well over 300 different models 
of domestic and foreign cars avai]. 
able to Canadian purchasers, and 
indications are there will be a dozen 
new nameplates and perhaps 10 
percent greater variety in models 
for 1962. * * * 

N SPEAKING of the future, 

Grundy said “we think the com- 

mon-sense cars are here to stay and 
they will continue to enjoy a sizable 
chunk of the market, but we do not 
believe the models now on the mar- 
ket will become the standard ve. 
hicle for either the Canadian or 
American motorists. 

“They will come close, but we 
feel the industry is still in search 
of the ideal car in terms of size 
and price range, for notwith- 
standing all the chatter about 
basic, economical transportation, 
better than half of all compacts 
sold this past year have been of 
the more expensive type—bigger 
than the average, better trimmed, 
more powerful, and more attrac- 
tive, than the lower-priced com- 
pacts. Moreover, a great many 
buyers add automatic transmis- 
sion, power brakes and steering 
and other extras.” 

“The way we see it — and we 
spend a good many millions of dol- 
lars on engineering, design, styling, 
and tooling on the strength of our 
educated guesses as to the trends 
in public tastes—the car a substan- 
tial number of Americans and Ca- 
nadians want today falls some- 
where between the average of the 
1961 compacts and the current full- 
sized automobile. 

“The specification, we believe, 
calls for a car that will sell at a 
reasonably low price, give lower 
operating costs than the big auto- 
mobile, provide adequate interior 
space and a roomy trunk, and one 
that people can get into and get out 
of without being contortionists. 

“They want a good power-to- 
weight ratio for speed and econ- 
omy, a car with built-in safety 
factors, and assurance of low main- 
tenance costs. They also want to be 
sure the car will have a high resale 
value when the time comes to make 


a change. 
* * 


* 
x THINK all this can be 
wrapped up in an attractive 
package on a wheelbase somewhere 
between 112 and 115 inches and 
S-P is supporting this view by in- 
creasing the wheelbase of its Lark 
four-door sedan from 108% to 113 
inches and adding 13 inches in 

overall length.” 

Grundy predicted other manu- 
facturers will sooner or later 
adopt this size and in many re- 
spects what S-P and the industry 
will be doing is returning to the 
“sensible-size” car of 1950. 

Grundy said S-P recently ac- 
quired an additional four acres of 
land adjoining its Hamilton plant 
to ensure room for possible expan- 
sion of its assembly facilities and 
possible diversification. 

Grundy said S-P currently is in- 
vestigating a number of diversifica- 
tion possibilities in Canada, but is 
not yet in a position to make any 


announcements, 
x * OK 


A UTEOUGH the Canadian opera- 
tion is a wholly-owned subsidi- 
ary of the parent American com- 
pany, the entire management of 
the company is Canadian and en- 
joys a high degree of autonomy 
with full authority to operate the 
business as a Canadian business, 
Grundy said. 

Asked whether he were in 
agreement with the recent Royal 
Commission’s recommenda- 
tions with regard to a greater de- 
gree of integration between the 
United States and Canadian op- 
erations, Grundy said “I am sure 
moves in this direction will bene- 
fit the industry in Canada.” 
Grundy said S-P is setting up 
sources in Canada which will sup- 
ply South Bend with materials 
during the new model year. 

The chrome plating of its grilles 
will be done in Canada and a large 
part of its connecting rod and other 
forging requirements will come 
from Canada. A number of other 
“attractive possibilities” are being 
investigated, Grundy said. 





©1961 VOLKSWAGEN OF AMERICA, INC. 


We've gone places! 


Twelve years ago, the first Volkswagens 
were imported into the U.S.A. 

These strange little cars with their beetle 
shape were almost unknown. 

All they had to recommend them was 
32 miles to the gallon (regular gas, regu- 
lar driving), an aluminum air-cooled rear 
engine that could go 70 mph all day long 
without strain, sensible size for a family, 
and a sensible price-tag too. 


Beetles multiply; so do Volkswagens. By 
1954, VW was the best-selling imported 
car in America. 

lt has held that rank each year since. In 
1960, Volkswagen was once again first, 
with over 191,000 VWs sold, including 
station wagons and trucks. 

Millionaires buy them; so do working 
people and college kids. Their snub noses 
are familiar in every state of the Union; as 


American as apple strudel. Volkswagen is 
an honest car. We think it's the best car 
in the world for your money. Everyone who 
owns one seems to agree. 
If there is anything else that you would 
like to know about the Volkswagen or our 
organization, drop us a line. 
Volkswagen of America, Inc., 
210 Sylvan Avenue, Englewood 
Cliffs, New Jersey. 
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ALFA ROMEO, INC., 231 Johnson Ave., 
Newark 8, N. J. Alfa Romeo cars, Dr. 
Giuseppe Luraghi, pres.; Arturo M. 
Reitz, vice-pres,, treas.; Bruno R, Pavia, 
secy.; Giovanni Greco, service mgr. Adv. 
Agency—Black-Russell-Morris, 231 John- 
son Ave., Newark 8, N. J. 


AMSKO DISTRIBUTORS, INC., 5069 
Broadway, New York 34, N. Y. Skoda 
Automobiles, Fred Sessler, pres., gen. 
mgr., adv. mgr. Adv. Agency—Friend- 
Reiss Adv., Inc., 221 W. 57th St., New 
York 19, N. Y, Milton Gurwitz, acct. 
exec, 

ARNOLT, INC., S, H., 2130 N. Lincoln 
Ave., Chicago 14, Ill, Manufactur- 
ers of Arnolt-Bristol, 8. H, Arnolt, pres. ; 
George E. Bourke, gen. mgr.; Ray Ike- 
gami, vice-pres. Adv, Agency — Mid- 
States Adv. Agency, Inc., 304 E, Fifth 
St., Winona Lake, Ind, 


ASTON MARTIN, See J. 8. Inskip, Inc. 

AUSTIN, See Hambro Automotive Corp. 

AUSTIN-HEALEY, See Hambro Automo- 
tive Corp. 

AUTO UNION. See DKW American, Inc., 
and Mercedes-Benz Sales, Inc, 

BECK DISTRIBUTING CORP., 68 E. 
131st St., New York 37, N, Y. Parts. 
Irving Beck, pres.; Franklin Beck, vice- 
pres,; Miriam Block, secy.-treas.; Nich- 
olas Grimaldi, gen. mgr.; Mel Marks, 
sales mgr.; William Kulberg, office mgr. 
Adv, Agency—Mitchell Advertising Agen- 
cy., Hempstead, N, Y. 

BENTLEY. See Rolls-Royce, Inc. 

BMW AUTOMOBILE PARTS, INC., 5711 
Boulevard East, West New York, N. J. 
BMW spare parts, warranty claims. 
Horst Herbstreit, pres.; G. Pilz, techni- 
cal director. 

BORGWARD MOTORS CORP., 


Advertising Agency, Inc., 
St., New York 19, N, Y. 


BOSCH CORP., ROBERT, 


W. Boedecker, vice-pres. ; 


Who’s Who in Imports 


and sales prom, mgr. Adv. Agency—E. 
T. Howard Co., New York, N, Y. Alfred 
Lippmann, acct, exec. 


BOSCH CORP., ROBERT, Blaupunkt Car 
Radio Div., 40-25 Crescent St., Long 
Island City 1, N. Y. Blaupunkt AM and 
FM/AM car radios, George F, Krieger, 
pres.; Ernest L, Hall, div, mgr.; John 
C, Paozillo, adv, mgr. 


BOSTON VESPA CO., INC., 949 Common- 
wealth Ave., Boston 15, Mass, Vespa 400. 
Arnold L. Mende, pres.; James H, Mes- 
sing, treas.; John Jacobson, gen. mgr. ; 
Louis P. Castrucci, service mgr. Adv. 
Agency — George J. M. Riseman, 130 
Newbury St., Boston, Mass, 


BRITISH MOTOR CORP. (U, 8, A.), LTD., 
680 Fifth Ave., New York 19, N, Y. 
Sir Leonard P, Lord, KBE, pres., H. J. 
L, Suffield, vice-pres., managing dir.; 
R. J. Lueas, secy., treas. Austin, Austin- 
Healey, Morris, MG and Riley cars im- 
ported and distributed in U, 8S, by Ham- 
bro Automotive Corp., 27-29 W, 57th 
St., New York 19, N, Y. 

CHARLES STUART MOTOR CO., 2757 
36th St., N. W., Miami, Fla. D-B cars. 


CITROEN CARS CORP., 121 W. 50th St., 
New York 20, N. Y. Citroen cars. Charles 
Buchet, gen. mgr.; Hans Blocher, treas.; 
Jack Mennicucci, service mgr.; Macdon- 
ald H. Leach, adv. mgr. Adv. Agency— 
Shevlo, Inc., 160 E, 38th, New York 16, 
N. Y. Alan Shevlo, acct, exec, 

COLUMBIA MOTOR CORP., 419 E. 110th 
St., New York 29, N. Y. Parts for for- 
eign cars. P. J. Morris, pres.; B. Weiss, 
compt.; N, DiMola, sales mgr.; J, Alsa- 
piedi, pur, agent; A, Canales, parts mgr. 
Adv. Agency—Mann-Ellis Co., New York. 

DAF OF HOLLAND, INC., P. O. Box 
690, Stamford, Conn, DAF cars and DAF 





& Walsh, Inc., 260 Madison Ave., New 
York 16, N, Y, William Dempster, acct. 
exec. 


DKW AMERICAN, INC., 630 Fifth Ave., 
New York 20, N, Y, U. 8, factory 
branch, Auto Union and DKW, Heinz C. 
Hoppe, pres.; Klaus Fleischer, vice-pres. ; 
Gerhard Korallus, secy., treas. Adv. 
Agency—D’Arcy Adv. Co., 430 Park 
Ave., New York 22, N, Y, Howard 
Turner, acct, exec. 


ENGLISH FORD, Ford Motor Co., Lincoln- 
Mercury Div., 3000 Schaefer Rd., Dear- 
born, Mich. 

230 Park Ave., New York, N. Y. 


FACEL VEGA, INC.,, 341 E. 44th St., 
New York, N, Y, Eastern States, Jean 
C. Daninos, pres, of Facel 8S. A., Paris, 
France; Serge Magne, pres., Facel Vega, 
Inc., New York; Harry Grey, vice-pres., 
sales; Katherine F, Kerr, vice-pres.;. J. 
R, Schoemer jr., secy.; H. M. Seltzer, 
treas. Adv, Agency—Richard N, Meltzer 
Advertising, Inc,, 2372 First National 
Bidg., Detroit 26, Mich.; J, A, Barkaan, 
230 Park Ave., New York 17, N, Y., 
acct, exec. 

FERGUS IMPORTED CARS, 


INC., 1717 


Broadway, New York 19, N, Y, Borg- 
ward and Morgan cars, P. F. Dube, 
pres., gen megr.; L, C. Santelli, vice- 


pres., sales mgr.; Guy M. Stanfill, secy.- 
treas. Adv, Agency—Miller Adv. Agency, 
Inc., 221 W. 57th St., New York 19, N. Y. 
FIAT MOTOR CO., INC., 500 Fifth Ave., 
New York 36, N. Y, Fiat cars, V, A. 
Garibaldi, pres., treas.; E, Garfield, vice- 
pres., secy.; M, Pittaluga, gen. mer.; 
F. Foggini, asst, gen. mgr.; F, Amerighi, 
sales megr.; E, Zileri, tech, megr.; 
Santori, Western div, service mgr, 
HAMBRO AUTOMOTIVE CORP., 27 W. 
57th St., New York 19, N. Y. U. S. im- 
porters of Austin, Austin-Healey, Morris 
and MG cars. A. E. Birt, pres.; E. Judels, 
vice-pres., treas.; C. A, Haigh, vice-pres., 
gen, sales mgr.; Emil Quadri, secy.; A. 
D. Woods, gen. service megr.; we 5 
Shaw, sales megr., assistant gen, sales 
mgr.; G. O. Ehrman, Los Angeles Div. 
mgr.; T. R. Birt, adv. mgr.; Ian Kerr, 


31 =‘8t. 
James Ave., Boston, Mass, H. K,. Wink- 
ler, exec. vice-pres. Adv. Agency—Miller 
221 W, 57th 


40-25 Crescent 
St., Long Island City 1, N, Y. Automo- 
tive electrical equipment and fuel injec- 
tion equipment, George F. Krieger, pres. ; 
Truman Stev- 
ens, sales mgr.; John C, Paozillo, adv. 


DATSUN,. See Nissan Motor Corp., U.S.A. 
32 E. 57th St., 
N. Y. Daimler cars. 
R, Graham 
Everett Taylor 
William J, Mazza, 
Agency—Cunningham 


DAIMLER CARS INC., 
New York 22, 
Johannes Eerdmans, 
Reid, exec, vice-pres.; 
Martin, vice-pres. ; 
secy., treas. Adv, 


pres. ; 


diesel engines, Jan Soeten, pres.; M. 

van Doorne Hzn., vice-pres.; Edw, R. pub. rel. mgr. 

McPherson jr., secy.; M, van Doorne|HILLMAN, See Rootes Motors, Inc. 
Wzn., treas. HOFFMAN MOTORS CORP., 443 Park 


Ave., New York 22, N, Y, Alfa Romeo, 
Fiat, Lancia and Porsche cars, M, E. 
Hoffman, pres., treas.; Marcel Melamed, 
vice-pres.; T. J. Kelly, secy.; Karl Gras- 
sow, service mgr. 

HUMBER, See Rootes Motors, Inc. 

INSKIP, J. S., INC., 304 E, 64th St., 


Port-of-Entry Prices on Imported Cars 


$5,195; Facellia conv., 
(Automatic transmission, po wer 
steering, power brakes standard on H.K.- 
500 and Excellence. Power steering, power 
brakes standard on Facellia.) 

FERRARI — 250 Granturismo — Coupe 





The following imported-car prices are 
East Coast Port of Entry figures, They 
include ocean freight, U, S, excise tax 
and import duty. They do not include 
U, 8S. transportation fees, state and local 
taxes or optional equipment. 

(Copyright, 1961, by Automotive News) 


ALFA ROMEO—Giulietta—Spider conv., 
$3,150; Super Spider conv., $3,450; Sprint 
coupe, $3,495; Veloce coupe, $3,795; Sprint 
Speciale coupe, $5,550. 2000—Roadster, $3,- 
995. 


ARNOLT-BRISTOL—(Prices are F.O.B. 
Chicago)—Competition, $3,995; Bolide, $4,- 
245; Deluxe, $4,995; Coupe, $5,995. 

ASTON-MARTIN—DB4 — cpe., $10,400. 
G. T. cpe., $12,500. 

AUSTIN—850—2-dr. sed., $1,295, A-40— 
2-dr. sed., $1,795; deluxe 2-dr. sed., $1,856; 
Countryman 2-dr. stat. wag., $1,835; Coun- 
tryman deluxe 2-dr. stat. wag., $1,879. 
A-55 Mark Ii—4-dr. sed., $2,198. A-99 
Westminster—4-dr. sed. (overdrive), $3,095; 
4-dr. sed., (automatic transmission), $3,- 
275. (Heater standard on A-40 models.) 

AUSTIN-HEALEY—Sprite—conv., $1,795. 
3000—Standard roadster (4-seater), $3,051; 
Deluxe roadster (2 or 4-seater), $3,371. 
(Heater, overdrive, wire wheels standard 
on Deluxe.) 

AUTO UNION—‘‘1000’’—4-dr. sed., $2,- 
526.03; 2-dr. sed., $1,995; 2-dr. cpe. deluxe, 
$2,300.99; 2-dr. stat. wag., $2,321.07; sport 
cpe., $3,924.68; Bronco multi-purpose ve- 
hicle, $2,775; Bronco pickup truck, $2,875. 
(Heater standard on all models.) 

BENTLEY—Series S 2 — Standard Steel 
Saloon, $15,355. (Automatic transmission, 
power , Power brakes, radio, heater 
standard.) Other models are custom-built 
and vary considerably in price. 

BERKELEY — B-95 — Roadster, $1,795. 
(West Coast port-of-entry price). 

BMW—502—Deliuxe 4-dr. sed. (2.6-liter), 
$5,600; 4-dr. sed. (3.2-liter), $6,200; Super 
4-dr, sed. (3.2-liter), $6,700. 507—Touring 
Sport coupe (3.2-liter), $10,500. 


BMW 600—5-passenger sed., $1,398; 5- 


passenger sed. (automatic clutch), $1,493; 
sunroof sed., $1,487. (Heater standard on 
all models.) 


$1,898; coupe (auto- 
sport coupe (2 car- 


BMW 700—Coupe, 
matic clutch), $1,993; 
buretors), $1,998; 2-dr. sed., $1,648; 2- 
dr. sed. (automatic clutch), $1,743; 2-dr. 
sunroof sed., $1,737. (Heater standard on 
all models.) 

BMW ISETTA 300 — sunroof, $1,048. 
(Heater standard.) 

BORGWARD—Isabella—2-dr. sed., $2,- 
295; stat. wag., $2,495; Touring Sport sed., 
$2,645; Touring Sport coupe, $3,550. 
(Heater standard on all models.) 

BORGWARD-HANSA (formerly Goliath) 
—2-dr. sed., $1,797; 2-dr, stat, wag., $1,- 
900; Empress 2-dr, sed, (46 horsepower), 
$1,950; Empress 2-dr, sed. (63 horsepow- 
er), $2,100; Tiger sport coupe (46 horse- 


power), $2,210; Tiger sport coupe (63 
horsepower), $2,375. 
CITROEN—ID Luxe—4-dr. sed., $2,545. 


Ip-19—4-dr. sed., $2,745; 4-dr, stat. wag., 
$3,395. DS-19—4-dr. sed., $3,245; Prestige 
4-dr. sed., $3,795. (Power brakes standard 
on ID-19 stat. wag. Citromatic Drive, pow- 
er steering, power brakes standard on 
DS8-19 models.) 

COMMER—8S-passenger stat. wag., $2,- 
826; Caravan mobile-home type vehicle, 
$3,655. 

DAF—600—Standard 2-dr. sed., $1,395; 
Deluxe 2-dr. sed., $1,545. (Variomatic au- 
tematic transmission standard on both 
models.) 

DAIMLER—SP-250 V-8—Conv. with full 
equipment, $3,995; hardtop with full equip- 


ment, $4,245. (Heater included in equip- 
ment group.) 
DATSUN—4-dr. sed., $1,616; 4-dr. stat. 


wag., $1,916; sport conv., $1,996; half-ton 
pickup truck, $1,545. 

DKW—‘“‘750"’—2-dr. sed., $1,665. (Heater 
standard.) 

FACEL VEGA—H.K.-500 coupe, $9,420; 
Excellence 4-dr, hardtop, $12,981; Facellia 


2-dr, hardtop, 
$4,860. 


(Farina), $12,600; California conv, (Scag- 
lietti), $12,600; conv, (Farina), $13,600. 
(Heater standard on all models.) 
FIAT—600 Series—2-dr. sed., $1,249. 
1100 Series—Export 4-dr. sed., $1,498; 
Special 4-dr. sed., $1,698. 1200 Series— 
Spyder roadster, $2,595. (Heater standard 


on all models.) 
FIAT-ABARTH—1750—Coupe (43 horse- 
power), $3,195; coupe Sestriere (33 horse- 
power), $2,895; Spyder Allemano (43 horse- 
power), $3,195. 850—Coupe, $3,195. (Other 
engine options available.) 
FORD (England)—Anglia — 105E 2-dr. 


sed., $1,608. 

HILLMAN — Husky — 2-dr. stat. wag., 
$1,579. Minx—Special 4-dr. sed., $1,599; 
Deluxe 4-dr. sed., $1,699; conv., $2,099; 


4-dr. stat. wag., $2,199. (Automatic trans- 
mission for Minx model is $199.) 
HUMBER—Super Snipe—4-dr. sed., $4,- 
295; 4-dr. stat. wag., $4,860. (Automatic 
transmission, power steering, power brakes, 
and white wall tires are standard.) 
JAGUAR—3.8 Litre Sedan — 4-dr. sed. 
(overdrive, power steering, power brakes), 
$5,045; 4-dr. sed. (automatic transmission, 
power steering, power brakes), $5,195. 
Marx IX Sedan —4-dr. sed. (automatic 
transmission, power steering), $6,070. XK- 
150—Hardtop coupe, $4,642; hardtop coupe 
(overdrive), $4,807.50; hardtop coupe 
(automatic transmission), $4,892.50; conv., 


$4,762.50; conv. (overdrive), $4,927.50; 
conv. (automatic transmission), $5,012.50. 
XK-E — Roadster, $5,620; coupe, $5,920. 


(Heater standard on all models.) 

LANCIA — Appia — 4-dr. sed., $2,398; 
conv. (Vignale), $3,998; coupe, $3,952; 
coupe (Zagato), $4,055; Flavia—4-dr. sed., 
$3,685. Flaminia—4-dr. sed., £5,998; coupe 
(Pinin Farina), $6,355; sport (Zagato), 
$6,485; G. T. Touring, $6,485. 

LLOYD ARABELLA—2-dr. sed., $1,698. 

MASERATI—Coupe, $11,400; conv., $12,- 
300. 
MERCEDES-BENZ—180—4-dr. sed., $3,- 
394. 180-D—4-dr. sed. (diesel engine), $3,- 
577. 190—4-dr. sed., $3,585. 190-D—4-dr. 
sed. (diesel en gine), $3,807. 190-SL — 
roadster, $5,215; coupe, $5,443; coupe- 
roadster (with removable hardtop and con- 
vertible top), $5,644. 220—4-dr. sed., $4,- 


370. 220-S — 4-dr. sed., $4,780. 220-SE 
—4-dr. sed., $5,164; coupe, $8,746. 300— 
4-dr. hardtop, $10,476; 4-dr. hardtop (au- 


tomatic transmission), $10,864; 4-dr. conv. 
(automatic transmission), $14,231. 300-SL 
—roadster, $11,099; coupe, $11,283; coupe- 
roadster (with removable hardtop and con- 
vertible top), $11,573. Station Wagons — 
180 — 4-dr, stat. wag., $5,050; Kombi, 
$4,953. 180-D (diesel engine)—4-dr, stat. 
wag., $5,278; Kombi, $5,181. 190—4-dr. 
stat. wag., $5,246; Kombi, $5,150. 190-D 
(diesel engine)—4-dr. stat, wag., $5,473; 
Kom bi, $5,378. (Heater standard on all 
models. Power brakes standard on all mod- 
els except Series 180, 180-D, 190 and 
190-D.) (All prices include $50 dealer prep- 
aration charge.) 

$1,- 


METROPOLITAN — 2-dr. 
672.60; conv., $1,696.60. 

MG-MGA 1600—roadster (disk wheels), 
$2,444; roadster (wire wheels), $2,544; cpe. 
(disk wheels), $2,667; cpe. (wire wheels), 


hardtop, 


$2,767. Magnette Mark III—4-dr. sed., 
$2,695. (Heater standard on Magnette.) 

MORGAN—Plus Four—2-seat roadster, 
$2,810; 4-seat roadster, $2,850; 2-seat 
coupe, $2,970. 

MORRIS—850—2-dr. sed., $1,295. 1000 
Standard—4-dr. sed., $1,678; 2-dr, sed., 
$1,495; conv., $1,574; 2-dr, stat. wag., 
$1,798. 1000 Deluxe—4-dr. sed., $1,718; 
2-dr. sed., $1,599; conv., $1,636; 2-dr. 
stat. wag.. $1,825. Oxford—4-dr._ sed., 
$2,259 


NSU PRINZ—2-dr. sed., $1,398; 2-dr. 
sunroof sed., $1,487. NSU Prinz 30 (36 
horsepower)—2-dr, sed., $1,498. (All are 


5-passenger models.) NSU Sport Prinz— 
coupe, $1,998. NSU Prinz—$1,598. (Heater 
standard on all models.) 

OPEL—Rekord — 2-dr. sed., $1,987.50; 
Caravan — 2-dr. stat. wag., $2,292.60. 
(Heater standard on both models.) (Prices 
include $30 dealer-preparation charge.) 


PANHARD—Nice — 4-dr. sed., $1,795; 
Tiger 4-dr. sed., $1,895. Monte - 
dr. sed., $1,998; Tiger 4-dr, sed., $2,095; 


Tiger conv., 
all models.) 


PEUGEOT—403 — 4-dr. sunroof sed., 
$2,250; 4-dr. stat. wag., $2,490. 404—4-dr. 
sunroof sed., $2,575. (Heater standard on 
all models.) 


PORSCHE Roadster, $3,794; Super 
Roadster, $4,009; Super 90 Roadster, $4,- 
334; Coupe, $4,088; Super Coupe, $4,318; 
Super 90 Coupe, $4,663; Hardtop, $4,088; 
Super Hardtop, $4,318; Super 90 Hardtop, 
$4,663; Cabriolet, $4,433; Super Cabriolet, 
$4,663; Super 90 Cabriolet, $5,006. (Fore- 
going Porsche prices are for New York 
Port of Entry.) 


$2,695. (Heater standard on 


PRINCE SKYLINE—4-dr. sed., $2,295 
(West Coast PUE.) 

RENAULT — 4CV — 4-dr. sed., $1,095; 
4-dr. sunroof sed., $1,155. -dr. 


sed., $1,385; 4-dr. sumroof sed., $1,445. 
Gordini — 4-dr. sed., $1,596. Caravelle — 
Hardtop coupe, $2,295; conv., $2,395. 
(Heater standard on all models.) 

ROVER—100—4-dr. sed., $3,695. 3-Litre 
— 4-dr. sed., $4,620. Land-Rover—2-dr. 
stat. wag.. $3,220. 

ROLLS-ROYCE—Silver Cloud—Standard 
Steel Saloon, $15,655. (Automatic trans- 
mission, power steering, power brakes, 
radio, heater standard.) Other models are 
custom-built and vary considerably in price. 

SAAB—96-850—2-dr. sed., $1,895; 2-dr. 
sed. (automatic clutch), $1,995; 2-dr. sun- 
roof sed., $2,020. 95-850—2-dr. stat. wag. 
(3-speed transmission), $2,265; 2-dr. stat. 
wag. (4-speed transmission), $2,395. Gran- 
turismo 750—2-dr. sed. (4-speed transmis- 


sion), $2,790. (Heater standard on all 
models. ) 

SABRA — 2-dr. stat. wag., $1,754; 
Sportster roadster, $2,995; 2-dr, delivery 
van, $1,651; pickup truck, $1,651, 

SIMCA—Etoile 4-dr. sed., $1,658. 

SINGER—Gazelle — 4-dr. sed., $2,095; 
conv., $2,349; 4-dr. stat. wagon, $2,425. 
(Automatic transmission is $199). 

SKODA — Octavia 2-dr. sed., $1,575; 


Octavia Super 2-dr. sed., $1,675; Touring 
Sport 2-dr. sed., $1,775; Felicia conv., 
$1,995; Felicia (with removable hardtop 
and convertible top), $2,150. (Heater 
standard on all models.) . 

$2,- 


SUNBEAM—Rapier—2-dr. hardtop, 


499; conv., $2,649; Alpine—Roadster, $2,- 
595. 

TOYOPET — Tiara — 4-dr. sed., $1,613. 
Crown Custom—4-dr. sed., $1,795; 4-dr. 


stat. wag., $2,045. Toyota Land Cruiser— 
Soft top, $2,665; hardtop, $2,995; stripped 
model, $2,425. 

TRIUMPH—4-dr. stat. wag., $1,899. Her- 
ald —2-dr. sed., $1,649; coupe, $1,949; 
conv., $2,229. TR-3 (sports car) — conv., 
$2,675; hardtop, $2,835. (Heater standard 
on Herald models.) 

TURNER—Standard 950 sports roadster, 
$2,345; Stage II roadster, $2,735; Coven- 
t-y Climax Stage I roadster, $3,170; Cov- 
eotry Climax Stage II roadster, $3,570. 

VAUXHALL — Victor — 4-dr. sed., $1,- 
987.50; 4-dr, 2-seat stat. wag., $2,292.60. 
(Heater standard on both models.) (Prices 
include $30 dealer-preparation charge.) 

VESPA — V-400 — 2-dr. sunroof sed., 
$1.080. 

VOLKSWAGEN—2-dr. sed., $1,595; 2-dr. 


sunroof sed., $1,685; conv., $2,095; stat. 
wag., $2,245; deluxe stat. wag., $2,620. 
Karmann Ghia—cpe., $2,430; conv., $2,- 


695. (Heater standard on all models.) 

VOLVO—Special 2-dr. sed. (60 horse- 
power), $1,895; Deluxe 2-dr. sed, (60 horse- 
power), $1,995; PV-544 2-dr, sed, (85 
horsepower), $2,195; 122-S 4-dr. sed., $2,- 
495. P-1800 sport coupe, $3,795. (Heater 
standard on all models.) 


Belt-Driven Cam— 


New engine developed in Germany by 
Hans Glas for Isaria (Goggomobil) uses 
a dry belt for a camshaft drive for the 
first time (belt running around toothed 
pulley at upper right). Similar setup has 
been used in past by American hot-rod- 
ders to drive superchargers. 





New York 21, N. Y, Aston Martin im- 
porters. J. S, Inskip, pres.; George R. 
Jessop, vice-pres.; Stuart E, Brennan, 
treas.; William Weaver, service mer. 
Adv. Agency—Chester A. Gore Co., Inc., 
420 Madison Ave., New York 17, N. Y. 


JAGUAR CARS INC., 32 E. 57th St., 
New York 22, N, Y. Jaguar cars. 
Johannes Eerdmans, pres.; R, Graham 
Reid, exec, vice-pres.; William J. Mazza, 
secy., treas.; James C, Touchton, sales 
vice-pres.; Kenrick Hickman, gen, serv. 
mgr.; Everett Taylor Martin, pub. rel. 
and adv. vice-pres, Adv, Agency—Cun- 
ningham & Walsh, Inc., 260 Madison 
Ave., New York 16, N, Y. William 
Dempster, acct. exec. 


LANCIA, See Hoffman Motors Corp. 


LEYLAND MOTORS (U. S, A.), INC., 32 
E, 57th St., New York 22, N, Y, Ley- 
land trucks, Johannes Eerdmans, pres.; 
R, Graham Reid, exec. vice-pres.; Ken- 
rick Hickman, gen. serv. megr.; Eve- 
rett T. Martin, adv. and pub. rel, vice- 
pres.; William J. Mazza, secy., treas.. 
Adv, Agency — Cunningham & Walsh, 
Inc., 260 Madison Ave., New York 16, 
N. Y. William Dempster, acct, exec. 


LUCAS ELECTRICAL SERVICES, INC., 
501 W. 42nd St., New York 36, N, Y 
Original electrical equipment replacement 
parts, batteries and accessories for Bri- 
tish vehicles, Also C.A.V, fuel ignition 
and electrical equipment, Girling brakes 
and Girling shock absorbers, A. B. 
Waring, pres.; W. G, Owen, N. J, Plum- 
mer, W. S. Dack, vice-presidents. U. 8. 
Factory Branches in Englewood, N, J.; 
Chicago, Houston, Los Angeles, San 
Francisco, Jacksonville, Seattle, Boston, 
Denver, Baltimore, Detroit and Cleve- 
land. 

MASERATI, See Rallye Motors, Inc, 


MERCEDES-BENZ SALES, INC., 635 S. 
Main St., South Bend 27, Ind, Mercedes- 
Benz, Auto Union and DKW cars and 
Mercedes-Benz trucks and buses, L, A. 


Fleener, pres.; F, L. Armstrong, adm. 
vice-pres.; J, Bruce McWilliams, vice- 
pres. sales; Heinz Waizenegger, M-B 
sales mgr.; J. G, Miller, Auto Union- 


DKW sales mgr.; W. J. Swarm, mer. 
coach and truck div.; J. C. Sheppard, 
mgr. parts and service. Adv. Agency— 
D’Arcy Adv. Co., 430 Park Ave., New 
York 22, N. Y. 

METROPOLITAN, American Motors Corp., 
14250 Plymouth Rd., Detroit 32, Mich. 

MG, See Hambro Automotive Corp. 

MORETTI AUTOMOBILES, S.P.A., 200 
W. 16th St., N, Y, Moretti cars, Luis 
M. Maresca, gen. export mer. 

MORGAN, See Fergus Imported Cars, Inc. 

MORRIS, See Hambro Automotive Corp. 

NISONGER CORP., 125 Main St., New 
Rochelle, N. Y.; 5220 W. Jefferson Bivd., 
Los Angeles, Calif, Parts, instruments, 
automobile radios, fan belts and hoses, 
brake liners, clutches, accessories, car- 
buretors, fuel pumps, spark plugs, wash- 
ers, mirrors and filters. Earl G, Nison- 
ger, pres.; Patrick J, FitzGibbon, engi- 
neer, gen, mgr.; Densmore Ross, sales 
mer. 

NISSAN MOTOR CORP. U.S.A., 221-35 Fre- 
linghuysen Ave., Newark 14, N. J. Datsun 
vehicles, Takashi Ishihara, pres.; Soichi 
Kawazoe, vice-pres.; Robert M, Bath- 
urst, sales mgr, Nissan Motor Corp. 
U.S.A., 137 E, Alondra Blvd., Los An- 
geles (Gardena), Calif, Yutaka Kata- 
yama, vice-pres.; Raymond M,. Hoen, 
sales mgr. 

NSU, See Transcontinental Motors, Inc. 

OPEL. Buick Motor Div., Flint 2, Mich. 

OVERSEAS MOTORS CORP., 2824 White 
Settlement Rd., Fort Worth, Tex, Im- 
ported car air conditioners for Rolls 
Royce, Bentley, Jaguar, Volkswagen, 
Magnette, Austin, Morris, Oxford, Gene 
Fisher, pres.; Frank Harrison, gen. 
dist, service and parts mgr.; Thomas 
Knapik, secy., controller; Robert Ban- 
deen, mgr. air conditioning dept. Adv. 
Agency—Arnold & Co., Denver, Colo. 
Sam Arnold, acct, exec. 


PANHARD, See Vendome Motors Corp, 


PEUGEOT, INC., 750 Third Ave., New 
York 17, N. Y, Peugeot cars, Francois 
de Peyrecave, pres.; Francois Daeschner, 


exec, vice-pres.; John de Sugny treas.; 
Roy Eckersley, sales mgr.; James C. 
LaMarre, adv. and sales prom, mer.; 


Ronald F, Krieger, service mgr.; Marc 
Godet, parts mgr. Adv, Agency—Papert, 
Koenig, Lois, Inc., 375 Park Ave., New 
York 22, N, Y, 

PORSCHE OF AMERICA OORP., 527 
Madison Ave., New York 22, N, Y. 
U. 8S. factory branch, Porsche cars, Fer- 
dinand Porsche, pres.; Otto-Erich Filius, 
vice-pres., treas., gen, mgr.; Robert C. 
Hubbard, secy.; Herbert A. B, Dramm, 
service mgr.; Lars-Roger Schmidt, asst. 
mgr. Adv, Agency—Mann-Ellis, Inc., 65 





E, 55th St., New York 22, N. Y. m@ 
Murray, acct. exec, 

RALLYE MOTORS, INC., 46 Sea Clit 
Ave., Glen Cove, N. Y, Maserati carg, 
Adv. Agency—Kingsbury Moore & Co., 
Hempstead, N. Y. 

RENAULT, INC., 750 Third Ave., New 
York 17, N. Y. Renault cars and trucks, 
Maurice Bosquet, chmn, of board; Vin. 
cent P. Grob, exec. vice-pres. and gen, 
megr.; James R. Hughes, secy.; James B, 
Lordeman, treas., fin. and administra. 
tive mgr.; Hubert Bechet de Balan, gen, 
sales, service and merchandising mer. ; 
Pierre Jacobs, service and parts megr.; 
Wm. J. Cudlip, sales mgr.; William 
Nye, adv. and sales promotion mer. ; 
Bernard Hanon, mktg. mgr.; Walter A, 
Woron, public relations dir. Adv, Agency 
—Needham, Louis & Brorby, Inc., 739 
Fifth Ave., New York 19, N. Y. William 
M. Wood Jr., acct. supervisor. 

ROLLS-ROYOE, INC., 45 Rockefeller 
Plaza, New York 20, N, Y. Bentley and 
Rolls-Royce cars, P. E. Gilbert jr., pres.; 
Norman Miller, exec, vice-pres., treas,; 
Richard L. Yorke, vice-pres., secy.; Win- 
throp Brubaker, pub. rel. officer. Ady, 
Agency—Ogilvy, Benson & Mather, Ine,, 
589 Fifth Ave., New York 17, N. Y, 
Douglass Bomeisler, act. exec. 

ROOTES MOTORS, INC., 42-32 21st St., 
Long Island City 1, N, Y, Hillman, 
Humber, Singer and Sunbeam cars and 
Commer and Karrier trucks, The Lord 
Rootes, GBE, pres.; John T. Panks, gen, 
mgr., vice-pres.; P. Lloyd-Owen, secy., 
treas.; 
mgr.; W. McKenzie, Western service 
megr.; C. R. Melton, Eastern sales mgr.; 
I, A. Garrad, West Coast mgr.; R. Sten- 
ning, sales mgr., West Coast.; E, J. B, 
Mackie, Eastern parts mgr.; M, D, A, 
Manning Press, Western parts mgr. Ady, 
Agency—Mogul, Williams & Saylor, Inc., 


625 Madison Ave., New York 22,'N. ¥. 


Charles Metzger, acct. supervisor, 


ROVER MOTOR CO. OF NORTH AMER- _ 


ICA, LTD., 405 Lexington Ave., New 
York 17, N. Y.. Rover cars and Land- 
Rover utility vehicles; H, Gordon Munro, 
pres.; Robert G. Wright, mgr. Canadian 
operations; Alan G, McKenna, treas.; 
Reginald T. Newton, Eastern reg. mgr.; 
George Glover, Western reg. mgr.; John 
D, Hopping, gen, service mgr.; Harold 
C, Taylor, U. S, service mer. 

SAAB MOTORS, INC,, 405 Park Ave, 
New York 22, N. Y, SAAB cars. Ralph 
T, Millet, pres.; Jonas C:son Kjellberg, 
vice-pres, sales; Robert H. Wehman, gen, 
megr., service and parts; Robert J, Sin- 
clair, dir. of adv. and pub, rel. Ady, 
Agency—Kleppner Co., 488 Madison Ave., 
N. Y, George Varkonyi, acct. exec. 

SABRA MOTOR CORP, OF AMERICA, 
1836 Broadway, New York, N. Y, Sabra 
Cars. Adv. Agency — Ritter, Sanford, 
Miller & Kampf, Inc., 271 Madison Ave., 
New York 16, N. Y. 

SIMCA SALES, CHRYSLER MOTORS 
CORP., Export-Import Div., P. O. Box 
1688, Detroit 31, Mich. Simca cars. Peter 
Nunez, sales mgr.; J. E, Palmer, mer- 
chandising mgr.; A, R, Marzelli, Eastern 
Area sales mgr., Rye, N. Y.; C. E. Mil- 
ler, Southern Area sales mgr., Atlanta, 
Ga.; Eugene F. Frank, Western Area 
sales mgr., Anaheim, Calif.; Lou Bruck- 
er, service mgr.; Will Brotherton, distri- 
bution mgr. Adv, Agency—Richard N. 
Meltzer Advertising, Inc., 2372 First Na- 
tional Bldg., Detroit, Mich. 

SINGER. See Rootes Motors, Inc. 

SKODA, See Amsko Distributors, Inc, 

STANDARD-T RIUMPH MOTOR CO., 
INC,, 1745 Broadway, New York 19, 
N, Y. Triumph cars. Martin J, Tustin, 
chmn,; Alan F, Bethell, pres.; David R. 
Allen, vice-pres., sales and adv.; D. 
Peter Snow, serv, vice-pres.; Edward J. 
McCauley, secy.-treas. Adv, Agency — 
Doherty, Clifford, Steers & Shenfield, 
Inc., 530 Fifth Ave., New York 36, N, Y. 
Pieter Fisher, acct. exec. 


SUNBEAM, See Rootes Motors, Inc. 

TOYOTA MOTOR DISTRIBUTORS, INC., 
8701 Beverly Bivd., Los Angeles 48, 
Calif.; Ferry Bldg., San Francisco 11, 
Calif.; 6677 N. W, Highway, Chicago 31, 
Ill.; 231 Johnson Ave., Newark 8, 
N. J. Toyopet cars and Toyota Land 
Cruiser sports/utility vehicles, J, Naka- 
yama, pres.; S, Hattori, gen, mgr.; H. 
Hasegawa, treas.; C. L, Burleigh, parts 
and serv. mgr.; J, F. McGraw, adminis- 
trative mgr.; P, M, Ozawa, controller. 
Adv, Agency—Compton Advertising, Inc. 
J. Sage, acct, supervisor; T, Lowey, 
acct. exec. 

TRANSCONTINENTAL MOTORS, IN C., 
230 Park Ave., New York 17, N, Y, NSU 
cars and parts. Fred R, Oppenheimer, 
pres.; Kenneth Kaufman, vice-pres., 
sales mgr.; E, Goodman, gen. megr.; 
M. Pollirer, adv. mgr. Adv, Agency — 
Chester Gore Co., Inc., 420 Madison 
Ave., New York, N. Y, Jane Waring, 
acct, exec, 

TRI-CITY SPORTS CARS, 
St. N. W., Massillon, O, Turner sports 
cars. Dale E, Smith, owner, gen megr.; 
Jay L. Carano, service mgr. 

TRIUMPH, See Standard-Triumph Motor 
Co., Inc. 

TURNER. See Tri-City Sports Cars, 


VAUXHALL. Pontiac Motor Div., 196 Oak- 
land Ave., Pontiac 11, Mich, 


VENDOME MOTORS CORP., 120 E. 56th 
St., New York, N, Y, Panhard and 
DB-Panhard cars. Robert Jolliet, pres. 
Adv. Agency—Kingsbury E. Moore, Inc., 
Hempstead, N. Y. 


VESPA, See Boston Vespa Co., Inc. 


VOLKSWAGEN OF AMERICA, INC., 476 
Hudson Terrace, Englewood Cliffs, N. J. 
Volkswagen cars and trucks. Heinz Nord- 
hoff, pres.; Carl H, Hahn, exec, vice- 
pres., gen, mgr.; Alfred F. Kalmbach, 
West Coast vice-pres.; J, Stuart Perkins, 
vice-pres., gen, sales mgr.; Guenter Kit- 
tel, parts mgr.; Hermann Bruns, service 
mgr.; Paul Lee, adv. mgr.; Art Railton, 
pub. rel. mgr. Adv. Agency — Doyle, 
Dane, Bernbach, Inc., 20 W, 43rd St., 
New York 36, N, Y. Edward R. Me- 
Neilly, acct. exec. Pub, Rel. Counsel— 
John Moynahan & Co., Inc., 155 E, 44th 
St., New York 17, N. Y. Robert Horton, 
acct, exec. 


VOLVO DISTRIBUTING, UNC., 452 Hud- 
son Terrace, Englewood Cliffs, N. J. 
Volvo cars, trucks and marine engines. 
Ake Hogman, pres.; David Beesley, gen. 
sales mgr. cars; J. Wedde, service mer. 
Ady, Agency—Sind & Sullivan, 640 Fifth 
Ave., New York 19, N, Y, Robert Sind, 
acct, exec. 3 

VOLVO IMPORT, INC., Truck Div., 357 
Wilson Ave., Newark, N, J. Volvo 
trucks, Tage Karlsson, gen, mgr.; Hank 
Harman, sales mgr. 


F. McGettrick, Eastern service © 
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NOW THERE IS 


ONE NEW NAME 
ONE NEW SYMBOL 
ONE EASY WAY 


TO ORDER, STOCK AND SELL 
AUTOMOTIVE PARTS 


Transmission 


simply say Delco 


Simply say Delco ... and you've said it all! A new 
name for well-known automotive replacement parts 
manufactured by many General Motors Divisions 
... anew look for the Divisions themselves ... anew 
identification—"‘United Delco,” for United Motors 
Service, the organization which distributes the parts 

. and a new symbol—the Circle of Precision, to 
replace the familiar U-M-S oval. They all mean Delco, 
and Delco means more efficient, more convenient, 
more profitable business for you! ™® This new look 
extends all down the line, including the packaging 
... brilliant and color-keyed to simplify your displays, 
sales, inventory and supply. Everything in the new 
program takes full advantage of the famous Delco 
name ...a name that consumers know and trust, 
and associate with quality and dependable service. 
@ All you do is simply say Delco to your United 
Delco Supplier, and you have a complete line of 
consumer-accepted parts for tune-up and _ light 
repair. Then watch the money roll in! 


Harrison 


Delco- Remy / electrical system parts 


Delco Batteries 


Delco Rochester / carburetors, repair kits and 
chemicals 


Delco Packard / wire and cable 

Delco Products / shock absorbers 

Delco Harrison / thermostats 

Delco Hyatt / bearings 

Delco New Departure / bearings 
Delco Guide / automotive lamps and lamp parts 


Delco Moraine / brake fluid and brake parts 


Delco Appliance / windshield wiper systems, 
heater, defroster and 
accessory motors 
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FREE SERVICE TRAINING . .. thirty schools, part of the GM 
Training Center Program, across the country for you and your 
employees to receive practical, scientific schooling in auto- 
motive maintenance and repair. These schools feature modern 
classrooms and equipment, small class enrollment with indi- 
vidual attention, free tuition and training materials. Courses cover: 
Tune-up e Light mechanical repair e« Delco-Remy Electrical 
Equipment e Delco Rochester Carburetors ¢ Hydra-Matic 
transmissions. Ask your United Delco wholesaler. 


UP-TO-THE-MINUTE SERVICE INFORMATION .. . complete, 
handy, easy to read and understand. You find the right part 
quickly for all fast-moving Delco lines. One application catalog 
covers 10 different Delco lines; the Delco TBA Service Manual 
provides complete service information for tune-up and light 
repair on all popular cars. Other manuals are available for rnore 


detailed service problems. Manuals are automatically up-dated 
with latest factory information. This Delco service saves you 
time, speeds customer service, stops costly comeback complaints. 


DELCO....:2 


ORIGINAL EQUIPMENT LINE 


POWER RATED 





FAMOUS LINES . . . made even more famous by association 
with Delco. A recent survey of car owners revealed overwhelming 
consumer acceptance of the Delco name. With no prompting, 
73% of car owners said Delco is the top name in automotive 
parts. Delco was first in batteries with 87%, first in shock 
absorbers with 67%, first in starting and ignition parts with 76%, 
first in brake parts, carburetors, cable, thermostats, always 
among the top five in almost any part you can name. It's easy to 
see the selling power of a complete Delco parts line. 


EFFECTIVE ADVERTISING SUPPORT ... you get excellent 
advertising support from every major advertising medium when 
you carry the Delco lines! Network TV and radio, consumer 
magazines, colorful outdoor boards .. . all pound home the 
Delco quality theme to car owners in your area. Sales aids, 
point-of-sale material, special service tools, local advertising 
to support sales at the peak of your selling season... all help to 
show and demonstrate to drivers that you're local Headquarters 
for skilled, efficient tune-up and safety service! 





United o 
Delco 


a 


CAR DEALERS, SERVICE STATIONS, GARAGES ... 
EVERYBODY BENEFITS THROUGH 


United Delco 


lf your business is automotive service, if you operate a dealership, a service station, a garage, then Delco’s 
for you! For wherever there’s a demand for quality parts and skilled service, Delco fills the demand—to full 
measure! That's why consumers favor the place that sells Delco . . . they believe in the name and the product 
that accompanies it. @ Why don’t you profit from consumer acceptance by joining the national network of 
Delco Dealers? Your United Delco wholesaler representative can show you how. Then watch business grow, 


bolstered by a continuing program of seasonal promotions that Delco sends your way. 
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CASH IN ON TUNE-UP, LIGHT REPAIR AND 
SAFETY SERVICE WITH UNITED DELCO'S 


“Pattern for Profits” 


Since modern drivers demand safety and performance in 


their cars and are willing to pay for both, United Delco 
provides you with a sensible, scientific way to get your 
hands on those extra dollars. 


How? Simply say Delco. Get Delco’s Tune-up Center 
and Light Repair Center. In combination, they form an 
efficient, well-balanced service operation that will attract 
more customers for everything you sell. Start profiting now. 
Get the whole story from your United Delco wholesaler. 


TUNE-UP CENTER .... the right inventory of fast- 
moving Delco ignition and carburetor parts, correctly 
balanced for turnover. Four cabinets available, tailored to 
your requirements and priced from about $90 to $600, 
including cabinet and parts inventory. 

LIGHT REPAIR CENTER .... durable, compact. 
Features brake parts and fluid, shocks, bearings, stats— 
all Delco! Three assortments, from about $210 to $610, 
including cabinet and parts. 








\ DELCO..-:2 
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ORIGINAL EQUIPMENT LINE 


POWER RATED 





ANNOUNCING DELCO BATTERY'S 
"61 MAJOR PROMOTION... 


1Z= FREE TRUCKS FOR 




















Here it is! The Delco Battery ‘Pocket of Profits'’’ promotion . 

12 free trucks and other prizes .. . ladies’ diamond rings, stereo 
and hi-fi sets, color TV, sterling silver flatware, Frigidaire auto- 
matic washers and dryers, movie cameras, electric shavers .. . 
all to show how easy and profitable it is to sell Delco batteries! 


NOW — CHECK A BATTERY IN 5S SECONDS! 


With the Delco-tronic Checker you can check battery voltage 
output while you check water and oil . . . in seconds! Spot bad 
batteries ... sell new ones! It's a durable, lightweight, fully transis- 
torized precision instrument, available at a special low price during 
the Promotion. Ask your United Delco wholesaler salesman to 
demonstrate it...and you're eligible for the contest prizes! 


EVERYBODY WINS! 


Yours free! Brand-new “DIAL- 
A-BATTERY,” a mechanical 
display that shows customer 
which Delco he needs, plus 
WINDOW BANNER advertis- 
ing 5-second battery check. 
Both yours when you mail 
entry blank. 













WITH TRANSISTORIZED 
Delco- 
tronic 


BATTERY CHECKER 


Six New Chevy Trucks... %-ton Fleetside pickups . . . all grand prizes 
during the “Pocket of Profits’ promotion! Six battery dealers will win 
them—why not you? Each truck is equipped for complete road service 
with such features as: 4-speed transmission, 3,000-/b. rear springs, 
heater, directional signals, service lights, 4-ton wrecker with sling and 
other accessories. A profit-making addition for any service station, car 
dealership or garage. 


DELCO BATTERY DEALERS! 


HOW TO ENTER THE 
“POCKET OF PROFITS" 
CONTEST 
(see official entry blank 
for complete rules) 


. Ask your United Delco whole- 
saler salesman for a demonstra- 
tion of the §-second Battery 
Checker. 


. Think of a name for the checker 
which you believe most aptly 
describes its convenience and 
business-building possibilities. 


. Write the name on the official, 
pre-addressed, postpaid entry 
blank and mail. 


Six New Corvair Trucks ... popular Rampside pickups .. . they’re all 
second prizes! With their curb side loading ramp, these trucks are just 
the ticket for easy-on, easy-off delivery. Six battery dealers will win them 

. . all custom-equipped with 6-ply white wall tires, direct air heater, 
2-speed wipers and windshield washers, wheel covers and two-tone paint. 








ALL AROUND THE COUNTRY, YOU RECEIVE FASTER, 
MORE CONVENIENT, MORE PROFITABLE SERVICE WHEN YOU 


Wherever you are, you find that United Delco is nearby, ready to serve you in a hundred different ways. The 
organization is many things: convenient zone offices, well-stocked warehouses, service training centers, 


wholesale outlets ... all strategically located across the country; and it is people... field men, service 
instructors, wholesaler personnel and many others, all with one goal—better automotive service. If increased 
profits and better service are the words you live by ... why not join the most progressive parts distribution 


team in the country? It's as easy as calling your United Delco supplier. Pp tes aE Mn UR Pe Aa Ne 
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Annual Average for Autos Put at 12,000... 
TE ee ee ee 


Car, Parts ‘Mileage Life’ Studied $1024°9° PLUS 


NEW YORK.—The average 12- 
month mileage driven by the United 
States car-owning household is 
12,000 miles, according to a Satur- 
day Evening Post study on the 
“mileage life’ of autos and their 
parts. 

The survey is based on the first 
quarter of 1961, and traces the 
life of a vehicle and its parts 
from the time of its production 
until it is replaced, according to 
Universal Marketing Research, 
which made the study. 

The report includes an analysis of 


Lead Georgia Independents— 


car experience of people by income, 
region, city size and households on 
a per-car basis and indicates the 
buying habits, attitudes and brand 
preferences of car maintainers. 

Following are some of the find- 
ings: 

For cars bought new, the average 
number of miles that original spark 
plugs had been driven at time of 
replacement was 11,500, 

For cars bought new whose 
total driving topped 30,000 miles, 
the average life of the spark 
plugs was 13,700 miles. 

The original battery in cars 





The following officers were elected to guide the Georgia Independent Automobile 
Dealers Assn. for the coming year. Front row, from left, are Tom C. Palmer jr., 
executive vice-president; Paul E. Bennett, board chairman; Pete Bunch, president; 
Sara Barfield, executive secretary, and Ferrell Samples, second vice-president. Back 
row: C. H. Andrews, treasurer; O. Gene Ownby, associate vice-president; W. H. 
Watson, secretary; L. F. Pye, chairman, regional vice-presidents, and Leon Jordan, 


first vice-president. 
- 


Georgia Independents 


* * 


Urge 


Vehicle-Inspection Law 


ATLANTA.—A resolution calling 
for adoption of a state motor- 
vehicle inspection law was ap- 
proved at the sixth annual con- 
vention of the Georgia Independ- 
ent Automobile Dealers Assn. at 
Jekyll Island. 

Other resolutions adopted by the 
150 delegates proposed that: 

1..The GIADA assist in imple- 
menting the recently passed state 
title-registration law. 

2. The association endorse the 
used-car dealers registration law 
and request a study into the pos- 
sibilities of making it applicable 
to all 159 counties in an effort to 
lift used-car selling standards. 

3. The GIADA bylaws be changed 


Profit Sharing 
Seen Way to Halt 
Industrial Strife 


RIVERSIDE, Calif—P. W. Hall, 
Hall Motors (Plymouth), has called 
on Congress to help encourage 
profit sharing as the only solution 
to industrial strife. 

A copy of his views were sent to 
each congressman, Louis G. Seaton, 
General Motors personnel vice-pres- 
ident; Malcolm L. Denise, Ford 
Motor Co. labor relations vice- 
president, Lynn Townsend, Chrysler 
Corp. president, and the “assistant” 
to President Kennedy, Hall said. 

He said the principles of profit 
sharing are vital, especially in the 
auto and steel industries, “if we are 
to survive in a free enterprise sys- 
tem.” 

He cited the Declaration of Prin- 
ciples of the Council of Profit Shar- 
ing Industries as a “fundamental 
concept that would be worthy of 
thorough investigation” by all in- 
volved in management-labor prob- 
lems. 

Profit sharing is good business 
and good human relations, Hall 
continued, because it “lowers costs, 
lifts wages, increases profits, brings 
harmony within the personnel of a 
company, and mutual striving and 
pulling together.” 








to broaden its membership benefits 
and powers of associate members. 

4. The dues be raised to provide 
for an increase in service to mem- 
bers. 

Paul E. Bennett, the outgoing 
president, said “the entire con- 
vention was built around the 
theme of impressing on our 
members the importance of tak- 
ing an active part in local and 
state politics.” 

One of the speakers was James 
R. Golden, regional manager of 
Ford Motor Co.’s Civic and Gov- 
ernmental Affairs Office. 

Other speakers were Rem Rogers 
jr., president of the National In- 
dependent Automobile Dealers 
Assn.; Lt. Gov. Garland T. Byrd, 
and Murray Chappell, director of 
the Georgia Motor-Vehicle Licens- 
ing Department. 

Pete Bunch, Savannah, was 
named to succeed Bennett, who 
was elevated to chairman. Other 
new Officers are: 

Tom C. Palmer jr., Chamblee, 
executive vice-president; Leon 
Jordan, Columbus, first vice-presi- 
dent; Ferrell Samples, Atlanta, 
second vice-president; O. Gene 
Ownby, Atlanta, associate vice- 
president; W. H. Watson, Bruns- 
wick, secretary, and C. H. Andrews, 
Augusta, treasurer. 


St. Louis Plans 
Biggest Show Yet 


ST. LOUIS.—Plans are being 
made for the largest showing of 
conventional, sports and foreign 
cars ever seen in St. Louis, officials 
of the Arena, where the 1962 Auto 
Show will be held, announced this 
week. 

The exhibit will begin Nov. 24 
and will be held in the “A” build- 
ing. Included will be displays of 
trucks, allied equipment and auto- 
motive products. It will run 
through Dec. 3. 

A variety-type stage show also is 
planned, Emory D. Jones, vice-pres- 
ident and general manager of St. 
Louis Arena Corp., reported. 


bought new was replaced after 
17,400 miles, while those in cars 
whose mileage topped 25,000 were 
turned in after an average of 19,300 
miles. 

For cars bought new, the average 
number of miles that the replaced 
mufflers were driven was 17,800. 

The average number of miles be- 
tween engine tuneups for cars 
bought new was 9,900; for those 
bought new and driven 25,000 miles 
or more, the tuneup interval was 
13,000 miles. 

In metropolitan areas having 
500,000 or more people, the average 
12-month mileage for cars was 
10,500, with half of the households 
in this group accounting for more 
than 8,200 miles. 

The car-mileage average was 
highest in the West, with a total 
of 13,100, followed by the South 
and Northcentral regions with 
12,100. 

The average number of miles 
that the original tires had been 
driven before replacement with new 
ones was 16,700; for cars bought 
new whose mileage had topped 
35,000, tires were replaced after an 
average of 18,500 miles. 

Households in which the annual 
income was $15,000 or more had the 
highest 12-month car-mileage aver- 
age—21,100. 

Spring was the most popular sea- 
son for car purchases, accounting 
for 28 percent of those covered in 
the study. Others were winter, 24 
percent; fall, 23 percent, and sum- 
mer, 21 percent. 

Forty-four percent of the pres- 
ent cars owned were reported to 
have been bought new, and 28 
percent were purchased in 1960, 
Chevrolet was the most popular 
make, accounting for 25 percent of 
the cars. Others high on the list 
were Ford, 20.8 percent; Plymouth, 
9.3; Pontiac, 6.7, and Buick, 6.5. 

The Post said the data presented 
in the report was based on a total 
of 2,477 interviews and was the first 
in a series scheduled for quarterly 
publication. 


Mechanic, Jobber 
Win Champion’s 
‘Trip of Lifetime’ 


TOLEDO.—An independent ga- 
rage mechanic and the jobber 
salesman who calls on his shop are 
top winners in Champion Spark 
Plug Co.’s “Trip of a Lifetime” 
contest. 

Paul Hutchinson, an employe of 
Milltown Garage, West Chester, 
Pa., and Charles Loughin, salesman 
for Kish Motor Parts Co., Downing- 
town, Pa., have won identical prizes 
of the use of their own airplane and 
crew for two weeks with all ex- 
penses paid. 

They may take up to 11 of their 
relatives and friends anywhere in 
North America and will have $5,000 
(tax-paid) spending money. 

Hutchinson’s break came when 
he checked and changed the spark 
plugs in the car of Mrs. Robert 
Cree, also of West Chester. This 
qualified Mrs. Cree to fill in an 
entry blank on which were five 
statements about Champion spark 
plugs. She checked one statement 
and completed the statement, “I 
think number —— is the most im- 
portant reason for insisting on 
Champion spark plugs because .. .” 

When Mrs. Cree’s statement was 
chosen by the judging company as 
being best, she became top winner 
in the contest. Automatically, 
Hutchinson became winner of an 
identical prize as the man who 
checked her spark plugs (it was not 
necessary for the customer to buy 
new plugs to qualify). Then, in 
turn, Loughin became the winner 
of the same prize, since he had sold 
Milltown Garage a qualifying order 
of spark plugs. 

In all there were 1,160 prizes, in 
each case the consumer’s success 
automatically bringing the same 
prize for the Champion dealer who 
checked his plugs and for the sales- 
man who supplied the dealer with 
either 90 Champion spark plugs or 
one Plug-Scope. 














Gross Profit Monthly 


In each two stall area of Bre service department, 
large or small, with no added fixed expense. Give your 
customers what they now are demanding. 


SERVICE WHILE YOU WAIT 


Recover 85°, of your service business now in the hands 
of independents and gas stations. 

We have been in the business of improving service 
operations since 1938. Our brochure covers in detail 
the practical application of service while you wait, and 
procedure time study, how to work mechanics as a 
team, advantage of salary with profit sharing as 
against flat rate, unit repair department, a complete 
concise explanation your service manager can apply. 

BROCHURE $15.00 
Send Check and Order to 


I. C. S. A. DIVISION 


2170 S. Canalport Ave. 




















Chicago 8, Ill. 











How car dealers can sit 
on Top of the Imported Car 
Tire Business 


Most imported cars (32 out of the 46 leading makes) come equipped 
with Dunlop Tires. That’s why owners of sports, luxury and economy 
models are pre-sold on Dunlop when tire replacements are needed. You 
can do more business—and make more 


money—when you feature these world- 
famous tires in your service department. 


Your potential on Dunlop Tires is terrific! 
Think of the number of imported cars in 
your area—multiply by fowr—and you'll 
quickly see how big your replacement tire 
business can be. And remember, it will 
be bigger with Dunlop than with any 
other brand because of Dunlop's firmly 
entrenched reputation among imported 
car Owners. 


Dunlop warehouses in major cities 
throughout the country carry stocks of all 
imported car sizes. They can supply your 
requirements promptly. For complete 
information, clip this coupon to your 
letterhead and mail to us today. 





There’s a world of confidence in 


DUNLOP 


TIRE AND RUBBER CORPORATION e@ BUFFALO 5, N. Y. 


FOUNDERS OF THE PNEUMATIC TIRE 
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INDUSTRY 


Imported Tire Sales, Dunlop Tire and Rubber Corp. 
Post Office Box 2011, Buffalo 5, N. Y. 


Please send me information on the Dunlop line for imported cars. 
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Importers Look to Growth in ’62, 
Adapt Policies to Market Needs 


situation more accurately repre- 
sents “reasonable expectations for 
the future.” 

“Imports have found a basic 
market in this country,” Gari- 
baldi said, “which should remain 
constant in years to come.” 

As a result of its own experience, 
Fiat has chopped its original offer- 
ing of 18 models down to three 
which have proved most popular 
in the U. S.: The 600-D, 1100 sedans 
and 1200 roadster. 

“This move will enable individual 
dealers to offer more thorough 
service through mechanics with 
more concentrated training, and to 


By Robert M. Lienert 
Associate Editor 


eo. importers, hav- 
ing taken their lumps 
along with the domestics in 
1961, showed they have the sales 
stamina to run on the fast track 
the American market provides. 

Furthermore, nobody appears to 
be running scared. 

Simple survival is no longer a 
question, say men in the import 
field. They feel assured of being 
in the American market for a 
long time to come. 

The challenge of the future, they 
say, is one of growth and entrench- 
ment of position. 

+ * ao 

MPORTS have not been standing 

still this year as they spurred 
the realignment and streamlining 
of marketing setups and continued 
efforts to improve service programs 
and dealer networks. 

Price cuts were used as a com- 
petitive tool—with considerable 
success. New models were in- 
troduced and more are on the 
way. New programs of dealer 
training and assistance were in- 
stituted. 

A few makes established factory 
branches in this country for the 

first time. 

Some import firms revised their 
approach in order to shoot for a 
different segment of the market. 

Meanwhile, nearly every import 
spokesman can cite plenty of rea- 
sons why it makes sense for Amer- 
icans to buy imports—and why 
they are going to in the years to 
come. 

At the same time, they have be- 
come more realistic in their ap- 
praisal of the U. S. market poten- 
tial. nee 

* 


N THE view of Vincent A. Gari- 
baldi, president of Fiat Motor 
Co., Inc, the peak import year of 
1959 was abnormal and the current 


to spell out the terms. 


Motors, Inc. 


By John K. Teahen Jr. 
Associate Editor 

ven bottom dropped out of the 

sales-per-dealer averages for 
imported cars during the first six 
months of 1961. Every one of last 
year’s Top Twenty registered fewer 
sales per franchise than in the cor- 
responding 1960 period. 

Even adipic But VW 





Import Sales Per Dealer, 1958-1961 


(Top 20 Makes; First 6 Months of Each Year) 





















1961 1960 1959 1958 

Volkswagen ...........cccscscssceseseseess 149 158 133 116 
Renault ................... 28 48 48 82 
Mercedes-Benz 18 19 16 8 
BME. Sirifsbcs dsesasokesoresh 15 27 44 29 
MII cs case vcsccoveiccesenss 13 21 30 14 
RT asc crsenctenreesdee 11 14 16 14 
English Ford. ...............:0c0008 9 22 33 26 
osc scccasasessketpsanseadsesusehe’ 9 13 16 11 
BORE esscsecectes. 8 11 6 6 
Porsche 8 11 10 9 
Austin-Healey 8 15 12 4 
a sash cas daienbchercosesgecsor 7 13 13 18 
BED ck cha caxcovectanetepeneessctuveisodssuves 7 il 26 13 
RII 3s scss censdonniseshneabeuredsesies 6 14 13 ¥ 
Hillman Sasa acehteh plas cans ocbinsceeedcanbes 6 10 19 11 
6 11 10 q 
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*—Not in Top Twenty. 
+—Peugeot, Taunus, NSU Prinz and Toyopet were available in U, S. for only part 
of the first six months of 1958. © 1961, by Automotive News 











maintain a larger stock of specific 
parts. 

“Fiat has never aimed at being 
the No. 1 best seller among im- 
ports,” Garibaldi said, “but has 
endeavored to build up a solid, 
coast-to-coast dealer organization 
and to keep a steady following of 
Fiat fans. 

“With full confidence in our 
sales future, we will continue to 
expand our dealer network, setting 
as a goal best possible service on 
a nationwide kasis. Each dealer, 
however, will be assured of a ter- 
ritory properly extensive to guar- 


Who'll Stay? Who'll Go? 


—- in the import field know what it takes for 
success in the American market and are not reluctant 


Dealers who show genuine initiative and sales ability 
will do more business in 1962 than they did this year or 
last, says John T. Panks, managing director of Rootes 


On the other hand, Panks predicts that rough sledding 
lies ahead for dealers who fail to take advantage of all 
sales possibilities and do not provide the very best after- 

(Continued on Page 34, Col. 1) 


Volkswagen Leads All Makes... 


Sales Per Dealer Dip During 1961 


needn’t apologize for its perform- 
ance. Volkswagen dealers rang 
up 149 sales per franchise in the 
first half of this year, compared 
with 158 a year ago. The differ- 
ence resulted from an increase in 
the number of VW dealerships. 

Elsewhere, the results were dis- 
appointing, and they accentuated 
the tremendous gap between Volks- 
wagen and the rest of the im- 
ported-car field. The VW total was 
more than five times that of sec- 
ond-place Renault, which averaged 
28 sales per dealer. Renault’s aver- 
age was 48 in the first half of 
1960. 

* * * 


ERCEDES-BENZ was third 
this year with 18 gales per 
franchise, followed by Fiat, 15; 
Volvo, 13, and Saab, 11. No other 
imported make averaged 10 sales 
per outlet. Last year, 17 makes hit 
double figures in the first half. 
Rounding out the Top Ten this 
year were Triumph and English 
Ford, with nine sales apiece, and 


Other Features 


dealer 


eImport revival 
says. Page 62. 

@ Definite goals keep dealer in 
black. Page 58. 

e Intelligent selling and 


near, 


inti- 
mate service. Page 48. 

@ Opel-Vauxhall influence wanes 
in U. S. Page 28. 

@ Dave Wilkie views the import 
market. Page 39. 


Who’s Who in Imports. Page 16, 
Import Prices. Page 16. 


antee him a profitable sales poten- 
tial,” 
cs * * 

o, Ralph T. Millet, president 

of Saab Motors, Inc., “There is 
no question in our minds that the 
market for imported cars in the 
U. S. is a solid one and will remain 
solid. We doubt that even the her- 
alded introduction of the ‘compact 
compacts’ will cause any further 
serious drop in the present sales 
penetration.” 

Millet said that the shakeout 
in the import field is not yet over. 
Over the long haul, he said, there 
will be fewer imports in the U. S. 
market and only those companies 
interested enough to make a sub- 
stantial investment and pay the 
cost of marketing in this country 
will remain. 

“The end result of this,” he said, 
“will be an improvement in the 
marketing policies of the imported- 
car industry in general and a 
gradual raising of dealer stand- 
ards.” 

Saab, he said, plans no further 
great expansion toward untapped 
markets, but rather will concen- 
trate on its present marketing 
area, with efforts to strengthen its 
dealer organization, improve serv- 
ice and continue its emphasis on 
good customer relations. 

Saab for some time has operated 

(Continued on Page 70, Col. 1) 





DKW, Porsche and Austin-Healey, 
with eight apiece. 

Volkswagen’s 149 sales per 
franchise takes on added luster 
when compared with the first- 
half records of the top American 
makes. Chevrolet led the domes- 
tics with 111, followed by Ford 
with 97. 

It’s a different story from a vol- 
ume standpoint, of course. Chev- 
rolet registered 784,103 cars in the 
first half, and Ford totalled 651,655. 
The VW tally was 87,904. 

Volkswagen still has a chance to 
match last year’s 12-month record 
of 307 sales per franchise, but its 
ever-increasing dealer body may 
preclude this, There were 569 VW 

(Continued on Page 47, Col. 5) 









Still Rolling— 


Evropean auto production remained 
high even after softening American de- 
mand put temporary but sharp crimp in 
shipments to United States. As U. S. im- 
port market worked its way out of the 
1961 shakeout, exports to America turned 
upward. Highly automated plants roll out 
the cars. 


Makers Overhaul 


Distribution Setup 
To Meet Challenge 


Renault and Triumph 
Oust Independents; 
Simea Signs ‘Key’ Deals 


eee overhauling of dis- 
tributor networks is one of the 
key developments in the imported- 
car field this year. 

Most of the shifts involve the 
replacement of independent op- 
erators with factory-owned set- 
ups, and the reason advanced 
most often is “increased effici- 
ency.” 

Many makes, however, are stand- 
ing pat with independent distribu- 
tors. 

Perhaps the biggest adjustment 
in marketing network was made 
by Renault, Inc., which a year ago 
had 17 distributors, all but two of 
whom were independents. 

* o* * 

Bears bought out 10 of the 

independents, replacing them 
with six subsidiary distributing 
companies of Renault, Inc., and re- 
vamped its territories to provide 
for nine regions in the continental 
United States, plus areas with in- 
dependents in Hawaii and Puerto 
Rico. 

“With our current regional or- 

(Continued on Page 34, Col. 2) 





Take Initiative, Dealers Urged . . . 


Help for Used Imports 


By John E, Walsh 
Staff Writer 

yun merchandising of used im- 

ported cars has been receiving 
closer attention from factories, dis- 
tributors and dealers in the past 
year as the market for some, es- 
pecially sports cars, continues 
strong. 

Most of the factories and dis- 
tributors agree that the success 
of their new-car efforts depends 
to a great extent on a strong de- 
mand for their products in the 
used-car market. 

Some are beefing up used-car 
merchandising programs at the 
factory and distributor level, and 


others are urging their dealers to 
take the initiative themselves. 


Greater stress is being placed on 
reconditioning, good used-car guar- 
antees and top-notch service and 
parts availability. 

Last spring Volkswagen of Amer- 
ica introduced a new used-car pro- 
gram to its 16 distributors, who 
were given the responsibility of 
setting it up with the 620 VW re- 
tail outlets. 

* * * 
vo DATE 14 distributors have 
introduced the program to their 
dealers, according to John M. 
Gavin, VOA used-car manager. 
The used-car program has been 
(Continued on Page 47, Col. 1) 
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Miscellaneous .... 


actually ’60s sold in 1961. 





Imported Cars in Operation 
By Model Year" 


(As of July 1, 1961) 

Make 1961 1960 1959 1958 1957 1946-56 Total 
Alfa Romeo ........ 597 1,515 1,959 1,796 835 344 7,046 
AUSEET ccrccetoecsss..0 1,531 4,802 4,166 1,510 1,459 10,223 23,691 
Austin-Healey .... 4,471 15,767 14,453 4,791 2,694 5,259 47,435 
BMW vesccssceescoccseess 340 61,007 2,345 2,925 2,689 41 9,347 
Borgward. ............ 1,686 4,428 7,084 5,810 3,345 2,861 25,214 
CitrOeM ........000+000 688 2,411 2,228 1,020 514 828 7,689 
Datsum ........:cceee 501 1,199 920 we pee + | Woon 2,647 
DEW. .csessccosscisscovcess 1,290 2,110 2,086 2,747 2,132 867 11,232 
English Ford ...... 5,842 22,680 39,693 29,661 14,171 15,788 127,835 
DRE: inin sass cacenaciisane 19,825 35,739 18,488 4,476 125 85,155 
Hillman .... 11,341 25,504 16,624 9,153 20,297 85,941 
Jaguar 5,200 5,486 4,163 4,225 13,938 34,603 
Lancia 651 797 56 ek sesdapwe 1,710 
Mercedes-Benz .. 5,841 14,339 12,995 17,464 2,931 4,150 47,720 
Metropolitan... 4,369 11,352 13,358 10,870 9,778 15,693 65,420 
DEG sccevsicssosicesssercveesse 4,299 12,523 16,472 14,404 11,266 21,892 80,856 
MOPris. — ......00000..-000 3,177 10,459 14,044 17,978 4,510 5,215 45,383 
TIDES. cnsstiveesiornsencts> ee a  Uiisokss . betvaxs  — Sesheses 6,021 
Dp]  onnecorecscsesserseace 4,858 24,774 36,956 13,893 1,087 _........ $1,568 
Peugeot ............6- ae aes ee er 31,330 
Porsche ............0+ 1,402 3,091 2,987 2,485 2,333 5,633 17,931 

84,425 42,011 18,818 2,466 227,436 

361 183 120 545 1,840 

279 144 Be > doting 1,352 

4,335 2,677 896 21 14,836 

32,825 14,932 4,511 2,689 75,702 

SOD sscccsccctdsiceee ae eS ee a ore 2,391 
OGD ....0:..0000c0ss00000 420 926 636 298 eo 2,367 
Sunbeam .............. 2,023 4,911 1,842 1,357 604 1,454 12,191 
SII = ceassikesinceese:. asebetes Se eer 11,674 
Toyopet ........0....... ee ae EES: Bees 1,919 
Triumph. ................ 5,150 17,020 21,238 13,995 5,297 3,077 65,777 
Vauxhall .............. 1,844 10,588 21,299 15,204 a 49,787 
Volkswagen ......... 88,211 158,915 113,266 79,023 62,596 66,340 568,351 
WIV. -arorerscrocseccsseee 5,019 13,502 17,383 12,365 5,866 1,241 55,376 


187,833 484,873 568,458 341,799 180,073 204,205 1,967,241 
*—Model year corresponds with calendar year, since in some cases ‘‘model change- 
ever’ is arbitrarily based on calendar. Some makes listed above as ’61s are 
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2 Million Imports on Road; 
Average Age Increases 


MORE than two million imported 
cars are now in use on Ameri- 
can highways, according to AUTO- 
moTivE News’ estimates. 

There were 1,967,241 postwar 
imports in operation as of July 
1, this year, and new registra- 
tions since then have surpassed 
junking by a wide enough margin 
to push the current total over two 
million. 

The imported fleet thus repre- 
sents the greatest potential market 
for service, parts and tradeins that 
the industry has known since the 
first big import breakthrough de- 
veloped in 1958. 

* * * 
As OF Jan. 1 this year, imports 
in operation totalled an esti- 


mated 1,859,859. A year earlier, the 
count was 1,422,163. On July 1, 1958, 
there were only 696,855 imports on 
the road, 

Skyrocketing growth of im- 
ports in use in this country slow- 
ed down considerably in the 
first half this year. The total in- 
creased only 5.8 percent during 
that period. 

By comparison, the number of 
imports in operation rose a whop- 
ping 30.8 percent in the 12 months 
of 1960. 

The slowdown is a result of two 
factors: Fewer new-car registra- 
tions were recorded in 1961 for one 
thing. The other factor is that 
with the import car population be- 

Continued on Page 39, Col. 1) 


By Kenneth C. Kelley Jr. 
Staff Writer 

HE imported car lines which 

are carving out a place for 
themselves in the American market 
are making a top-flight service and 
parts operation an important part 
of their campaign. 

Typically, this program is two- 
pronged. The importer, the dis- 
tributor and the dealer combine 
to make replacement parts readi- 
ly available. And, the importer 
and distributor combine to help 
the dealer staff the repair shop 
with able mechanics. 

Although this is the general pat- 
tern, each successful import must 
mold its parts and service program 
to the needs of 
within the framework of the make’s 
distribution setup. 

In the case of Simca, the em- 
phasis is on a stepped-up program 
of training dealers’ mechanics both 
in the dealership and at Chrysler 
training centers, according to Lou 
Brucker, national service manager. 

a ok aK 

HE 530 Simca dealers in this 

country now are checked regu- 
larly by 90 parts and service repre- 
sentatives who work with the deal- 
ers to refine all phases of their 
parts and service operations,” 
Brucker said. 

“The fact that Simca has been 
signing up large numbers of new 
dealers since January also has 
helped improve the service pic- 
ture. Each new Simca dealer 
must provide an adequate service 
department with trained mechan- 
ics and a sufficient stock of 
Simca parts.” 

Eight Simca service and parts 
representatives are augmented by 
82 parts and service representatives 
from other Chrysler divisions who 
share identical responsibilities to- 
ward the Simca dealers on whom 
they call. 

“Most Simca dealers have these 
service representatives train their 
mechanics right in the dealerships,” 
Brucker explained. “In the case of 
our large ‘key’ Simca dealers, the 
factory representative trains the 
service manager and his mechanics. 
The dealer’s service manager, in 
turn, then conducts similar Simca 
service training schools for the 
service managers of associate deal- 
erships. Finally, these men train 
their own mechanics. 

“In addition, we now insist on 
Simca service training sessions at 
the Chrysler Training Centers lo- 
cated in Rye, N. Y.; Atlanta; Cen- 


its customers | 


terline, Mich.; Skokie, Ill, and San 
Leandro, Calif. 
* a * 
« H about 80,000 Simcas now 
travelling American roads and 
more being added each month, deal- 
ers are finding that good service 
departments are not only profitable, 
but absolutely vital to the success 
of their own sales operations. Buy- 
ers today demand that top-quality 
service be available from a dealer 
before even considering the pur- 
chase of a new car. 
“Another phase of Simca’s step- 
ped up program is the emphasis 
placed by 90 parts and service rep- 


Service Training Class— 


Typical of the service training classes 


Keeping Cars Rolling .. . 





resentatives on improving the deal- 
er’s service shops. 

“When these men call on Simca 
dealers they check vital points 
such as service access and egress, 
neat appearance of the service 
area, and courtesy of the person- 
nel,” Brucker commented. 

“They also make sure that the 
dealership has the proper tools, the 
proper number of Simca mechanics 
and whether they are trained thor- 
oughly to take care of every con- 
ceivable Simca service problem. 

“After each such call they are 


(Continued on Page 52, Col. 1) 
* * * 





conducted for dealer mechanics for the 
imported lines is this class for Mercedes-Benz mechanics. M-B classes are built around 
the latest in training aids, ranging from charts and drawings of assemblies through 
regular Mercedes engines. 





How Parts Houses Operate 


By Ed Brown 
Staff Correspondent 


EW YORK.—It appears that 

there are as many different 
ways to conduct the imported-car 
parts business as there are people 
conducting it. 

About the only common ground 
is the desire to keep the vehicles 
operating. 

Some operators deal in other than 
original parts and apparently the 
big comeon in such cases is the 





Sports-Car Market Remains Firm, Profitable 


By Maynard M. Gordon 
News Editor 


WitH the cornering agility of 
their neatly styled products, 
manufacturers of sports cars have 
cornered a seemingly impervious 
market in the United States. 


Though limited in volume to 
about 75,000 cars a year, this 
market nevertheless has spelled 
high profits for U. S. dealers de- 
spite the effect of the domestic 
compacts on imported economy 
sedans, 


Aggressive merchandising by im- 
porting organizations and lack of 
low-priced domestic competition 
have been the principal reasons for 
the sustained appeal of British Mo- 
tors’ Austin-Healey and MG mod- 
els, the TR-3 of Standard-Triumph, 
Rootes’ Sunbeam Alpine and a 
dozen or so higher-priced entries. 

BMC, Jaguar and Standard-Tri- 
umph are exhibiting their confi- 
dence in the U. S. outlook by rush- 


ing to dealers new versions of each | | 


of their sports cars. Higher ship- 
ments of sportsters are expected 
this fall for the Alpine, Volvo 
P-1800 and Porsche, to name but a 
few others. 

* * x 


‘TH importers take satisfaction 
™ from the fact that Ford has re- 
introduced a two-seater version of 
the Thunderbird for ’62. Chevrolet’s 
higher-priced Corvette had occu- 
pied the domestic sports-car field 





exclusively since the old two-seat 
T-Bird was abandoned in 1957. 

A look at recent performances 
underscores the optimism of the 
sports-car importers: 

1. Triumph, thanks largely to its 
TR-3, was third in import-car sales 
in June. 

2. Austin-Healey sales were 
buoyed up enough by the Sprite 
last year so that there was a loss 

* *x * 


Triumph Introduces TR-4— 


Available in the United States this fall will be the Triumph TR-4 with such features 
as roll-up windows, 105 horsepower, fully synchronized four-speed transmission, new 
rack and pinion steering, wider track and a telescopic steering column. The TR-4 
abandons the cutaway door in favor of the straight belt line on its new body. Wheel- 


of only 670 units from the peak 
total of 16,992 recorded in 1959. 
MG volume slumped more than 
4,600 units to 13,069 last year, 
but the pioneer sports-car make 
in the U. S. now has Sprite-type 
starter (the Midget) in the lower- 
price area. 

3. Rootes dealers sold out of Al- 
pines this summer. A target of 


12,000 Alpine sales a year is pro- 
* = * 





base remains at 88 inches, A hardtop version will also be available. 


jected for this country when pro- 
duction facilities are expanded in 
England. 

These three makes and others 
in the sports set from England re- 
ceive prime support from the 
British Automobile Manufacturers 
Assn., which has distributed a mag- 
azine survey showing who drives 
sports cars and why they do so. It 
is also noteworthy that nearly half 
of British-made sales in the States 
now are sports jobs. 

* * * 


FOr sports-car dealers or those 
inclined to take on such a fran- 
chise, the key finding of the BAMA 
survey was that 63 percent of the 
families with a two-seater owned 
another car. Sixty-one percent said 
they would buy another sports car 
to replace their present models, 
while 24 percent said they would 
buy one as an additional car. 

“A primary target for BMC 
cars,” says A. E. Birt, president of 
Hambro Automotive Corp., the 
New York importer, “is a marked 
rise in the number of two-car fam- 
ilies. 

“Introduction of the new mod- 
erately priced Sprite MK II and 
MG Midget will expand the 
market to include a growing 
number of enthusiasts who could 
not afford more expensive sports 
cars.” 

Alan F. Bethell, president of 

(Continued on Page 78, Col. 4) 


ability to offer quick service and 
an attractive price. 

With others, original equipment 
is the big stock in trade, with 
excellent service and a seemingly 
inexhaustible supply of even the 
most difficult to find parts as fea- 
tures. 

Still others bring in parts which 
are neither off brands nor originals, 
but specialized equipment, such as 
special mufflers, or equipment de- 
signed especially to fill the instru- 
ment need in such vehicles as the 
Volkswagen. 

* * + 

As THE market enlarges with 

cars on the road increasing, 
the independent parts houses seem 
to expand, although at a decelerat- 
ed rate. Meanwhile, one of the fac- 
tors in the business appears to be 
the continual cropping-up of smal- 
ler concerns who are trying to get 
a foothold in this end of the in- 
dustry. 

An example of a well-establish- 
ed independent operation is Beck 
Distributing Corp. The firm, says 
Owner Irving Beck, is set up on 
a system of parallel distribution 
with most of the British, French, 
Italian and West German motor 
manufacturers. 

Beck handles mostly original 
equipment items. This means they 
are in direct competition with each 
one of the importers who maintains 
any kind of stock here. However, 
Beck says that they compliment 
each other rather than compete. 

With a stock of parts valued at 
well over $2 million, Beck actually 
is in a position to supply parts 

(Continued on Page 76, Col. 3) 
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Opel, Vauxhall Wane as U.S. Contenders 


By Francis J, Gawronski 
Staff Writer 
7S GERMANY’S Opel and 
Britain’s Vauxhall have all but 
lost their markets as General Mo- 
tors import contenders in the 
United States. 

The cars showed great sales 
promise when they were introduced 
and assigned to Buick and Pontiac 
dealers in September, 1957. How- 
ever, in the four years since their 
introduction, the cars have become 
“dead items” on the imported-car 
market. 

When queried, the factories re- 
fused to reveal future plans for 
the cars. 

However, during a question-an- 
swer period at the recent Pontiac 
press preview, S. E. Knudsen, Pon- 
tiac general manager, said there 
were then about 200 Vauxhalls in 
dealer inventories. 

Although Pontiac has discontin- 
ued importing the car for the time 
being, the Vauxhall can be purchas- 
ed on special order, Knudsen said. 
He also said Pontiac has an obliga- 
tion to continue servicing the more 
than 60,000 Vauxhalls sold in this 
country. 

Buick, whose dealers handle 
the Opel, said it is “taking a look 
at the whole import situation and 
it will be several months before 
a decision is made in regard to 
Opel.” 

Despite the refusal of Buick and 
Pontiac to discuss their imports, 
it is expected that both the Opel 
and Vauxhall will be dropped in 
the very near future. 

Other captive makes, however, 
are definitely alive and kicking in 
the U. S. market. Simca, Mercedes 
and Metropolitan are mapping ’62- 
model merchandising programs, 

* * . 


N AUTOMOTIVE NEWS ssur- 

vey reveals that both the Opel 
and Vauxhall are rapidly vanish- 
ing as sales items in dealer show- 
rooms. 

When GM first announced that 
it would bring the cars into this 
country, import quotas were set 
at 1,000 cars a month for the 
Opel and 500 a month for Vaux- 
hall. Plans called for imports to 





be boosted to 2,000 a month for 
each make. 

Early sales figures were inspir- 
ing. 
In 1958, the first full year Opel 
was on the market, dealers sold 
15,686 units for 10th place in sales 
among the imports. In 1959, sales 
leaped to 39,320 units and fourth 
place. 

The decline started in 1960 when 
Opel sales dropped to 25,533. In the 
first six months of 1961, Ope] deal- 
ers sold only 4,913 units despite 
a newly-styled model introduced 
last year. 

Initial Vauxhall sales also were 
encouraging ag dealers sold 17,365 
units in 1958 and 22,683 in 1959, In 
1960, sales dropped below 11,000 


units. It is estimated that sales for 

the first six months of this year 

were below 2,000. 
* * + 

EN GM first announced the 

importation of the Opel and 








End of Recession Cheers 
Dealers in Cleveland 


By Sanford Markey 
Staff Correspondent 


CLEVELAND. — Dealers han- 
dling imported cars in the Cleve- 
land area have a generally favor- 
able outlook for the days ahead 
“since the recession is over and 
imports have now received a trial 
test from the public.” 

Although the imports are 
smarting under the competitive 
challenge of domestic compacts, 
dealers believe two types of im- 
ports will survive: A low-cost, 
best-value car able to undersell 
the American compacts, and 
sports-luxury models. 

Most dealers, though, feel the 
import line will be drastically cut; 
that many models and makes will 
fade from the sales picture. 

Sam Messerman, former presi- 
dent of the Cleveland Independent 
Auto Dealers Assn., who sells Volvo 
and Triumph, declared, “Dealers 
won’t ever again sell the volume 
of the past in imports. Even the 
best models are down by 50 per- 
cent in  sales—particularly when 
you consider the past impact of 
‘outside the market bootlegged 
cars.’”’ 

Messerman indicated the profit 
margin on used imports still is 
holding, that value-wise they offer 
more than competitive American 
cars, and that “by word-of-mouth, 
many Americans are learning of 
the import’s economy and other 
features.” 

“The outlook is good although 
current sales are spotty,” said 
John A. Schatzinger, Foreign 
Cars of Rocky River, Inc. (Fiat- 
Saab-Singer-Alfa Romeo). “Dis- 
counting doesn’t help, since the 


public knows what it wants in 
imports. 

“There has been some drop in 
profit since American compacts 
have been challenging. But the 
under-$2,000 import will stay, as 
will sports cars and prestige cars. 
Used-car sales are good.” 

L. O. Stone, who handles Opel, 
DKW and Mercedes-Benz at Stone 
Buick, said, “Mercedes and DKW 
should hold values and popularity 
because of a proposed sales pro- 
gram. 

“The profit margin is holding 
and we can use all the good used 
imports we can get. Economy value 
will prevail and will keep up sales 
for imports, although many styles 
are dropping out of the picture.” 

Said Sam Marshall, Marshall- 
Field (Fiat), “Profit is good and 
sales are up.” 

“The market to date is good,” 
said Elmer Flesher, Jaguar 
Cleveland Motors, Inc. “Imports 
with prestige, sports-car attrac- 
tion and low-cost value will hold 
up.” 

Ernest G. Gerzeny, Parma Mo- 
tors (Volkswagen), said, “Sales are 
holding firm. There is no conflict 
with American compacts because 
import prices are lower and values 
are higher. 

“I wish I had 50 used cars at all 
times on my lot.” 

Said L. J. Immke, sales manager 
of QUA Buick (Peugeot- Opel- 
Renault), “Opel sales are down 
since supplies are limited. Renault’s 
place in future sales depends on 
price and quality. Peugeot is sell- 
ing at the rate of six to eight a 

month. 

“Profit margins are OK and 
used-car values are good.” 


Vauxhall, industry observers felt 
the move would doom the develop- 
ment, manufacture and sale of an 
American compact car. 

However, the way things turn-, 
ed out, the American compact 
cars proved to be a death knell 
for both the Opel and Vauxhall, 
as well as many other imported 
cars. 

As sales figures indicate, the two 
GM captives began to nosedive 
when Chevrolet introduced the Cor- 

vair and Ford the Falcon in the 
fall of 1959. 

Priced in the same bracket as 
the Opel and Vauxhall, the Corvair 
and Falcon took their toll of the 
imports. The final crushing blow 
was administered by GM when 
it introduced the B-O-P compacts 
—the Buick Special, the Oldsmo- 
bile F-85 and the Pontiac Tempest, 
in the fall of 1960. 

Although some Opels and Vaux- 
halls are being sold, both Buick 


New NSU Prinz 4— 


Newly introduced NSU Prinz 4 looks 
surprisingly like a smaller Corvair, The 
car has a rear-mounted, aluminum engine 
with overhead cams, developing 36 horse- 
power from its two cylinders. The trans- 
mission, which is integral with the differ- 
ential, is a fully synchronized, four-speed 
unit. All wheels are independently sus- 
pended with rear shocks using new Prinz 
Air Cushion. Standard equipment includes 
heater, steering-wheel lock, front pivot 
windows and adjustable backrests on front 
seats. Overall length is 135.5 inches, com- 
pared with the Corvair's 180. First of the 
new models are expected this month. 
Wheelbase is 80.3 inches, compared with 
Corvair's 108. Width of the unitized body 
is 58.7 inches; height, 53.5 inches. Resem- 
blance to Corvair is particularly strong 
from overhead view, left. Importer is 
Transcontinental Motors, Inc., New York. 
Port-of-entry price is $1,598. 


Volkswagen Aims 
For 700 Dealers 
By End of Year 


ENGLEWOOD CLIFFS, N. J.— 
Volkswagen, planning to add more 
dealerships month by month, has a 
goal of 700 by the end of 1961, ac- 
cording to Carl H. Hahn, general 
manager of Volkswagen of Amer- 
ica. 

Count as of July 1 this year 
was 612. There were 569 at the 
start of the year. 

“There will be still more next 
year and in the years after that,” 
Hahn said. “But as we develop our 
market further in the United 
States, there will be no lowering 
of our dealer standards, 

“When one of our distributors 
assigns a territory to a new dealer, 
we expect him to measure up to all 
the requirements his predecessors 
have met.” 

Hahn noted that the current ros- 
ter of VW dealers includes former 
musicians, actors, insurance men, 
builders, movie makers, contractors, 
metal workers and merchants. 

“Car dealers do not have to be 
a breed apart,” Hahn said. “What 
they should be, as borne out by our 
experience, are men anxious to im- 
prove their economic situation, 
willing to work hard and play fair 
with both their personnel and cus- 
tomers. 

“Actually, truly successful car 
dealers are nothing more nor less 
than alert, intelligent and fair- 
minded businessmen.” 








and Pontiac have discontinued im- 
porting the cars. 


* * * 


Shipments Suspended 


— received its last shipment, 
a small one, last February. 
Pontiac has not ordered any Vaux- 
halls this year. The last order was 
placed before the Vauxhall plant 
went down for changeover in the 
fall of 1960. 

“Officially, the factory may be 
importing them, but we haven’t 
received any around here for a 
long time,” a Buick field repre- 
sentative told Automotive News. 
“A dealer couldn’t get an Opel 

if he wanted one because we don’t 
have any in stock,” he said, “The 
only way he can get one is through 
another dealer who has one in 
stock.” 

A Pontiac representative in the 
Detroit area admitted that the fac- 
tory had some Vauxhalls in stock 
but that there wasn’t “any demand 
for the cars.” 

Probably the most accurate ap- 
praisal of the dealers’ attitude to- 
ward the Opel and Vauxhall mar- 
ket right now is “indifference.” 

Dealers are not excited about 
them simply because they do not 
tend to sell in numbers, because 
they are competing in price too 
close to, and sometimes in, the 
American compact market. 

eS * * 


aD the feeling is growing 
among the dealers that both 
the Opel and Vauxhall will be dis- 
continued as sales items in their 
showrooms in the very near future. 

Factory and field representa- 
tives don’t even discuss these two 
cars with dealers, according to 
reports, adding strength to the 
dealer assumptions that they 
won’t be around long. 

This is in distinct contrast to 
1959 when there was pressure to 
continue sales and keep them high. 

A New York dealer summed up 
the expected demise of the Opel 
and Vauxhall thusly, “They are 
good cars, and when we were get- 
ting them steadily, they were a 
good piece for us. 

“But we found of late that people 
have been comparing them to our 
American cars and they are dis- 
satisfied because they can’t get 
them with automatic transmission,” 
he said. “And they are competing 
too closely in price to our American 
smaller cars. Most of these foreign 
cars will have to follow the same 
pattern.” 

Another speculating dealer com- 
mented on the Opel. 

“I am pretty sure we won’t see 
any more of them. When the Ger- 
mans reevaluated their currency, 
one of the factory boys told me 
that we would have to raise the 
price on the car about $125,” he 
explained. “That means it’s got to 
compete with the Special. Although 
it’s a nice piece of merchandise, 
it just can’t compete on that level.” 

* * * 


Dealer Interest Nil 


ie THE Los Angeles area, Opel 
and Vauxhall are as close to 
nothing as a car can get. Zone of- 
fices have no information ag to the 
fate of the imports. 

“We sold 24 Opels the first 
seven months of 1960,” said one 
Buick dealer. “So far this year, 
we’ve sold four.” 

Another Opel dealer told Avurto- 
MOTIVE News that when the bottom 
fell out of the import business, 
Opel dropped right along with the 
others. 

“Vauxhall is not in much better 
shape in the Los Angeles area.” One 
Pontiac dealer said, “I’ve not sold 
one this year. Nor have I ordered 
any. 

“We discontinued handling Vaux- 
hall about a year ago, but the darn 
repos are still coming back,” was 
the comment from another Pontiac 
dealer. 

The dealer pointed to a Vauxhall 
sedan, pulled in two weeks ago 
with over $1,000 worth of paper on 
it. “It’s not worth much more than 
$300,” he complained. 

* * eg 
A titrUpe of Opel and Vauxhall 
dealers in the Los Angeles area 
may well be summed up by the 
dealer who said, “I’m still a fran- 











Many, Many Miles— 


Rev. Wilford H. Young, left, Rockford, 
lll., receives an “Over 200,000 Kilometers” 
factory award from Harold Collier, Collier 
Motor Sales and Service (Mercedes-Benz) 
in Rockford. Rev. Young has driven 145, 
500 miles in his Mercedes-Benz 180D 
(diesel) at an average cost of 2% cents 
a mile, including depreciation. As gen- 
eral missionary for the American Sunday 
School Union his work takes him to the 
small towns and rural areas throughout 
Ilinois. 





chised dealer, but I sure hope they 
don’t send me any more.” 

(Reports have circulated in 
Los Angeles automotive circles 
that both Vauxhall and Opel are 
planning a Volkswagen-size car 
for release in 1963 or 1964. Ac- 
cordingly, franchise agreements 
may be kept alive until such 
time as the new smaller vehicles 
are on tap to compete with im- 
ports and Ford’s upcoming Car- 
dinal.) 

A check of dealers in the Cin- 
cinnati area reveals that the Opel 
and Vauxhall are rapidly vanish- 
ing from the scene. 

Consensus among dealers is that 
after this year there will be no 
more new Opels and Vauxhalls. 

The popularity of the Special and 
Tempest is cited as the big reason 
for the decline of the two captives, 

ea * eo 

N THE Northwest, dealers re- 

port that the Special and Tem- 
pest have taken over in that 
segment of the market and that 
neither they, their salesmen or 
factory men are pushing for more 

Opel and Vauxhall sales. 

The dealers gave credit to the 
Opel and Vauxhall for coming to 
their rescue a couple of years 
back when Buick and Pontiac 
sales fell off. But now with both 
Buick and Pontiac “strengthen- 
ed,” they are content to concen- 
trate in that direction. 

Reports indicate there are very 
few Opels and Vauxhalls around 
the St. Louis area and the Buick 
and Pontiac dealers, speaking 
frankly, have indicated they won't 
miss them if deliveries from abroad 
are not resumed. 

One dealership sales manager 
complained that he was still “stuck 
with a ’60 Opel wagon and can’t 
give it away with a big tap.” 

Dealers in the Milwaukee area 
indicate that they are not stock- 
ing the two GM captives any more. 
“We are devoting more time and 
(Continued on Page 80, Col. 1) 
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The world-famous four-wheel drive Land-Rover continues to prove itself 
a solid profitmaker. One good reason: there is nothing else like it on the 
market—no vehicle so versatile—so capable of meeting so many needs so well. 
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| | DRIVE VEHICLE YOU CAN 
: 1 SELL...BUILDS PROFITS, 
ets . SATISFIES CUSTOMERS. 


utterly reliable, virtually indestructible, completely rust and corrosion proof. 


Available in nine models in two chassis lengths. 80 optional adaptations for special purposes. A limited number of dealerships open. 
Write: H. Gordon Munro, President, The Rover Motor Company of North America Limited, 405 Lexington Avenue, New York 17, N.Y. 
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Some Dealer Discounts Revised .. . 





Cut Prices Offered 
As Going Gets Tough 


gies imports, as with domestic | East Coast. A year ago, the asking 
cars, price is one of the key 


factors in the auto business. And 
the visiting vehicles have had quite 
a price story to tell in their strug- 
gle for a lasting place in the 
United States market. 

Recent months have seen huge 
price cuts by some overseas 
makes in their battle with the 
domestic compacts. There have 
been widely scattered price hikes, 
and some importers have trod the 
rebate path so familiar to Amer- 
ican manufacturers. 

Perhaps the year’s biggest price 
bombshell was dropped by Renault 
last January when the French line 
sliced $200 from the port-of-entry 
figure on its Dauphine four-door 
sedan. 

It was Renault’s second price 
reduction in three months and gave 
the Dauphine a $1,385 sticker on the 


price was $1,645. 
* * * 


aes in February, Hillman 
slashed East Coast prices $50 
to $176, and a month later Fiat 
announced decreases of $100 to $520 
in a 60-day campaign to help deal- 





Import price table, Page 16. 





ers dispose of dusty models, At the 
beginning of May, Triumph cut its 
Herald coupe and two-door sedan 
$200 apiece. 

John T. Panks, Rootes Motors 
general manager, is among the im- 
port executives who feel that the 
price cuts accomplished their pur- 
pose. 

Rebates (or “trading allow- 
ances,” as some makes chose to 
call them) have been offered on 
various lines. Among them were 
Metropolitan, DKW, Auto Union 
and Simca, which paid incentives 


to dealers ranging from $125 to 
$325 per car. 

Improved dealer discounts also 
have played a part in the import- 
compact fight. Last May, Volvo es- 
tablished new net prices for its 
cars which brought dealer discounts 
into line with those on domestic 
compacts. 

oe + oa 

9 be gptetigee <b the price-jockey- 

ing ran the question, “What will 
Volkswagen do?” Although sales 
were healthy, there was speculation 
that a price cut was Volkswagen’s 
secret weapon against the Ameri- 
can small cars. 

The rumors were groundless. VW 
didn’t cut prices; it raised them, 
tacking $30-$40 onto three models, 
including the best-selling two-door 
sedan. 

The increase stemmed from 
West Germany’s revaluation of 
its currency, a move that made 
West German exports relatively 
more expensive in the world mar- 
ket. The action also _ brought 
about a price increase on Mer- 
cedes-Benz autos in this country. 

The government’s action boosted 

the value of West Germany’s cur- 
rency 5 percent. The VW and Mer- 
cedes price hikes were considerably 
below that figure. 

Incidentally, the VW _ price-cut 


ACT 1, SCENE 1 


R. L. Polk & Co. puts largest selective circulation list on computers 


R. L. Polk & Co. announces the opening of its 
new Electronic Circulation Center, where high- 
capacity computers of the latest design now process 
the World’s Largest Selective Circulation List for 
the Direct Mail Advertising Division. The Polk 
Company also announces the expansion of equip- 
ment in its Electronic Statistical Center to include 
the newest and most advanced computers in com- 


mercial use. 


In the Electronic Circulation Center, readily avail- 
able to advertisers for personal, persuasive direct 
mail advertising, are the names of millions of selected 
consumers—enough to populate 30 cities the size of 


Detroit. 


Each of the millions of U. S. consumers not only 
is identified by name and address—but also by a 
record of what he has bought and what he is most 


likely to buy. 


The computers can select prospects individually 
... from a single prospect up to millions—can select 


et POLS & 102. 














Of Imports 


*—Opel introduced autumn, 1957. 
**—Peugeot introduced spring, 1958. 


rumor isn’t dead, Many observers 

feel that Volkswagen is oiling its 

price guns for an allout assault on 

the Ford Cardinal. 
ok * * 

7 Cardinal will fit into a price 

niche that U.S. makers have 





them geographically ... by state, county, city, neigh- 


borhood, postal zone, census tract. It can select 
prospects by make and year model of car owned— 
can select them in small groups for their nearness to 
specific retail outlets, or by the economic character 


of their neighborhoods. 


As new information becomes available on each 
consumer, the computers prepare a new individual 
profile. Thus, the advertiser using Polk circulation 
for his direct mail advertising is assured of the most 
accurate, up-to-date information on his prospects. 

The Electronic Circulation Center is fully inte- 
grated with Polk’s Electronic Statistical Center, 
which produces and interprets automotive market 


data by computer. 


The combined computer operation places a wealth 
of statistical, advertising and marketing information 
in the hands of Polk clients today . . . assures even 
more for the future. A Polk man will be glad to dis- 
cuss its application to your business. 


publishers 
431 HOWARD STREET * DETROIT 31, MICHIGAN 


Offices in principal cities of U. S. and Canada 





CITY DIRECTORY DIVISION ¢ DIRECT MAIL DIVISION * BANK DIRECTORY DIVISION 
MOTOR STATISTICAL DIVISION * MOTOR LIST DIVISION * BANK BUSINESS DEVELOPMENT DIVISION 


What's Happened to Prices 


An examination of East Coast port-of-entry prices of comparable 
imported models over a four-year period. 


Price, Price, 
Make and Model Aug. 15, Aug. 15, Difference Pct. of 
1957 1961 Change 
English Ford Anglia.............. $1,539 $1,608 +$ 69 + 4.48% 
BE PU Ue hess sessesessiocosvesevenese 1,298 1,249 — 49 — 3.78% 
Hillman Deluxe 4-dr............... 1,849 1,699 — 150 — 8.11% 
Jaguar KX-150 coupe............ 4,475 4,642 + 167 + 3.73% 
Mercedes-Benz 180 4-dr. ...... 3,240 3,394 + 154 + 4.75% 
Metropolitan 2-dr. .................. 1,567 1673 +106 + 6.76% 
MG roadster ................:00000 2,389 2,444 + 55 + 23 % 
Morris Standard 2-dr. .......... 1,656 1,495 — 161 — 9.72% 
PE MONEE bespccubiusssoyvivesvssectsceeees 1,988* Re - © <"sentteriaee: ° “etaReieses call 
Peugeot 403 4-dr. ........0..00.... 2,175** 2,250 + 75 + 34% 
Renault Dauphine .................. 1,645 1,385 — 260 — 15.8 % 
EE SI Sh disscssrsyslbecsnssviestease 1,895 TUE. > ciwscesvtagie:~ 5. “i edihdkapeisea 
Triumph TR-3 roadster ...... 2,625 2,675 + 50 + 19 % 
Volkswagen 2-dr,. .................. 1,495 1,595 + 100 + 6.69% 
Volvo PV-544 2-dr. «0.0.0.0... 2,170 2,195 + 25 + 115% 








Since 1957 
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ignored to date. It is the price class 
that accounts for about 80 percent 
of imported-car sales in this coun- 
try. 

This is the under-$1,800 category, 
The imports have 54 models in this 
group, while the lowest-priced U.S. 
unit is the Rambler American two- 
door sedan at $1,847. 

An Automotive News analysis 
of 247 imported models and the 
260 ’61 U.S. models shows that 


(Continued on Page 38, Col. 4) 





How They Compare 
In Price Class 


No. of Models in Price Range 


Imported ’61 U.S, 
Cars Models 

Under $1,400 ........ 11 0 
$1,401-$1,600 .......... 15 0 
$1,601-$1,800 .......... 28 0 
$1,801-$2,000 .......... 24 13 
$2,001-$2,200 .......... 11 21 
$2,201-$2,400 .......... 19 36 
$2,401-$2,600 .......... 13 36 
$2,601-$2,800 .......... 12 33 
$2,801-$3,000 .......... 7 31 
$3,001-$3,200 .......... 7 19 
$3,201-$3,400 .......... 6 13 
$3,401-$3,600 .......... 7 10 
$3,601-$3,800 .......... 6 6 
$3,801-$4,000 .......... 6 5 
$4,001-$4,200 .......... 4 7 
$4,201-$4,500 .......... 8 3 
$4,501-$5,000 .......... 15 7 
$5,001-$6,000 eecccccece 22 13 
$6,001-$7,000 .......... 6 5 
$7,001-$10,000 ........ 2 2 
Over $10,000 ........ 17 0 

PN Ss cesciscesiecs 246 260 
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Volvo Promotion 
In West Geared 
To Thrill Show 


LOS ANGELES.—“World Cham- 
pion Auto Daredevils” are using six 
Volvo sedans in thrill-show dates 
blanketing the Pacific Coast states 
this year. 

Audiences vary from 2,000 to 
10,000 depending on the show book- 
ing, and what they see and hear, 
coupled with dealer credits in the 
commentary, pre-conditions vie w- 
ers to the merits of the car, said 
Sam Mitchell, general manager of 
Volvo Western Distributing, Inc. 

The audience is invited to inspect 
the Volvos in the infield following 
each performance and see that the 
cars are stock in every sense. This 
enables dealers to make a personal 
contact, develop a lead list and 
suggest test drives at the dealer- 
ship. 

The exhibition has been signed to 
a two-year contract using Volvos 
exclusively and offers sales promo- 
tion at the local level to dealers, 
according to Mitchell. 

Personnel at the dealerships are 
alerted in advance when a Dare- 
devil show comes to their area. 
The public is then told that Volvo 
was chosen over 63 makes of im- 
ported cars and that the perform- 
ance is in keeping with Volvo’s long 
history of “firsts” in both road rac- 
ing and economy runs. 

Preliminary reports on the in- 
itial performances indicates em- 
phatic dealer approval of the pro- 
motion. 

In 1959 and 1960, an auto thrill 
show played dates in the Eastern 
United States, using Simca, 
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Conservative Touch Spells Success 


By Jack Spalding 
Special Correspondent 
PORTLAND, Ore.—Don Rasmus- 
sen, head of Don Rasmussen Co. 
(Mercedes-Benz and Studebaker) 
on Portland’s West Side “automo- 
tive row,” is a staunch conservative 
when it comes to retailing cars. 


In an industry which has a 
goodly share of. “wheel and deal,” 
and “system” operators, Rasmus- 
sen has found that understatement 
plus an unfaltering desire to give 
the utmost in service to his cus- 
tomers hag paid off. 

This is evidenced by the fact that 
his dealership is recognized by 
Mercedes-Benz as being among its 
top three volume dealerships in the 
United States. 

In commenting modestly upon 
his success in selling the Mercedes, 
which is not an inexpensive auto- 
mobile, Rasmussen stated he has 
been told by the factory that his 
penetration is better than 10 per- 
cent in his price class in the Port- 
land area, which is considerably 
better than the national average 
for Mercedes-Benz. 

Since taking on Mercedes in May, 
1957, Rasmussen has sold 700 of 
the German-made vehicles. This 
year, he reports, he is averaging 
12 to 15 units per month, the larg- 
est percentage of which is in the 
220-S series in the $5,000 bracket, 
followed closely by the 190 series 
and then the 220-SE with fuel in- 
jection. 

In analyzing his success with 
Mercedes-Benz, Rasmussen gives 


much of the credit to what he 
terms conservatism, He himself 
is conservative. He speaks delib- 
erately and succinctly. 

To the business world, 42-year- 
old, tall, trim, blond Rasmussen 
presents a calm demeanor which 
is probably attributable in a large 
degree to his Nordic background. 
Coupled with this is his impec- 
cable attire, which would do credit 
to Bond Street, 

This same note of conservatism 
which characterizes the man ex- 
tends to his dealership and his 
method of doing business. The Ras- 
mussen firm employs no razzle- 
dazzle. 

Rasmussen feels that conserv- 
atism and the type of product he 
handles are compatible. Then, too, 
he points out that the city of Port- 
land—often referred to in earlier 
days as the Boston of the West 
Coast—is a conservative commu- 
nity. 

Portland’s geographical location, 
too, is favorable. One hundred 
miles up the Columbia and Willa- 
mette Rivers, its harbor will ac- 
commodate the largest freighters 
and it has been designated a port 


Dealer Donates Trophy 


PITTSFORD, N. Y.—F. A. Mo- 
tors (Volkswagen) is presenting a 
trophy to the champion hunter at 
the annual Mendon Horse Show 
here. The trophy is in the form of a 
pitcher. 


of entry by Daimler-Benz, which 
helps the sales volume because 
transportation costs are kept down. 
In addition, there is fast accessibil- 
ity to parts through the local 
Studebaker-Packard branch ware- 
house. 

There is practically no person- 
nel turnover at the Rasmussen 
dealership. It hag been in opera- 
tion 10 years at the same location 
and most of its employes have 
been there eight to 10 years. This 
makes a good impression upon 
customers and gives them con- 
fidence in the dealership and its 
method of doing business, Ras- 
mussen feels, 

Rasmussen was the first Mer- 
cedes-Benz outlet to be franchised 
in the United States when Stude- 
baker took over distribution of the 
Mercedes in this country. 

“We went into it 100 percent at 
the start, with a stock of seven 
cars right off the bat,” Rasmussen 
recalled. “In the year prior only 
three or four Mercedes-Benz cars 
had been sold in Portland. We im- 
mediately began sending our me- 
chanics to the Mercedes-Benz 
training school in Logs Angeles and 
right now we have six mechanics 
in our shop who have gone to the 
school. Our initial inventory con- 
stituted a lot of risk dollars, but 
the results have proved to be 
worth it.” 

Rasmussen attributes a large de- 
gree of his sales success with the 
Mercedes line to Louis Berthold, 











M-B Division. 

A native of Germany, Berthold 
served his apprenticeship in the 
Daimler-Benz factory in Stuttgart 
and the factory branch in Munich. 
Then he joined the factory’s export 
operation and went to San Fran- 
cisco, where he was stationed for 
a year. In 1958 he was loaned to 
Rasmussen, He still is an employe 
of the factory, but is on the Ras- 
mussen payroll. 

“Berthold,” says Rasmussen, 
“speaks with authority on the 
product. When a businessman 
comes into the dealership, we try 
to turn him over to Louis. His 
knowledge of the car and how it’s 
made, coupled with his ability to 
drive the car and demonstrate it 
go a long way toward making the 
sale.” 

Rasmussen attempts to ingrain 
in his personnel the belief that 
they are selling and servicing a 
high-quality product. He im- 
presses upon them the necessity 
for taking care of the customer 
in the smallest detail after the 
sale has been made. 

The Rasmussen dealership is now 
getting repeat business from old 
customers and usually has a stock 
of used Mercedes-Benzes in its 
used-car showroom, There are 
months when the sales volume in 
used M-Bs reaches the volume of 
new-car sales. 

However, not all the used Mer- 
cedes-Benz cars Rasmussen carries 
in stock represent repeat business. 
He makes an effort to buy Mer- 
cedes-Benz cars from private own- 
ers—all of which has resulted in 
his getting considerable business 
from cities several hundreds of 


sales manager for the dealership’s 





“Sure We've Got The Right Windshield!” 


‘‘We can furnish windshields for any popular 


car!’’ THAT’S AVAILABILITY! 


Availability means simply that your SHAT-R- 
PROOF Distributor stocks auto glass for every popular 


American and foreign car. 


Result: you don’t need to tie-up capital and space 


in large glass inventories. 


Just call your SHAT-R-PROOF Distributor and get 


the windshield you need . . . when you want it. 





To your customers... this availability means they 
can come to you with confidence . . . knowing that 
they’ll receive prompt, efficient auto glass service. 


For availability, quality, and service, call your 
local SHAT-R-PROOF Distributor. The best 


man for you to call when you want auto glass 


ot sae 





Shatterproof Glass Corporation 


4815 Cabot Ave., Detroit 10, Mich. 


























The Quiet One— 


Don Rasmussen, recognized by Merce: 
des-Benz as one of its top three volume’ 
dealerships in the country, attributes his 
success to his personal and corpore 
conservatism. He goes allout to please 
customers after the sale, and sets aside 
one area of his showroom, above, for 
exclusive Mercedes display. 
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miles from Portland, where hig 
reputation has penetrated. 

In its advertising, the Rasmussen 
firm reflects conservatism, too. : 

“In our radio advertising we 
have tried FM and found this” 
works out well because the type 
of audience which listens to FM 
is the type that is more apt to 
buy a Mercedes-Benz,” says Ras- 
mussen. 

When it comes to display adver- 
tising, Rasmussen plays up quality” 
and also the economy of the Mer- 
cedes diesel. 

The dealership was instrumental 
in establishing a Mercedes-Benz ™ 
Club in the Portland area, com- 
posed of people who own M-Bs. 

“Although we have nothing to 
do with running the club, we go 
to the meetings, but we do not at- 
tempt to ‘sell’ at these meetings,” 
he says. “However, because of the 
enthusiasm of the owners for their 
Mercedes-Benz cars, we get busi- 
ness from them and their friends,” 

Despite its tone of conserv- 
atism, the company is promotion ~ 

minded. Whenever there is a 
local foreign car rally or econ- © 
omy run, there’s a Mercedes-Benz — 
present—always in a dignified — 
manner, 4 

“We don’t push the sports car ™ 
end of the line because we want 
people to realize that the Mercedes- © 
Benz is a full size automobile and 
not an expensive, glamorous sports © 
car,” states Rasmussen. “We push — 
the sale of sedans and try to im-— 
press upon people that the Mer- ~ 
cedes-Benz is a family car. Sedans | 
constitute 90 percent of our sales.” 


Top Fiat Dealer 
Absorbs Freight 


DAYTON, O.—Herb’s Auto Sales 
here delivers Fiat at suggested 
port-of-entry prices by absorbing 
the cost of inland freight, dealer 
preparation and advertising costs. 

Is such a gross-lowering device 
desirable? Herb’s is ranked by Fiat 
as its single most successful dealer 
in the United States. 

The firm was founded 14 years 
ago by Herb Weprin and is still 
headed by him. Also associated in 
the management is Howard Jenef- 
sky, who has been with the com- 
pany for six years. They have han- 
dled Fiat since 1958. 
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Volkswagen Films Shown 


1,500 Times Monthly 

ENGLEWOOD CLIFFS, N. J. — 
Volkswagen’s films on foreign trade 
and automobile production are 
among the most popular institu- 
tional documentaries in national 
circulation. 

Its award winning (New York 
Film Festival, 1961) “The Give & 
Take,” which spells out in full color 
the story of foreign trade in the 
more than 120 countries where 
Volkswagens are sold, is having 
500-600 showings per month, Three 
others—“Five Miles West”. (of the 
Iron Curtain); “Wolfsburg 221” 
(production short), and “The Four | 
Seasons of Austria” (travel) bring” 
monthly showings of over 1,500. 
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Sell Alfa Romeo... the world’s finest and best known sports 
car. Get your share of the sports car market .. . the GROWING 
MARKET in the car sales field, domestic or imported. 


Alfa Romeo dealers will be supported by national advertising 
in top magazines and newspapers with a cooperative program at 
the local level. Full merchandising aids include mailing pieces, 
promotional brochures, banners, electric signs and sports car 
publicity activity. 

Complete inventories of replacement parts are maintained. 
A free Service Training Center has been permanently established 
for your mechanics. Five specially equipped service trucks are 
touring the country, providing on-the-spot training for your service 
department. 


Alfa Romeo franchises are based on area sales potentials 
and dealerships are limited in any one area. Join Alfa Romeo’s 
growing national network of dealers. For information on the avail- 
ability of dealer franchises, write or call: Mr. Arturo M. Reitz, Vice 
President: 


Lr Pome: INC. / Phone: TALBOT 4-4949 


231 JOHNSON AVE., NEWARK, N. J. / Cable address: ALFAUTO 
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Import Question 
For 62: Who'll 
Stay, Who'll Go 


(Continued from Page 26) 


sales service. Lon A. Fleener, presi- 
dent of Mercedes-Benz Sales, Inc., 
says, “The trend toward fewer im- 
port makes will continue until only 
a hard core of distributors will re- 
main who are willing and able to 
maintain a quality national distri- 
bution and dealer organization .. . 
Only those willing to invest sound- 
ly and solidly can remain and com- 
pete successfully and profitably.” 
* * 8 


| Dy-comy H. HAHN, managing direc- 
tor of Volkswagen of America, 
who regards 1961 as the import 
industry’s “shakedown cruise,” says, 
“Those companies which have in- 
creased their share of the market 
and those which have held or even 
nearly held their own in the face 
of substantial buyer resistance this 
year will be the undisputed leaders 
in the import-car business in the 
years ahead.” 


Panks, in assessing the outlook 
for survival in the American 
market, said, “This is not just a 
matter of opinion. It’s based on 
a careful study of the perform- 
ance of our own dealers, coast 
to coast. 

“Every one of them who made 
good money this year did so be- 
cause of an alert sales organization 
backed by a service department 
that demanded perfection and not 
just ‘good enough’ work,” he said. 

Panks predicted a “normal” im- 
ported-car market in the United 
States of 400,000 units a year, but 
he cautioned that sales could slip 
below 300,000 if manufacturers and 
dealers grow complacent. 

+ * * 


—— imported car,” he said, “has 
got to compete against Detroit 
products nut for nut and bolt for 
bolt. The day when the distinction 
of being made in Europe was 
enough to insure a sale is gone 
forever. 

“The import will still sell be- 
cause it’s different, but difference 
isn’t enough; it has got to be as 
good. 

“And dealers have got to up- 
grade their service operations to 
the point where they can give the 
kind of work Detroit has taught the 
average motorist to expect.” 

Panks noted that British firms 
will be under increasing pressure 
to boost U.S. sales because the 
higher purchase tax in the United 
Kingdom will slow expansion of the 
home market. 

* CJ ok 


en also predicted that the 
imported-car market in the U.S. 
will level off at about 400,000 units 
a@ year. 

“The period of distress selling 
of imports in the U.S. market 
by some distributors has nearly 
passed,” Fleener said. 

“There will continue to be a good 
market for quality imports which 
are supported by a strong national 
sales and service organization and 
parts availability program,” he said. 

Volkswagen’s Hahn, who is also 
certain that imported vehicles have 
won a permanent place in the U.S., 
explains: 

“Imports have brought benefits 
to all of us in this country. The 
American consumer benefits by 
lower prices. And don’t forget, it 
was the success of the imports that 
finally led Detroit to produce the 
compacts so many Americans now 
are buying. A revolution is taking 
place in Detroit, and its spark came 
from the imported car.” 

There is another factor, accord- 
ing to Hahn, in the import-car 
story in this country. He says: 
“These imported vehicles provide 
the American consumer with a 
variety that cannot economically be 
offered by Detroit because of the 
relatively small volume needed, 

“By offering these specialized ve- 
hicles at economical prices, im- 
ports make it possible for Amer- 
ican manufacturers to devote their 
facilities to automobiles designed 
for the mass market of the United 
States. 

“Here, as the world knows, Amer- 
ican industry is outstanding.” 
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Heart of the Dealership — 


New dealership of Schmelz Brothers, Inc., Richfield, Minn., utilizes Volkswagen's sys- 
tem to increase efficiency and cut down on time used in intercommunication. Open 
counters connect customer lounge, foreground, with cashier and parts department to 
the rear. Service adviser is stationed behind room divider at left, with quick access to 
service-reception area beyond. Glass-enclosed shelves in counter are used for parts 


display. 


, RICHFIELD, Minn. — The first 
Volkswagen dealership built to spe- 
cifications contained in Volkswag- 
en of America’s recently introduced 
Model Dealership Planning Guide 
opened here less than 90 days after 

“ground was broken for the $195,000 
operation. 

Schmelz Brothers, Inc., built 
the new dealership in the south- 
ern part of Greater Minneapolis. 
It has a 2,700-square-foot sales 
department, an 8,600-square-foot 
Service area and 3,400 square feet 
of floor space for the parts de- 
partment. 

A used-car operation currently is 





Renault, Triumph Oust Independents .. . 





Some Makes Revise Distribution 


(Continued from Page 26) 


ganization, we can provide the 
type of sales and service best 
suited for each geographical re- 
gion in the nation,” said Vincent 
P. Grob, general manager of 
Renault, Inc. 

Standard-Triumph moved in the 
same pattern, acquiring the assets 
of six former independent distribu- 
tors. 

Their functions have been con- 
solidated and rearranged into the 
present setup of four zone offices 
and four zone regional offices. 
Standard-Triumph has four inde- 
pendent distributors remaining — 
two in the continental U.S. and 
one each in Hawaii and Alaska. 

Zone offices include preparation 
facilities and master parts ware- 
houses. 

No changes in the present plan 
are contemplated, a Standard- 
Triumph spokesman said. 

oe 


youvo and British Motor Corp. 
also bought out major independ- 
ent distributors on the West Coast, 
replacing them with company sub- 
sidiaries. 

Volvo said that since the West 
Coast takeover, sales have shown 
“considerable improvement with in- 
creases ranging as high as 57 per- 
cent during recent weeks.” 

Datsun took over distribution 

on the East and West Coasts 
from independents last fall. 

“We had to clear up a great deal 
of old merchandise, establish the 
new product line, parts, service and 
warranty policies,” said Robert M. 
Bathurst, Datsun sales manager. 

“All dealers are now ‘factory- 
direct’ and we have added dealers 
at a good rate,” he said. 


ANOTHER type of distribution 


reorganization was undertaken 
by Simca early in the year, at a 
time when its dealer body was com- 
posed almost entirely of dual deal- 


cee a 


Father-Son Volvo Team— 







Kundert Motors, Hasbrouck Heights, N. J., the third exclusive Volvo dealership to 
be established in New Jersey, has been opened by William Kundert sr. and his son, 
William Kundert jr. Win Dulles, regional sales manager for Volvo Distributing, Inc., 
points out features of the P-1800 sports coupe to, left to right, William Kundert sr., 
Mayor Francis Dominick, and William Kundert jr. 


in 26 counties surrounding New 
York City. 
* ot * 


3) At THE present time we have 

seven ‘key’ dealers and we 
intend to sign about 30 in all,” 
Nunez said. Early plans involve 
areas surrounding Los Angeles and 
San Francisco. 

Renault’s shakeup caused some 
changes in Peugeot distribution, 
although Peugeot is still con- 
nected with Renault through mu- 
tual dealers. 

However, there have been three 
modifications of the basic Renault- 
Peugeot distribution structure. Two 
distributor trading areas were ex- 
panded and Peugeot Central, Inc., 
was created to service the North 
Central trading area. 

Fiat streamlined its distribution 
structure through consolidation, al- 
though it still uses independent 
operators. 

It now has six distributors for the 
U.S. In a consolidation effective 
last June 1, Roosevelt Automobile 
Co., Washington, distributor for the 
Southeast since 1958, expanded into 
the South Central and Southwest- 
ern areas, replacing independent 
distributors in Bossier City, La., 
and Fort Worth. 

* * * 


OLKSWAGEN has declined to 
join the trend toward subsidiary 
field operations and prefers to re- 
main with independent distributors. 

J. Stuart Perkins, general sales 
manager for Volkswagen of 
America, termed a network of 
independent distributors “the one 
right solution” for proper distri- 
bution in the American market. 

“They bring to us exact knowl- 
edge of their respective market 
areas,” he said, “knowledge it 
would be difficult to gather under 
a single roof even with the most 
efficient type of zone managers. 

“But the value of independent 
distributors goes farther than this. 
They are their own bosses. Ag such, 
they have very deep personal in- 
terest in the ‘balance sheets’ com- 
piled in their territories, more so 
than if they were merely employes 
of a national organization.” 

He continued, “Certainly, all em- 
ployes want to see favorable bal- 
ance sheets month by month and 
year by year. But if one begins to 
slide off a bit, a regional manager 
may have a difficult time convinc- 
ing his home office he should be 
permitted to make certain changes 
in his area’s operations. 

* 


© + 
“H OWEVER, independent dis- 
tributors are free to make 
their own changes whenever they 
please as local conditions require.” 

Volkswagen holds joint meet- 

ings of its 16 distributors and 
Perkins says VW draws directly 
on the distributors for market in- 
formation and sales prospects. 

“In turn,” he said, “we are able 
to offer our distributors opinions 
and advice based on our own expe- 
rience and that of other distribu- 
tors. 

Perkins said that the 16 VW dis- 
tributors and their more than 600 
dealers have invested approximate- 
ly $115 million in facilities and pay- 
rolls for their 15,000 employes total 
about $1.5 million weekly. 


erships selling other Chrysler Corp. 
products. 

Peter Nunez, Simca sales man- 
ager, evolved the idea of “key” 
Simca dealers to act as limited 
distributors. They carry larger 
inventories and parts than regu- 
lar Simca dealers and they have 
the authority to sign up new as- 
sociate dealers with Simca ap- 
proval, 

One of the first major key deal- 
ers was George Byers in Columbus, 
O., who has since appointed more 
than 80 new associate dealers in 
Southern Ohio, Indiana and North- 
ern Kentucky. 

Newest of the major key Simca 
dealers is Sim-At Corp., with its 
salesroom and headquarters in the 
Chrysler Building in midtown Man- 
hattan. It has 45 associate dealers 


Lehmer Marking 
25th Anniversary 


CONCORD, Calif.—L. Ervin Leh- 
mer, owner of Lehmer’s (Oldsmo- 
bile), is observing his 25th anni- 
versary as the community’s author- 
ized Oldsmobile dealer. 

Prior to signing with Olds in the 
spring of 1936, Lehmer and his 
father, Lewis E. Lehmer, operated 
a used-car business for five years. 
In 1938 Lehmer’s added the GMC 
truck franchise, and later the U. S. 
Royal tire distributorship for the 
Concord area. 

Lehmer’s business has grown 
with Concord. When the firm start- 
ed out, Concord had a population 
of about 1,300. Today it is about 
37,900. And during its years in auto 
retailing, Lehmer’s has sold ap- 
proximately 12,600 new and used 
cars and new and used trucks. 

























Minnesota Retailer .. . 





VW Dealership Guide 
=> Used for First Time 


being developed on one side of the 
2.3-acre property and provision is 
made for future building expansion, 

The six-car 1,500-square-foot 
showroom has a floor-to-ceiling 
glass front and sides. Separate of- 
fices are provided for both new 
and used-car customer closings, Ad- 
ministrative offices have 660 square 
feet of floor space. 

A fully enclosed reception area of 
1,120 square feet leads into the 
5,700-square-foot workshop equipped 
with 16 repair stalls, each measur- 
ing 10 by 20 feet. Ten of the stalls 
are equipped with hydraulic Volks- 
wagen hoists. 

The unit repair area covers 600 
square feet of floor space while 
similar area is provided for me- 
chanics’ facilities. The service of- 
fices contain 580 square feet with 
separate offices for the shop man- 
ager, service adviser and other em- 
ployes. 

The parts department has 3,400 
square feet of space—2,200 on the 
ground floor with 1,200 additional 
square feet in the mezzanine over 
the unit repair section. 

There are provisions for a future 
body and paint shop of 5,400 square 
feet. 

Schmelz Brothers incorporates 
Volkswagen’s three-point system 
designed to increase efficiency 
and cut down on time used in in- 
tercommunication and processing 
of paperwork, This is accomplish- 
ed with open counters connecting 
the customer waiting room with 
the parts department and cashier, 
and again, counters between 
parts department, shop and cash- 
ier. 

Schmelz Brothers was appointed 
a Volkswagen dealership on Feb. 
24. Ground was broken for its 
building on March 1 and the dealer- 
ship held its grand opening May 24. 

Model plans such as those used 
by Schmelz Brothers are designed 
to help standardize the appearance 
of both new and remodelled Volks- 
wagen dealerships. 

Designed by Volkswagen of 
America, Inc., the new dealership 
planning guide contains architec- 
tural drawings and suggested mini- 
mum requirements for dealerships 
of various size. 

Floor spaces of the eight dealer- 
ship layouts shown in the book 
range from 3,864 to more than 27,000 
square feet. The book also contains 
plans for a separate body shop and 
a used-car lot office. 

Provision for expansion is in- 
corporated in the plans for all but 
the largest dealership shown in 
the guide. All structures included 
in the book have non-supporting 
exterior and interior walls to as- 
sure full flexibility. 

In each instance, Volkswagen 
recommends a minimum ratio of 
three to one for property to final 
building size. Schmelz Brothers’ 
new dealership contains 14,700 
square feet of floor space on a 2.3 
acre (100,090 square feet) lot. 


* * * 





For Unit Repair— 
Unit repair area covers 600 square teet 


of space at Schmelz Brothers, Inc., Voiks- 
wagen dealership in suburban Minnea- 
Designed for maximum efficiency, 
unit-repair tools are neatly hung on wo! 


polis. 


in groups—engine, front axle, rear axie 
engine and press tools. 
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C wrrespondent George L. Glaser Writes .. . 
rT 


Auto Letter from Europe 


AMBURG, Germany.—If Eng- 
H land decides to join the Euro- 
pean Common Market, it may mean 
more British autos on the Conti- 
nent and more goods of the former 
inner-six nations in England and 
perhaps via England in the Com- 
monwealth. 

Rootes especially would enjoy 
this move, since it has the baby 
car, the Hillman Junior, a rear 
engine small economy car with 
utilitarian look, in final test prep- 
arations. 

This hot competitor to BMC’s 
Morris and Austin 850, will be a 
fight in basic philosophies. BMC is 
front-wheel-drive minded, and 
Rootes, maker of Hillman, Humber, 
Sunbeam and Singer, will go into 
the small package with a rear 
engine. a oe 


Volpini Offers Racer 
oo is a cry for junior-class 

small racing cars and Volpini 
of Milan, Italy, offers a modern 
rear-engine job powered by a 
souped-up Lancia Appia engine. In 
the rear, brakes are inboard next 
to the differential. 

* a * 


D-B Still Testing Wankel 


eS reportedly still 
has not signed a NSU-Wankel 
contract. However, it enjoys inside 
information from NSU and still is 
testing all possibilities of the Wan- 
kel engine, especially in endurance 
tests on the test stands. 

It is the consensus of most engi- 
neers that thus far the life cycle 
of the engine hasn’t reached that 
of ordinary piston engines. Also, 
there have been published stories 
about many manipulations by spec- 
ulators in regard to licenses and 


intentional rumors. 
* ok * 


New Suspension Ideas 


HERE is no limit to the human 

imagination. On cars with inde- 
pendently suspended rear wheels, 
there is a certain amount of toein 
on the rear wheels. A changing, 
mostly negative, camber also pre- 
vails, which aids in better road con- 
tact of the rear wheels. 

Ford of Cologne has a new 
patent which covers placing the 
rear wheels in the same manner 
on a rigid, live axle. Of course, 
there can be no variation of cam- 
ber, the wheels at negative cam- 
ber are on top closer together 
than on the bottom. 

Ford is likely to settle for a hap- 
py medium value of toein and nega- 
tive camber. It will be interesting 


VW Parts Talks 
Open in U.S.., 


End in Germany 


ENGLEWOOD CLIFFS, N. J. — 
Parts managers for United States 
Volkswagen distributors set some 
sort of travel record recently when 
they started a national meeting in 
King of Prussia, Pa., and, after 
one day there, flew to Germany 
where they finished it with coun- 
terparts from 12 other countries. 


Guenter Kittel, parts manager for 
Volkswagen of America, called the 
meeting to order at the King of 
Prussia headquarters of Auto As- 
sociates, Inc., VW distributor for 
Pennsylvania and Delaware: 

Participants studied the applica- 
tion of IBM equipment to parts 
warehouse operations there and 
discussed parts analysis, inventory 
turnover and training programs for 
parts managers and employes at 
Volkswagen dealerships. 

Kittel and his 16 associates then 
flew to Germany where they re- 
sumed their meeting with Volks- 
wagen parts Officials from Aus- 
tralia, Ghana, Iran, Canada, Leb- 
anon, Morocco, New Zealand, Peru, 
the Philippines, Rhodesia, the 
Union of South Africa and West 
Germany. English was adopted as 
the working language for this first 
international meeting of parts 
managers, 

For two days the managers con- 
ferred in Wolfsburg, Volkswagen’s 
home city, discussing containeriza- 
tion of parts for overseas shipment 
and special provisions for truck 
fleet operators. 





to note whether Ford will actually 
put this patent into practical ap- 
plication. 

Daimler-Benz, in an endless 
stream of new patents, has a new 
idea covering the problems of 
stabilizing cars in curves when the 
vehicle is air sprung. The rear sway 
eliminator is divided in the center, 
and each part can, by a hydraulic 
motor be placed under tension in 
order to create an opposing power 
against leaning of the body. 

J * * 


Land Rovers in Africa 
At LAGOS in Nigeria, Africa, the 

assembly of Land Rovers, the 
utilitarian four-wheel-drive job, will 
be started in about 12 months. Dun- 
lop will build a new tire factory 
nearby. ‘ . 

a 


Ferguson in °63? 
OMETHING different in cars 
may be on the way. The late 
Harry Ferguson, one-time partner 
c: Henry Ford, used to talk about 


a people’s car that he would make 
in England with hydrostatic drive 
on all four wheels. 

The company he set up, Harry 
Ferguson Research, Ltd., in Cov- 
entry, England, is now receiving 
advanced publicity on a car that 
it is planning to bring out in 1963. 
Some of Ferguson’s ideas have 
been dropped—the car wil] not 
have hydrostatic drive and, at 
$4,000 in England, it is hardly a 
car for the masses. 

Plans call for a four-wheel drive, 
with a four-cylinder engine of 
about 90 horsepower. Presently, the 
body is of Italian styling and seats 
four to five in a four-door station 
wagon setup. 

* 


* 
Other Auto Notes 


1“ OTHER notes on the European 
auto industry, Karmann-Ghia 
has cut the price of the coupe in 
Germany from $1,875 to $1,725. The 
convertible is down from $2,062 to 
$1,900. 

British Motor Corp. will soon 


oF 





Simca's Automated Plant in France— 


Covering 160 acres at Poissy, just outside Paris, is Simca's fully automated 
factory on the banks of the Seine. With nearly five million square feet under roof, 
the plant has three major structures: An assembly building where 24 conveyors feed 
for automatic assembly and welding, a paint building and a press and stamping 
building. Chrysler Corp. officials term the paint shop “the nearest thing to a push- 
button dutomotive facility in existence.” The factory was built in 1958 on the site 
of the old Ford of France facility. It can turn out 1,500 cars daily. 





want a Mercedes-Benz 220 with fuel 
injection in Germany has been cut 
to about 24 months. Shipments are 
being made to the United States on 
a priority basis. A convertible with 
= same styling will soon be avail- 
able. 


offer a souped-up engine as an 
option on the Austin and Morris 
850. 

Peugeot may add a sports coupe, 
styled by Farina, to the 404 line 
soon. 

The waiting period for those who 
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Robert Bosch, foremost manufacturer of original equipment for 
imported cars now supplies this quick pick-rack for condensers and 
points plus a free counter rack with your initial order. For electrical 
service or products — spark plugs, ignition coils, starters, gen- 
erators, voltage regulators, horns, windshield wipers — contact 
your local Robert Bosch distributor or write direct: 


ROBERT BOSCH CORPORATION 


40-25 CRESCENT STREET 
225 SEVENTH STREET 


LONG ISLAND CITY 1, NEW YORK 
SAN FRANCISCO, CALIFORNIA 
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After Months of Turmoil... 





LAND CRUISER Import Picture Clearing in L. A. 





CAN DO ANYTHING- 





INCLUDING MAKE YOU MONEY 


Land Cruiser has more of what people want in a 4-wheel drive utility 
vehicle: Greater horsepower, amazing versatility, tougher stamina and 
genuine gas economy. That's why the Toyota Land Cruiser is easy to 
sell and brings a bigger profit to dealers. Compare the Land Cruiser 
with its competitors: 


LAND CRUISER JEEP SCOUT 
Horsepower 135 72 93 
Engine tcls. ittheaw.  istonm. 
Torque (ft. Ibs.) 217 114 135 
Max. Speed (MPH) 85 75 89 
Curb Weight (Ibs.) 3263 2274 3000 
Turning Radius (ft.) 17.0 18.0 21.5 


Land Cruiser has more pluses that help clinch sales: more rugged chas- 
sis, responsive transmission (6 forward speeds, 2 reverse), heavier 
clutch, more standard equipment, bigger fuel tank, up-to-28 MPG gas 
economy, 7 upholstered seats, hardtop and soft top models. Even with 
all these features, which make the Land Cruiser the best vehicle and 
best buy in the 4-wheel drive field, it's still competitively priced! That's 
why the Toyota Land Cruiser gives you an easy and profitable sale. 


Intensive Local Advertising. Toyota supports its dealers by supplying 
free showroom materials; magazine advertising and an intensive local- 
ized newspaper advertising campaign, all paid for by the factory. 


Get high profits from the Toyota Land Cruiser—First in the Field 


Call or write: 
TOYOTA MOTOR DISTRIBUTORS, INC. 
8701 BEVERLY BLVD., LOS ANGELES 48, CALIF. 


TOYOTA MOTOR DISTRIBUTORS TOYOTA MOTOR DISTRIBUTORS, INC. 
OF NEW JERSEY, INC. World Trade Center, Rm. 205 
231 Johnson Ave. San Francisco, California 


Newark, New Jersey 
LAND CRUISER 


TOYOTA 


SMA ea 
DAH APTI eT Ha Car 
TI MAN ete 


ectaan pheilalle 


AUTOMOBILE PHYSICAL DAMAGE 
MOBILE HOME COVERAGES 
CREDIT LIFE, DISABILITY 


Write, Wire. or Call 
JAckson 2-6277 


RESOLUTE INSURANCE COMPANIES 


Resolute Building Hartford 3, Connecticut 



























By William Carroll 
West Coast Editor 

LOS ANGELES.—Fighting com- 
pact competition, “fire sales” of 
slow lines and factory buyouts of 
local distributors have kept the 
local import picture up in the air 
since early 1961. 

Least of the import dealer’s 
troubles was selling cars. Shifts 
of importer policy, price changes, 
distributor “warehouse sales” 
and shapeless price patterns have 
the trade so upset that selling 
the unit became a tail wagging 
the dog. 

From the turmoil, two improve- 
ments have emerged. The imported- 
car business is almost wholly back 
in hands of the men who began it 
—the imported-car dealer who likes 
what he sells and intends to keep 
his door open. 

Detroit-duals are about out of the 
picture, with one or two minor ex- 
ceptions. 

* * * 

< tyros second change for the bet- 

ter has been elimination of 
marginal dealers and even more 
marginal cars. Short stocks of 
“way-out” imports have been sold; 
distributors are out of business, and 
cars are on the street or gathering 
dust on dealers’ back lots. 

Dealers remaining have sizable 
investments in location and service. 
In their plans for the future, im- 
porters mention a decent stock of 
parts and serious consideration to 
adjusting price and product to fit 
needs of the United States market. 

Proof of withdrawal of car 
sales to import dealers comes 
from the Los Angeles Dealers 
Auction. Here it is reported that, 
except for a slight early summer 
interest in roadsters, no import 
is really hot. 

Large and expensive imports 
often go for $250 to $350 under 
book, while some orphans cannot 
be sold at any price. Present auc- 
tion rules only guarantee the title. 
No other warranty is given on the 
imports. 

Used-car dealers, not being set up 
to make a business of handling im- 
ports, were badly hurt when the 
bottom dropped out. Now, they’re 
more interested in Detroit-builts, 
which they can sharpen and sell at 
a profit. 





cg * * 


OX THE other hand, import-only 
dealers say used-car business is 
good. Sedans from ’58 and ’59 are 
good merchandise, as they are 
priced well under compacts. Any- 
thing under $1,000 is hot, and a sal- 
able import under $500 is money in 
the bank. 

Some Jaguars and Merecedes are 
being held for over book, while 
roadsters in California are profit- 
able business, 

There’s a shortage of good used 
imports or, more properly, it’s 
hard for dealers to buy good used 
imports at a price which leaves 
profit on the turn. 

Larger import dealers shop do- 
mestic dealers’ lots for trades and 
will buy anything over the curb 
that looks profitable. A negative 
side to used cars fits the orphans, 
which owners can’t give away. 

The problem here is not the car, 
but the fact the owner is out of the 
market until he saves enough 
money for another down, as his 
bucket has no equity anyone wants. 

* ae + 
Pash by line, here’s how the more 
popular imported cars are act- 
ing in Los Angeles: 

AUSTIN AND AUSTIN-HEALEY: 
“Warehouse sale” sedans are prac- 
tically all gone. Availability of new 
Austin sedans will depend on a 
British Motor Corp. market evalu- 
ation. 

Austin-Healey is changing mod- 
els. Most dealers have one to show, 
none to go. Public interest is mild. 
The Sprite is still a hot item, but 
few cars are on tap for delivery, 
though most dealers are sure they 
could sell all they could get. 

The BMC local dealer group 
has shrunk a little in the last 
year, but it is expected to in- 
crease as more cars make more 
points possible. 

Borcwarp: A spokesman for Im- 
porter Earle C. Anthony, Inc., said 
“At the moment we are waiting to 
hear from the factory concerning 











the future of Borgward.” Dealers 
say flatly, “Borgward’s dead.” 

Price reductions in the $1,000 
range moved out most distributor 
stocks, but chopped used-car value 
of Borgward to the point where 
owner equities were more minus 
than money. 

* * ok 

oe FORD: Dealers say 
they have little information on 
this car. A few months ago, the 
West Coast stock of Anglias was 
cleaned up, with dealers buying for 
less than $1,000 and retailing at 
$1,295-$1,299. 

The cars moved and profits were 
good, but no local stocks are now 





New Prancing Horse— 


Latest of the V-6 engines developed in 
Europe is this Ferrari racing engine with 
an unusually wide—120-degree—angle. 
Ferrari engineers have managed to 
squeeze about 200 horsepower out of the 
91.5-cubic-inch screamer. 


New Orleans Sales 
Gaining Since May 


VW Dealers Lead Way 
In Widening Market 


By Gordon Hebert 
Staff Correspondent 


NEW ORLEANS.—The imported- 
car business in New Orleans dipped 
to its low ebb last April with only 
86 registrations, compared with the 
top month in December, 1959, when 
484 units were titled. But sales have 
been picking up since May and the 
dealers are optimistic about the 
future. 

There are only four dealers 
here handling imports exclusive- 
ly, while 11 others have imports 
on a dual basis. 

Two other exclusive import deal- 
ers, each with branch outlets, went 
by the wayside in January. The 
two dealers handled Renault, the 
closest rival to Volkswagen. At 
present there is no Renault dealer. 

The distributor in Dallas is in 
the process of setting up a Renault 
service depot here, and when this 
service outlet is established, a serv- 
ice clinic will be conducted for 
Renault owners. 

The sale of Volkswagens in this 
market has not weakened. The two 
dealers are aggressive and are 
making deliveries as fast as the 
cars are received. In recent months 
both dealers have _ established 
used-car outlets. 

The Volkswagen dealers are 
getting full profit per unit, and 
are accepting American and im- 
port tradeins. 

International Auto Sales & Serv- 
ice, Inc., here is the Volkswagen 
distributor for four states—Louisi- 
ana, Mississippi, Alabama and 
Tennessee. A spokesman said that 
since November they have put in 
five new dealers, bringing the total 
to 34, and that three dealers have 
moved to larger quarters and each 
of the three has shown an in- 
crease in business. 

The distributor conducts a serv- 
ice clinic at intervals for dealer- 
ship mechanics. 

The Mercedes-Benz dealer re- 
ports good business. He said his 
problem is to get the cars. 

The newly appointed exclusive 
dealer for the BMC line reported 
his difficulty is securing 1962 mod- 
els. His sales and service have 
shown a marked monthly improve- 
ment, he said. 

The Toyopet Tiara, introduced in 
this market late in May, has 
proven a disappointment in the 
way of sales. 








available. All Anglias must come 
from the East Coast with $1,608 
port-of-entry price. Local dealers 
claim they are not salable at that 
figure. 

FIAT: The elimination of 13 
models, a reduction in number of 
dealers and fewer cars sold is the 
Fiat story. Last year there were 
18 Fiat models; this year only 
four, with one to come. 

Price cuts have helped keep Fiat 
moving, but the booming California 
market absorbed so Many cars sev- 
eral years ago that, when the bot- 
tom dropped, Fiat fell a bit harder 
than most imports. 

About 60 dealers are reported to 
handle Fiat in California, which is 
10 percent less than last year. 

ok * * 
ILLMAN: Fewer Hillman deal- 
ers are selling more cars per 
dealer than ever before, due to 
price cuts and sales promotion ef- 
forts by Rootes. 

West Coast wholesale stocks have 
been cut to less than 200 units, most 
of which are convertibles. A special 
convertible program offers a buyer 
10,000 miles of free gasoline with 
each purchase. Hillman sedans are 
being advertised for $1,299; wagons, 
for $1,599. 

New Hillman models to come in- 
clude the Hillman Sedan, a price 
car for 1962 which combines fea- 
tures of the Deluxe and Special. A 
new Super Hillman sedan and con- 
vertible will be entirely changed. 

JAGUAR: There’s a lot of in- 
terest in Jaguar, but no cars. The 
XK-150 has been out of produc- 
tion. The Mark IX never was a 
big seller and is due to be re- 
placed in October. 

Only the 3.8 sedan and the XK-E 
can be seen, with “E” deliveries 
stretching into the distant future. 
One dealer claims 27 “E” orders, 
from one unit on his floor. Seven 
dealers have picked up Jaguar in 
the last few months. 

MG: Modest changes in recent 
years, plus strong competition, have 
forced MG to take a back seat in 
the sports-car field. The new Midget 
is just arriving, so dealers have 
little indication of how well it will 
sell against Sprite. 

* * * 
es ENZ: Germany’s 
luxury cars seem to sail right 
along, nailing a fair portion of the 
import market and producing good 
grosses for dealers. 

One dealer held a salon showing 
for three days and sold seven cars. 
M-Bs are good used-car stock for 
an import dealer, but rather cold on 
a Detroit-based lot. 

METROPOLITAN: Not an exciting 
car by any yardstick, Metropolitan 
nevertheless shows profitable ap- 
peal for working women, as a sec- 
ond car for moderate budget house- 
holds and transportation for lucky 
schoolgirls. 

Perhaps what is most helpful is 
that Rambler dealers can service 
it anywhere in the U. S. A fac- 
tory trading allowance helps local 
dealers keep units moving at. a 
pace close to that of previous 
years. 

Morris: Though a rugged little 
car with a good customer loyalty 

(Continued on Page 64, Col. 1) 


New VW Offices 
Ready This Winter 


ENGLEWOOD CLIFFS, N. J. — 
Volkswagen of America plans to 
move into its new headquarters 
here early this winter. 

The $2.5 million building will 
house Volkswagen’s executive of- 
fices together with sales, service, 
parts, personnel, financing, ship- 
ping, advertising and public rela- 
tions departments with more than 
200 employes. 

The 18-acre building site is lo- 
cated on the Palisades overlooking 
the Hudson River opposite New 
York City. The building consists of 
three wings joined by hallways. 
White quartz-faced concrete and 
grey-tinted glass dominate the ex- 
terior of the building, contrasting 
with black supporting columns. 

VOA personnel now are locat« 
in rented quarters in five differer 
office buildings in this suburban 
New Jersey community. 
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Ko O There are gentlemen farmers. Part time farmers. Armchair 


farmers. But if your life, your capital, your credit, your 
success, and your family’s future are involved 


e 
involvement 9 in the operation of a farm, you are not 
6 academic, aloof, or absent minded about farming! 
You live with your business. Your errors and omissions 
are obvious every day—to you, your wife, and your neighbors. 


| And if you are a quantity producer of corn, wheat, 
CC Ves 6 soybeans, beef, pork or milk, SuccessruL FARMING comes close 
? to being your bible. You need it to get the most out of 
every acre, every cubic foot of building, every hour of daylight, 
every dollar of investment. You need it to plan your 
production, to gauge your markets. You 
don’t just read it; you study it, file it and 
refer to it again. Because it means success 
in your business, money in the bank! 
Your wife is involved in your business, 
finds this magazine as of much interest as 
you do. And since her homemaking needs 
and problems are not those of the urban 
woman, she finds in SF aids to her work 
programs, planning, meals, entertainment, 
home furnishings and decoration. 
The medium that means more to its 
audience means more to its advertisers, gets 
better reception and response. SF has been 
meaning more to the country’s best farmers 
for fifty-eight years. And its subscribers 
are one of today’s best class markets, with 
cash farm incomes about 70% above the 
national farm average. 
If you want your advertising to sell 
something, put it in SuccessFUL FARMING. 
And ask any SF office about the selling 
opportunities in our twelve new State and 
Regional Editions. 











SuccessFUL FarMinG...D es Moines, New York, 
Chicago, Atlanta, Boston, Cleveland, Detroit, Los Angeles, 
Minneapolis, Philadelphia, St. Louis, San Francisco. 
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2 Firms Form Factory Branches 


W YORK.—Alfa Romeo, which 

for years had been represented 
in the United States by an inde- 
pendent importer and distributor, 
has organized a factory branch to 
conduct its American affairs. 

The branch, in Newark, does bus- 
iness as Alfa Romeo, Inc. 

Arturo M. Reitz, vice-president in 
charge of the branch, said Alfa 
Romeo S.p.A., the parent firm in 
Italy, had recognized the import- 
ance of the American market and 
had helped form Alfa Romeo, Inc., 
for the following purposes: 

1. To build an expanded dealer 
organization in 36 states and the 
District of Columbia. 

2.To provide technical service, 
spare parts inventory and informa- 
tion to owners. 

3. To coordinate an aggressive 
sales promotion campaign. 

4. To strengthen and develop Alfa 
Romeo owner clubs. 

* a oe 
Aum is building up its dealer 
organization and so far has ap- 





pointed 50, with an ultimate goal of 
about 200, Reitz said. 
A service training center has 
been organized a few blocks from 


Newspaper Issues 


Import Rundown 


NEW YORK.—A report on im- 
ported-car sales in the United 
States has been published in book- 
let form by the New York Times. 


Maps, charts and tabulations in 
the 20-page booklet show how many 
new imports were bought in 1960 
in every state, in major metropoli- 
tan markets and in each of the 28 
counties of the New York market. 
Registration figures for the various 
imported makes are also shown ac- 
cording to market areas. 

The booklet has been mailed to 
manufacturers, distributors and 
dealers. 





“ELF” Truck 





BC Rear Engine Bus 





DA 120 Engine 





— 





Imports vs. U. S. Makes . . . 
High, Low and Median 


Imported Cars U. S. Makes 
(’61 Models) 
the main headquarters and a No. of Makes Studied........ 57 15 
parts inventory will be carried = of oo ivcrnsssincdebusideinice putes ~ be 
at this location, Reitz said. west DD scsvscscscecsctvvestoes ‘ ‘ ‘ a, — 
Hoffman Motors, which formerly 2-dr. Sedan) 
handled Alfa Romeo affairs, will ||‘ Highest Price......................« $9,748 


continue as a distributor. 
os * * 


Bn” has also organized a fac- 
tory branch in the United 
States to attend to the BMW dealer 
organization, provide spare parts 
for the entire U.S. and handle war- 
ranty work. 

Frontek Corp., the former 
BMW representative in the U.S., 
will continue as a distributor for 
20 states. 

The new factory branch is BMW 
Automobile Parts, Inc., West New 
York, N. J. Horst H. Herbstreit, 
export manager of the parent BMW 
firm in Munich, is president. 

Gerhard K. Pilz, formerly with 
Frontek, is technical director and 
service engineer. 


their cars. 


MULTI 
STOP 


ISUZU DIESEL 


Ever Rolling in the 
Direction of Progress 
ISUZU Diesel engines have been cited 


abroad for their multi-stop driving capacity, 
extensive durability, excellent performance, 
low fuel cost and extremely low mainte- 


Advanced engineering 


nance expenses. 


techniques and skilled craftsmanship have 
boosted the international fame of Japan’s 


oldest and largest Diesel manufacturer, 


ISUZU, 


fF} ISUZU MOTORS LIMITED 


Shinagawa-ku. Tokyo, Japan Cable: “ISUZU TOKYO” 


Representative Office: 1237 South Figueroa St. 
Los Angeles 15, California 


MAIN PRODUCTS: 
BUBOGs ccs cecsesscccccnksas Capacity 12 to 51 seats. 
WOM Siaevissecixesere G.V.W. 8,500 to 31,000 Lbs. 

(4x 2,4 4, 6X 6, 6 X 4) 
Various other special purpose vehicles, such as dump 
trucks, fire engines, tank lorries, garbage trucks, etc. 
Diesel engines (52 to 230 HP) for mounting on marine 
boats, generators, industrial equipment and conversions. 


the foreign and domestic produc- 
ers differ widely in the segments 


Based on number of models in a 
given price class, the imports dom- 
inate the under-$2,000 and over- 








$15,655 p 
(Rolls-Royce Silver Cloud) (Cadillac 75 Limousine) 
$3,672 $3,062 


$2,723 
(Mercury Meteor 800 


4-dr. top) 
© 1961, Automotive News 





Import Price Cuts Crop Up 
As the Going Gets Rough 


(Continued from Page 30) 


$4,500 fields. The domestics are 
strongest in the $2,000-$3,000 group, 


of the market at which they aim | With 60 percent of their offerings 


in that range. 
The breakdown follows: 


No. of Models in Price Class 


U. 8, Cars 


rts 
No, Pet, No. Pet. 


Under $2,000 78 3L7 13 5.0 
$2,001-$3,000 62 25.2 157 60.4 
$3,001-$4,500 44 17.9 63 24.2 
Over $4,500 62 25.2 27 104 


246 100.0 260 100.0 


The imports have 56 models 
priced below the least expensive 
U.S. unit, and they also have 17 
that cost more than the $9,748 
Cadillac 75 limousine, Aston Mar- 
tin, Ferrari, Mercedes-Benz 300, 
Rolls-Royce and Bentley account 
for the bulk of these models. 

- - * 


7 highest-priced model includ- 
ed in the study was the Rolls- 
Royce Silver Cloud sedan, which 
carries a $15,655 sticker. Rolls and 
Bentley also offer custom-built 
models which run as high as $30,000. 

Throughout their tenure in this 
country, many of the imports have 
compiled a remarkable record of 
price stability. 

A table accompanying this article 
shows the 1957 and 1961 East Coast 
prices of 15 representative models. 

Two of them—Saab and Opel 
—are priced the same as in 1957, 
while Renault, Fiat, Hillman and 
Morris are less expensive than 
they were four years ago. Seven 
others have risen less than 5 per- 
cent during the period. 

By comparison, there has been a 
13 percent increase on the lowest- 
priced Ford-Chevrolet-Plymouth 
standard-sized four-door sedans 
since 1957, despite the fact that the 
three manufacturers have pretty 
well held the line on prices during 
the last two years. 





Lucas Electrical 
Opens New Branch 


In Baltimore 


NEW YORK.—Continuing its ex- 
pansion in the United States, Lucas 
Electrical Services has located its 
newest factory branch at 7114 
Commercial Ave., Baltimore. 

The modern, brick and glass 
building is air conditioned and con- 
tains 7,000 square feet. Edwin Swe- 
delson has been appointed manager 
of the Baltimore branch. 

Lucas’ parent company is Joseph 
Lucas, Ltd., Birmingham, England, 
manufacturers of original equip- 
ment for such British cars as the 
Austin, Austin-Healey, Bentley, 
English Ford, Hillman, Jaguar, 
Metropolitan, Morris, MG, Rolls- 
Royce, Rover, Sunbeam, Triumph 
and Vauxhall and other European 
cars including Volvo, Fiat, Simca 
and Citroen. 

Now warehoused in Baltimore, 
the more than 12,000 different items 
for these cars include starters, gen- 
erators, regulators, horns, wind- 
shield wipers, batteries, coils and 
distributors, as well as Girling 
brakes and shock absorbers. 

Lucas also has factory branches 
in New York (Lucas’ U.S. head- 
quarters), Los Angeles, San Fran- 
cisco, Seattle, Houston, Denver, 
Jacksonville, Chicago, Boston and 
Englewood, N. J. 
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Wilkie Views... 


The Outlook for Imports 


By DAVID J. WILKIE 


AMERICAN MOTORISTS like 
smal] automobiles but relatively 
few like the austerity that goes 
with the lowest priced models. , 

This has been demonstrated in 
the car buyers’ 
reaction in 1961 
to smaller Ameri- 
can-made cars 
and their foreign- 
built counter- 
parts. 

The United 
States auto mar- 
ket left much to 
be desired in all 
price classes in 
: SaaS the 1961 model 
David J. Wilkie year, but the pic- 
ture would have been considerably 
less attractive from the American 
automakers’ viewpoint had they not 
taken an increased sales volume 
from the foreign manufacturers. 

The reason the U.S, producers 
captured this extra volume from 
makers abroad is that American 
motorists want more refinement 
in their cars—a refinement they 
do not believe is available in 
most of the smaller vehicles im- 
ported into the United States. 

One of the anomalies of this sit- 
uation, said one industry leader re- 
cently, is that the American car 








Imports on Road 
Hit 2 Million, 
Begin to Age 


(Continued from Page 27) 


ginning to age, the junking ratio 
is constantly increasing. 
* * * 
ie THE first half of this year, for 
example, the number of imports 
taken out of use was 43.3 percent 


as great as total new registrations} 


in that period. 

During last year, junking 
amounted to only 12.2 percent of 
the new-car registrations. 

Conceivably, should new-import 
registrations some time in the next 
few years drop to 300,000 units a 
year (the consensus is that it 
should level off at about 400,000) 
the total number of imports in use 
could remain constant or even de- 
cline slightly from year to year. 

* a * 


EALERS interested in accent- 
ing service and parts business 
on imports should note that more 
than 1% million imports—or more 
than half of all units in operation— 
are now more than two years old. 
At the start of this year, there 
were only 800,000 in this category. 

With the bulk of the import 
population beginning to age, the 
potential for service and parts 
sales, of course, rises tremen- 
dously. 

The real gain in service and 
tradein-sale potential comes among 
the cars that are three years old 
and older. As of July 1, there were 
826,077 such imports in this age 
group. This is nearly double the 
420,351 imports of this vintage be- 
ing used as of last Jan. 1. 

Of all imported autos on the road 
at the census date, 187,833 were 
61s; 484,873 were 60s; 568,458 were 
59s; 341,799 were ’58s; 180,073 were 
57s, and 204,205 were older units, 
46s through ’56s. 

* * * 

N THIS compilation, “model 

year” igs equated to calendar 
year, since few imports operate on 
a model-year basis such as the do- 
mestic industry practices. 

In fact, some makes sold in 
1961 were imported 12 to 18 
months earlier, in 1960 and late 
1959. They were sold, however, as 
new models, 


AUTOMOTIVE News’ estimates on 


the number of imports in operation 
are based on registration figures; 
U. S. Department of Commerce sta- 
tistics on imports of used cars; re- 
ports from factory branches, dis- 
tributors, and other informed 
Sources. 








buyer will haggle about the price 
of the new U.S.-built small car, 
and about the allowance offered on 
his tradein vehicle, and then load 
it with all the extra-cost options 
available. 

* * * 

THE SMALLER automobile 
again will be a major factor in 
the U.S. market next year. It ap- 
pears now that with several addi- 
tions to their lines of smaller mod- 
els in prospect, the U.S. makers 
will take more sales from the for- 
eign makers. With some so-called 
“senior compacts” among the ex- 
pected additional smaller models, 
they probably will also take addi- 
tional volume from the market nor- 
mally served by their own standard 
size models. 

And about the time they begin 
to cut more deeply into the mar- 
ket for standard size models the 
so-called “compact” model will 
have been lengthened and widen- 
ed a few inches. It will no longer 


truthfully belong in the “small” 
car classification. 

This will happen, says Harlow H. 
Curtice, retired General Motors 
president, when major retooling is 
undertaken on the present group of 
smaller wheelbase cars. 

Curtice, like many other General 
Motors authorities, declines to ac- 
cept the term “compact.” “There 
are ‘smaller’ cars, yes,” he says, 
“but they are no more ‘compact’ 
than the average automobile.” 

Curtice adds that when retooling 
increases the overall size of today’s 
smaller cars, “we start all over 
again with another round of new 
smaller vehicles.” He did not ven- 
ture a guess as to just when that 
may happen. His remark, however, 
suggested the thought that every 
carmaker already has new smaller 
vehicles in the making and when 
these are ready for the assembly 
line retooling will get under way on 
the present Buick Specials, Olds- 
mobile F-85s, Pontiac Tempests, 
Chevrolet Corvairs and others. 

Delaying major retooling and 
major engineering changes, of 
course, helps in the effort to main- 
tain current list prices for the 
smaller lines of cars. 

, * * * 


OF THE MANY foreign car mak- 








Keep Cars Ready to Go, 


Dealer Thomas Advises 

LONG BEACH, Calif. — Dave 
Thomas, Dave Thomas Motors 
(Triumph), here, attributes much 
of his sales success with imports 
to his ready-to-go policy. 

Thomas maintains 25 TR-3s 
fully prepared and 14 of these are 
in his showroom all the time. 
When a deal is made, the buyer 
gets immediate delivery. Thomas 
also carries a full stock of other 
cars in the Triumph line. During 
the eight years that Thomas has 
handled Triumph, he has con- 
sistently ranked among the top 
50 Standard-Triumph dealers in 
the United States. 


(ane A 


ers shipping vehicles into this 
country, only Volkswagen appears 
to be successfully meeting the chal- 
lenge of United States small car 
producers. It is the only foreign 
maker reporting increased sales in 
the American market. 

Indications are that sales of 
imported cars in the U. S. market 
this year will total approximately 


400,000 units. That would compare 
with almost 499,000 last year and 
@ record 614,131 in 1959. The rec- 
ord was made before U. S. mak- 
ers got their smaller cars into 
the market places. 

Nobody close to the automobile 
merchandising scene is disposed to 
suggest that the market for import- 
ed cars is going to flatten out dis- 
astrously. There are many, how- 
ever, who believe total annual sales 
of imported cars in this country 
will level off at somewhere around 
400,000 units. 

Oddly enough, many industry au- 
thorities used that figure as the 
probably annual import total when 
foreign-built cars first appeared in 
the American market on a volume 
scale. They said interest in import- 
ed vehicles would push the total up 
to around 600,000 and then level off 
at 400,000. 

Even with a broader variety of 
small American-built cars in the 
offing that figure still is being used 
quite generally in the effort to ap- 
praise the American market for im- 
ported vehicles. And there doesn’t 
appear to be much doubt among 
the experts that Volkswagen will 
hold its leadership among the im- 
port sales in this country for some 
time to come, 





Now—from G-N Engine Parts... 


FOREIGN CAR 
ENGINE 
a Na 





A COMPLETE ONE-STOP SOURCE FOR 
AUTOMOTIVE WHOLESALERS AND 


ENGINE REBUILDERS 


Simplify your engine parts replacement and motor overhaul 
on foreign made cars by depending on Superior-Arrowhead 
parts from the G-N Engine Parts Division. 
Arrowhead is the most complete line of foreign car engine 


parts available from one source. 


From the little Goggomobil to the luxurious Rolls Royce— 
replacement engine parts for all popular import cars are 
available through Superior-Arrowhead—White Machine 
warehouses strategically located across the country. 


Need domestic automotive and heavy engine parts? G-N 
Engine Parts Division has them too. The Division is the 
nation’s largest manufacturer of heavy-duty 

and specialized engine parts. 


Get our new Foreign 
Car Engine Parts 
Catalog—FREE 





WRITE... 





Superior- 





ENGINE PARTS DIVISION 
GOULD-NATIONAL BATTERIES, INC. 


Saint Paul 1, Minnesota 


Superior-Arrowhead is a trademark of Gould-National Batteries, Inc. 





These 
Superior-Arrowhead 
Foreign Car Parts 
are available: 


PISTONS e PINS 
PISTON RINGS 
CYLINDER SLEEVES 
SLEEVE ASSEMBLIES 
VALVES 
VALVE GUIDES 
SPRINGS AND KEYS 
ENGINE BEARINGS 
BUSHINGS 
THRUST WASHERS 
Distributed from 


WHITE MACHINE WORKS 
Eau Claire, Wisconsin 





In addition to the DOWGARD Coolant installed for service customers, Mr. Christensen says, about half of 
the new cars sold by Park Main Motors this year were equipped with DOWGARD at the customers’ request. 


YEAR ER 
RR SH S, 
ria 


Clarence Christensen (right) parts manager of Park Main Motors checks out another order of 
DOWGARD to the dealership’s service manager. Christensen, aveteran in the automotive business, 
regards DOWGARD Coolant as ‘‘one of the major advancements in the automotive industry 
because it provides year ‘round cooling system protection never before available at any price.’’ 


Park Main Motors service personnel say that ‘‘DOWGARD Coolant has 
put a stop to complaints about all sorts of cooling system troubles.” 









“DOWGARD has outsold antifreeze / to 1 


in the 9 months we ve had it!” 


Park Ridge (Ill.) dealer says DOWGARD Coolant provides 
protection never available before; reports “clear profit” of “400 


*“DOWGARD® Full-Fill® Coolant has not only added mate- 
rially to our stature and reputation as a dealer... but 
has earned us a clear profit of $400 in sales alone in the 
nine months we’ve handled it.” 





That’s the comment of Clarence Christensen, parts 
manager of Park Main Motors, Inc., of Park Ridge, Ill. 
And he adds: “Since August 31, 1960, when we made 
our first DowGARD Coolant sale, we’ve sold 464 gallons 


and 276 quarts of DowGARD compared to only 
60 gallons and 55 quarts of antifreeze.” 


Mr. Christensen says, “Customers of Park Main 
Motors have nothing 
but praise for DOWGARD 
Coolant. Typical com- 
mentsare: ‘First [noticed 
that my car runs better 
in winter with DOWGARD,’ 
‘My car warms up faster 
—the heater works in 
three blocks of driving, 
not six,’ and ‘I’ve no- 
ticed my car runs better 
in warm weather, too.’”’ 


You'll profit in hard cash 
and customer satis- 
faction when you stock 
and sell the modern en- 
gine coolant for modern cars—DowGaRD! The five 
reasons listed below show why! 





DowGARD has advantages antifreeze just can’t offer! 


States in which DowGarRD Coolant has been 


YEAR "ROUND 
COOLING SYSTEM 
FLUID 


$2.25 PER GALLON 


SUGGESTED RETAIL PRICE 


1 Prevents rust in new cars, stops rust in older 
cars. Engine runs a bit warmer for greater 
engine efficiency. These features mean less 
engine wear and tear, gas and oil savings, 
longer engine life. 

2 More customer satisfaction. Owners every- 
where report less leakage, because DOWGARD 
operates at lower pressure in the system. 


3 Dow guarantees for two full years to repair 
any damage to the engine or cooling system, 
caused by freezing of the coolant, in any 
vehicle anywhere in the continental United 





properly installed. 


4 Guaranteed* two years, and costs less per 
year than antifreeze, even with nominal 
installation charges! 
5 More profitable because: 

Sold through service dealers. 

Higher profit margin. 


Proper installation sells more cooling 
system parts. 
Sell it all year ’round. 


*Unconditionally guaranteed by Dow against loss of coolant for 24 months or 24,000 miles, when properly installed by a service dealer in 1958 and newer cars and 
inspected every six months. Loss in first 6 months (or 6,000 miles) replacement is free; 6 to 18 months (6,000 to 18,000 miles)—costs customer 50% of retail 
price; 18 to 24 months (18,000 to 24,000 miles)—costs customer 75% of retail price. Reimbursement to dealer is handled by the jobber for DowGarD Products. 


DOWGAR J) - 1 2ow cuzmicat company <> 
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After Summer Pickup... 





Sales Gains Awaited 
By Milwaukee Dealers 


By Benn Ollman 
Staff Correspondent 
ILWAUKEE.—Import-car sales 
are showing improvement in 
Milwaukee after a spotty first half 
of this year. Dealers are confident 
that a general pickup is near. 

Midsummer reports show im- 

port sales a little stronger than 

@ year ago. But a year ago, deal- 
ers recall, they absorbed a sharp 

beating from the domestic com- 
pacts. 

Sales of roadsters are up; pas- 
senger cars have not been faring 
as well. 

What gets the credit for the gen- 
erally improved picture? 

* * * 
? AT’S hard to pinpoint,” says 
Russ Arndorfer, Pabst Motors 
sales boss. “We haven’t been doing 
anything new or startling to bring 
in more customers. Our sales of 





How big is this Philadelphia where nearly everybody reads The Bulletin? 


Mercedes-Benz and Fiat are up at 


least 10 percent over a year ago.” 
Abe Malofsky, Wisconsin Auto 

Sales, attributes his firm’s im- 

proved picture to two factors: 

(1) “We have maintained our ad- 

vertising and promotional ex- 
penditures at the same level as 

@ year ago, and (2) A lot of 
people have begun to feel that the 
American compacts don’t quite 
fill the bill. So now they are turn- 
ing back to imports.” 

As proof of his confident out- 
look, Richard Vogel, Milrace Mo- 
tors, Ltd., has opened a branch sales 
and service center for imports in 
Milwaukee. Vogel, until now, has 
operated his dealership in nearby 
Thiensville, Wis. 

* * * 
OLKSWAGEN sales have been 
“as hot as ever,” claims Sam 

La Conte, sales manager, Concours 


Motors. A backlog of two months 
on new-car deliveries exists here, 
he says, A year ago, the backlog 
stretched out to four months. 
Profits have been affected, but 
not seriously. Wheeling and deal- 
ing — something new for import 
dealers here—has become a 
steady feature of the business. 


But it is limited almost entirely, 


to the sedan models; sports cars, 
both new and used, continue to lead 
the sales derby. 

Service has become a major 
source of revenue for import deal- 
ers. Imports on the road are get- 





‘A °38 Sunbeam Exhaust? 
One Moment, Please . . .” 


HACKENSACK, N. J.—Spreen’s 
Motor Sales, a middle-sized deal- 
ership here handling Rootes lines, 
is justly proud of its parts and 
service operation. 

Spreen’s stocks thousands of 
parts and recently replaced an 
exhaust system on a 1938 Sun- 
beam-Talbot with original equip- 
ment. 





View in Montgomery County, Pennsylvania—one of Greater Philadelphia’s fourteen counties. 





ting older and require more atten- 
tion. The big problem, say dealers, 
is obtaining space to handle the 
work and trained mechanics to turn 
the jobs out. 
ca ok * 

ae recently acquired 

new headquarters which pro- 
vides three times as much shop 
space as its old plant. In the old 
building, only six stalls were avail- 
able for repair work; the new 
building provides 18 stalls, plus 12 
hoists. 

“We have tripled our service 
volume in the past year,” says 
La Conte. 

According to Arndorfer, “Our 
service department is busy every 
day. We’re getting as much as we 
can handle.” 

Says Vogel, “Our primary pur- 
pose in opening up in Milwaukee 
was to get more space for the serv- 
ice department. Our service volume 
is growing at a terrific rate.” 

Summarizing, dealers are agreed 
that the smaller import cars are 
headed for a brighter future. The 
higher priced imports, however, can 
continue to expect stern competi- 
tion from American compacts. 





Thirteen miles to center city. 
Here, along the Schuylkill, Alan Wood Steel Company and Lee Tires, and many others, have contributed to the county’s 46% 
population growth since 1950. The Bulletin is No. 1 in circulation in Montgomery County, No. 1 for the entire fourteen-county area. 





Greater Philadelphia is the only way to 
describe Philadelphia today—a land 
mass of 5909 square miles. 


Just to drive across it, you'll need a 
tankful of gas and time on your hands. 


Yet to reach its ballooning and dis- 
persing population—tap its buying energy 
—you'll need exactly the same newspaper 
you've always needed. 

The Evening Bulletin (total circulation 
720,794*) is pre-eminent, as always, in 
all ABC areas, from the farthermost 
suburbs to the very hub of the city. 

Let us describe The Bulletin’s relation- 
ship to Greater Philadelphia in detail, 


* ABC 6-mo., ending 3/31/61 


TtABC 12-mo., ending 9/30/60 


beginning with the outermost area and 
working our way inward. 

First come the famous fourteen coun- 
ties—the suburbs near and far plus the 
city proper—listed by ABC as the City 
and Retail Trading Zone; this is Greater 
Philadelphia. 1,548,229 households re- 
side here. The Bulletin is No.1 in this 
all-important area with a circulation of 
704,797*. 

Next is the eight-county area—Phila- 
delphia County and seven adjacent sub- 
urban counties; this is called Metropolitan 
Philadelphia. There are 1,266,429 house- 
holds in this area, and The Bulletin is 
No.1 with its circulation of 649,460f. 


Lastly we have the ‘‘eye’’ of Philadel- 
phia, defined by ABC as the City Zone. 
The population is 693,158 households 
and The Bulletin again is No.1 with a 
circulation here of 445,521*. 

The geography of Philadelphia, the face 
of its map, is changing. There is a vast 
influx and shifting of population—hustle 
and activity at every turn. 

In newspaper reading habits the in- 
habitants are flatteringly loyal. The Bulle- 
tin continues to be No. 1 newspaper and 
buying guide in all ABC categories. 

Today, as for fifty-six years— 

In Philadelphia nearly everybody reads 
The Bulletin. 


Member Million Market Newspapers, Inc./Member Metropolitan Sunday Newspapers, Inc. 








Miami Imports 
Stage Comeback 


10 Pet. Market Slice 


Encourages Dealers 
By Trescott Goode 


Staff Correspondent 


MIAMI.—This year has been the 
start of a “comeback” market for 
imported cars in the Dade County 
(Miami) area, if one looks beyond 
the actual registration figures 
which still show a disappointing 
loss for the first seven months 
when compared with the 1969 
period. 

But the imports are beginning 
to stabilize at about 10 percent 
penetration, and dealers them- 
selves are exceptionally optimis- 
tic. 

With the influx of some _ 65,000 
Cuban refugees, a poor tourist 
year, record unemployment and 
construction at a new low, Miami 
has been designated as a distressed 
area, and the auto business has 
suffered tremendously, both in do- 
mestic and the import field. 

Despite these abnormal condi- 

tions, a few imported makes have 
actually increased sales; a dozen 
or more “fringe” dealerships 
(those who never sold more than 
five or six cars a year) have dis- 
appeared, and within the last four 
months new imported-car fran- 
chises have been issued to more 
financially stable dealers, 

As a whole, import dealers here 
are highly optimistic. None expects 
volume business, but most think 
the imports will capture 10 to 12 
percent of the market, which shows 
signs of returning to normal. 

In 1959, Miami was one of the 
best import areas in the nation. 
In that year, one out of every 
five cars sold here was an im- 
port. Then came the compacts, 
plus a severe setback in the econ- 
omy. The imports suffered the 
most, principally due to the drop 
in sales of English Ford and 
Renault, with all the others 
showing lesser losses. 

Today, Charles Grentner, a 
Simca and Mercedes-Benz dealer 
who recently returned from a visit 
to the Mercedes factory in Ger- 
many, says, “We don’t expect to 
do a real volume business with our 
imports, but there is a substantial 
demand for our cars. 

“The used-import market now is 
much better; our grosses are satis- 
factory, and I look for a good 
year ahead.” 

Luby Rambler Motors has re- 
cently acquired the sole distribu- 
torship of Renault in Miami. Eli 
Crespi, general manager, comment- 
ed, “We now have a new pro- 
cedure in servicing new Renaults 
which is bound to be more satis- 
factory. 

“Profits are good. We don’t ex- 
pect high volume, but Renault will 
surely come back among the lead- 
ers in Dade County.” In 1960, Re- 
nault registered 246 the first seven 
months, compared with 65 this 
year. 

Volkswagen has been the bright- 
est spot in the import field, jump- 
ing from 644 sales during the first 
seven months in 1960 to 898 this 
year. 

Harry Reeder, general manager 
for Hialeah Springs Volkswagen, 
says “We have been getting full 
gross thus far and expect business 
to improve. There’s little doubt that 
the Ford and Chevrolet compact 
trucks have hurt us some, espe- 
cially with discounts, so we may 
be forced to become competitive 
in the commercials.” 

John Groom, general manager of 
Frankie Watts Waco Salon, han- 
dling Rolls-Royce, Jaguar and the 
BMC line, claims there will be a 
scarcity of imported cars before 
long. He said Jaguars are already 
hard to get and there is a five- 
month wait on some models. 

“Business with us is good,” 
said Groom. “There will always 
be a demand for sports cars and 
those in the BMC line. Maybe 
not a volume business, but there 
are always a substantial number 
of motorists wedded to the small 
foreign cars. 

Charles Stuart Motors, an Auto 
Row veteran, handling Lancia, Alfa 
Romeo and Citroen, has. recently 
taken on DB (Dutch-Bonnett 
Stuart is a sports-car enthusiast. 
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_ For the economy market _ 


‘ 





~ HILLMAN MINX 


The compact, economy car with snob appeal. One 
of the best known “foreign” car names in the 
market. The Hillman enjoys a great competitive 
edge because it’s the only imported 4-door eco- 
nomy sedan with fully automatic transmission 
for under $2000. (The unique Hillman converti- 
ble has no competition!) And coming soon...two 
new Hillman models...a new higher-powered 
1600 Minx with deluxe interior...and a brand 
new Super Minx completely restyled inside and 
out. Write for complete information. We are sure 
you will agree it’s the most exciting new entry 
in its field in years! 


All this plus new service, parts and 12 





ROOTES 


For the fun market 


SUNBEAM ALPINE 


No need to tell you about the run-away success of this spec- 
tacular sports car. Dealers sell them as fast as we can deliver. 
Unique styling, creature comforts (like roll-up windows) 
and a breathtaking track record have made it the hottest 
fun car in America today. The big news is that production 
capacity has been vastly increased to help meet the unprece- 
dented demand. Rootes dealers can expect bigger than ever 
Alpine sales and profits this Fall and Winter through a hard- 
hitting advertising campaign stressing the Alpine’s unique 
“cold weather” advantages over its competition. 


Overseas Delivery Plan on all 3, promoted in Rootes national 
advertising, gives Rootes dealers extra profits with no expense. 





tee 


THE HUMBER 


This is England’s elegantly designed, moderately 
priced luxury car that has found a big and grow- 
ing market in America among people who want 
luxury without ostentation. Tastefully styled, 
richly appointed, magnificently engineered, it 
offers high-priced limousine comfort in slightly 
larger than compact size. Introductory advertis- 
ing results indicate a tremendous reception for 
this distinctive car. At $4295 (all Ports of Entry) 
complete with automatic transmission and all 
power and safety group extras except radio and 
air conditioner—it has this great new market 
practically all to itself. 





month warranty 


policy and aggressive new advertising makes the 


Rootes franchise more valuable than ever before 


ry 


For information about available Rootes Dealerships write Mr. C. R. Melton, Rootes Motors, Inc., 42-32 21st Street, Long Island City 1, New York or Mr. Ian Garrad, 
Rootes Motors, Inc., 9880 West Pico Blvd., Los Angeles, California. & A better buy because it’s better built by ROOTES, makers of Hillman/Sunbeam/Singer/ Humber. 
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Captives Hard Hit... 
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Import Dealerships 
Reduced to 12,540 


(Continued from Page 1) 


dealerships accounted for fewer 
than 6,800 import sales during the 
first six months of this year—a 70 
percent decline from a year ago. 

Importation of both makes ceased 
more than six months ago. Observ- 
ers feel that a big reduction in the 
Opel-Vauxhall dealer total is im- 
minent. 

Sales of other captives also 
have plummeted, English Ford 
dropped 61 percent in the first 
six months of this year; Simca 
fell 50 percent, and Metropolitan 
slipped 34 percent. 

Taunus is already dead, although 
Ford Motor Co. says there were 139 
franchises in effect on July 1. The 
car hasn’t been imported in more 
than a year. 

Healthiest of the captives is Mer- 
cedes-Benz. The Studebaker import 
suffered a 16 percent sales decline 
in the first half, but auto men agree 
that Mercedes has won a place in 
the U.S. market. 

* * * 


— only captive to increase its 
sales this year has been DKW, 
a low-volume make (200-plus 


Imported-Car 
Franchises in U. S. 











July 1, Jan. 1, 

1961 1961* 

MIEN: Sis ctvssescossensccses 9,992 10,066 

Arnolt-Bristol ............ 6 8 

Aston-Martin ............ 19 19 

NS Sais 2. csnciccsponseases 566 38575 

Austin-Healey .... 567-5575 
Bentley 


Berkeley .... 
Daimler 





Vespa 





Toyopet 
DUTCH 


SRRKSSESSSSTESE, 





70 








Total Franchises ....19,101 19,523 


*—Revised. 
+—Figures not available. 
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monthly), that also is distributed 
by Studebaker’s subsidiary, Mer- 
cedes-Benz Sales, Inc. 

Another vulnerable spot, as far 
as franchise totals are concerned, 
is the lengthy list of fringe imports 
—the cars that haven’t made the 
grade in the U.S. market. 

The current Automotive News 
census includes 56 nameplates. 
Only 23 of them registered over 
1,000 cars in the first six months 
of this year. Many of the others 
will find it increasingly difficult 
to attract or hold dealers. 

Recognizing the importance of 
their distribution network, many of 
the stronger independent imports 
are adopting dealer-assistance pro- 
grams patterned after those used 
by American manufacturers. 

They are offering aid in business 
management, used-car merchandis- 
ing and service training. They are 
also striving for greater parts avail- 
ability, realizing that a car out of 
action for lack of parts is a mighty 
poor advertisement for the line. 

* * & 
A§ MENTIONED above, the im- 
port-only dealerships (those 
handling no American makes) 
gained ground during the first six 
months of this year. 

The July 1 census found 1,001 
import exclusives and 1,404 stocking 
two or more makes, a total of 2.405. 
The corresponding figures for Jan. 
1 were 952 exclusives and 1,415 
multiples, a total of 2,367. 

Volkswagen accounts for an es- 
timated 450 of the exclusives. 
Most of VW’s other dealers are 
dualled with Porsche. Renault has 
104 exclusives and another 270 
outlets that handle only Renault 
and its sister make, Peugeot. Fiat 
has 87 one-liners. 

Most imported makes do not have 
sufficient volume to sustain a large 
corps of exclusive outlets. Their 
dealers prefer the dualling route, 
with anywhere from two to a dozen 
lines under one roof. 

One import executive believes 
that exclusives are quickly becom- 
ing a thing of the past. He is David 
Beesley, sales manager of Volvo 
Distributing, Inc., Eastern distribu- 
tor of the Swedish car. 

* * 7 


—= increased costs, increased 
competition and a steady but 
limited volume,” Beesley said, “even 
the largest exclusive-franchise im- 
port dealer is going to find it dif- 
ficult to maintain satisfactory prof- 
it levels without supplementing his 
business. 

“The domestic dealers who add 
import lines and those import deal- 
ers who become specialists by ad- 
ding other noncompetitive import 
lines will provide the base for the 
imported-car dealership organiza- 
tion in the future.” 

Another Volvo official, Sam C. 
Mitchell, general manager of 
Volvo Western Distributing, 

claims there is a strong revival 
of interest in imports among do- 
mestic-car dealers. 

“In our current sales contest,” 
Mitchell said, “the five leading deal- 
ers are domestic-car retailers who 
have Volvo as their only import 
line. Our best Volvo dealers on the 
West Coast are those who handle 
a maximum of two lines—a domes- 
tic with Volvo or another import 
with Volvo.” 

The latest Automotive News cen- 
sus found that there is one dealer- 
ship selling imported cars for every 
2.52 handling domestic makes. The 
ratio is virtually unchanged from 
Jan. 1. 

On Jan. 1, 1957, at the dawn of 
the import boom, there was one 
import deal for-every 13 domestics. 

The imported-car franchise total 
was 19,101 on July 1 of this year, 
compared with 19,523 on Jan. 1 and 
20,833 on July 1, 1960. 


Fire Destroys Pontiac Deal 


RIDGEFIELD, Wash—H. W. 
Patee Pontiac was destroyed by 
fire of undetermined origin, which 
caused damaged estimated at about 
$50,000. Heavy equipment and sev- 
eral cars in the repair shop were 
saved, said H. W. Patee, owner. 





































Promotion Pulls Customers into the Wilds— 


It wasn't pennies from heaven, but ping-pong balls from a helicopter that had 
Boston-area residents streaming cross-country. The bouncy promotion was staged by 
Saab dealers in the area on eight occasions and was pronounced a “tremendous, 
fantastic success." Fifty thousand numbered balls fluttered down from the chopper 
in each drop. A day later, winning numbers were announced via radio. Grand 


prize was a Saab sedan. 





Texas VW Deal Finds... 





Professional 


By C. Thomas 
Staff Correspondent 

EL PASO, Tex.—“Our policy is to 
keep our selling on a professional 
level,” said Jim Kuper, who with 
his brother, George, owns and oper- 
ates European Motors (Volkswag- 
en-Porsche). 

Obviously, the aim here is to 
turn prospective buyers into satis- 
fied customers, rather than just 
make a sale. 

“We will risk losing a sale before 
we will put a customer in a unit 
that is not best suited to their 
needs,” said Jim Kuper. “For ex- 
ample, we don’t hesitate to tell our 
prospects that a Volkswagen is not 
the suitable family car... provid- 
ing more than four persons (re- 
gardless of age) are to ride at one 
time. 

“We don’t let the customer dis- 
cover this for himself after he has 
become an owner. Yet, 30 percent 
of the units we sell are used as 
family cars. 

“Naturally a motorist is not going 
to be happy with a car that doesn’t 
fit his needs: The first reaction is to 
swap it off, even if it means taking 
a licking. Too, there is the adverse 
word-of-mouth advertising that ac- 
companies it. 

“We sold and delivered 31 new 
units in July through the 27th,” 
Kuper continued. “We are flat 
out of sedans. And for the last 
three weeks, we have been out of 
Karmann-Ghias.” 

“Four of the 31 sales were for 
cash and with no tradein. Eight 
were with trade, the balance cash. 

“A tradein isn’t worth a dime 
more allowance than its face value. 
The proposed tradein is driven 
around to a few used-car dealers 
for their best bid. The top bid de- 
termines the full amount of the 
allowance. 

“When we trade,” said Kuper, “we 
know exactly how we are going to 
dispose of that unit. Our decision 
is final. In our opinion, half the 
trouble in our industry is due to 
dealers who can’t make a decision 
and stay with it.” 

European Motors is unfavorably 
located, as far as being in a posi- 
tion to merchandise its used 
units. The policy is to operate en 
a 15-day turn. 

“The bulk of our trades are for 





Dealer Totals 


The number of imported-car dealerships 
in the U. S., 1957 to 1961: 
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Selling Pays 


55s, and under,” Kuper said. 

Accepting the new buyer’s word 
for it, VWs are not being bought 
so much for their economy as for 
their reputation for workmanship. 

It’s not unusual for a Volkswag- 
en in the shop to have 50,000-60,000 
miles on it with the original rubber. 
There was one in the shop with 
180,00 miles on it and reputedly still 
wearing the original tires. 

“Information of this nature gets 
around,” said Kuper. “We don’t 
have to mention it in our sales 
presentation. Common knowledge 

becomes monotonous when it’s re- 
told and retold.” 

Don’t think this dealership 
doesn’t attract its share of sharp 
shoppers. It does. One customer 
came in looking for a “deal.” His 
1960 Ford was only worth $1,600, 
according to the highest bid. This 
allowance against the list price of 
the Volkswagen wasn’t agreeable 
.,. and the prospect exclaimed: “No 

go.” 

The prospect, four months later, 
admitted to Kuper that he’d been 
waiting all this time to be ap- 
proached and offered a better deal. 
He was determined he wasn’t going 
to pay a cent more than anyone 
else. He had been taken before. 
“Paid a hundred dollars more for 
the same model than a friend paid 
and from the same dealer,” he told 
Kuper. 

This one price to all—with no 
negotiated prices—has placed Euro- 
pean Motors in an enviable position. 
It has stabilized the prices of used 
Volkswagens. 

A cash customer gets no better 
deal than one buying on credit. 
“We sell 50 percent of our paper 
nonrecourse. If a customer is 
buying his third or fourth new 
car from us, we might include 
an undercoat ($18.50). Again, and 
more often, we will throw in a 
side mirror ($5). 

At the time of the sale and deliv- 
ery, the customer is thoroughly sold 
on the importance of preventive 
maintenance. Because of it, cus- 
tomers do bring their cars in for 
periodic checks and necessary serv- 
ice. 

“Our shop, with parts sales, is 
averaging 70 percent absorption,” 
Kuper said. “Parts inventory is 
right at $25,000. Every job going 
through our shop, regardless of how 
minor, gets a free wash job. This, 
plus service, pleases the customers, 
and a clean Volkswagen on the 
streets is one of our best advertise- 
ments.” 

In regard to getting delivery on 
new units, as long as the car’s done 
in a light color, there’s no trouble. 
Maybe, the customer would prefer 
light grey, but he-can settle for 
any other light color available. 

“But a customer having decided 
on black will wait three to four 
months for delivery,” Kuper con- 
cluded. 

Jim and George will soon be in 
their new $200,000 dealership. 





New York Market 


Mimics Domestics 


Alpine, Peugeot 404 
Called Hot Items 


By Ed Brown 
Staff Correspondent 


NEW YORK.—As one top import 
official recently stated, “The im- 
port business is no longer unique 
in its reaction to domestic fluctu- 
ations of the market. We can no 
longer hold ourselves aloof from 
the market trends and smile while 
the domestic market slides along 
its Merry way. Today, whatever 
happens to the domestic market 
has in some shape or other algo 
had its effect on the import auto- 
mobile.” 

And this just about capsules the 
import market in this area, with 
the usual one or two exceptions 
to the rule. 

Imports are experiencing a 
market which is similar in al- 
most all respects to the domestic 
market at this time. The fact 
that dealers in domestic automo- 
biles do not anticipate a cleanup 
problem has kept importers who 
have found their business slow- 
ing up in the past several weeks 
from becoming panicky. They 
anticipate that the market will 
keep moving. 

The tension in Western Europe 
over Berlin has had almost no ef- 
fect on the import business, con- 
trary to the expectations of some 
dealers, For the most part, busi- 
ness is keeping pace with domestic 
sales, 

People do want and need cars, 
but they are shopping a bit more. 
Talk of Detroit compact-compacts 
hasn’t really been felt in the mar- 
ket. Dealers and importers alike 
become apprehensive when they 
contemplate the dislocation in the 
market which they expect these 
introductions to bring about. 

The consensus is that the dis- 
location experienced during the six 
months following the introduction 
of Falcon, Corvair and Valiant was 
mild compared to what is likely 
to occur this time. It is expected 
that importers will retaliate with 
price reductions, new product 
(even smaller than the present 
small ones) and salesmanship of 
a superior type. 

The past year has seen the slate 
wiped clean of many of the smaller 
importers who never actually es- 
tablished an organization to follow 
through on the merchandising and 
servicing of their automobiles. Al- 
though many fancy claims of high 
intent were broadcast by each 
marque as it embarked upon its 
career in this country, only the 
few with well financed and exten- 
sive interests in this country re- 
main today. 

Conjecture is that even some 
that are still here are teetering 
on the brink. Some dealers are 
making book on which of the 
larger ones goes next. 

Some of the captives have all 
but disappeared from aggressive 
merchandising in this area. Simca 
is trying to reestablish itself, after 
several har-d lessons. Simca re- 
cently showed the new car to a 
few select dealers and announced 
a price which is considerably 
higher. On the surface, it did not 
sit well with dealers, although they 
are waiting for full particulars be- 
fore making decisions. 

Vauxhall moves in some show- 
rooms, and they can be ordered 
by dealers with no difficulty, al- 
though road men apperently have 
lost interest in them and never 
mention them. 

The same is true of Opel, and 4 
few dealers appear irate that they 
can’t lay their hands on some, al- 

(Continued on Page 47, Col. 2) 


Philadelphia to Save Money 
By Reusing Old Police Cars 


PHILADELPHIA.—The City of 
Philadelphia is planning to. repaint 
many old police cars for use by 
other: departments, according to 
Public Property Commissioner 
Philip Klein. 

Rather ‘than trade two-year-old 
police cars in for new ones, Klein 
said the city could save an esti- 
mated $35,000 a year by $60 paint 
jobs. The cars include many pur- 
chased in 1953 and registering 
80,000 miles. : 
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With just one can and just one easy application you can 





® give your customers complete cooling @ prevent rust and hard-water scale Ay 
system protection from forming * a 
} e stop leaks in water jackets, engine ®@ lubricate the water pump and protect 
} : 
j blocks, and water seepage around all moving metal parts from wear with FRICTION 
‘ steel head gaskets exclusive Wynn’s Friction Proofing 
5 ‘ ® prevent loss of costly anti-freeze or New homogenized formula leaves no PROOFING 
' the latest year-’round coolants oily film or scum around radiator a me 
: ® scour foreign deposits which prevent fill pipe—completely compatible with ® TRADEMARK 
heat transfer all types of anti-freezes and coolants. 
Recognized hy new car manufacturers and the makers of anti-freeze and modern year-round coolants 
1 Order today from your 

BACKED BY THE BIGGEST ADVERTISING EVER! WYNN’S FRICTION PROOFING DISTRIBUTOR 

1961’s exciting TV & Radio Sports Spectaculars or write: WYNN OIL COMPANY 

paid off in spectacular sales. And there’s more 1151 West Fifth Street, Azusa, California 

advertising to come! Top nighttime TV, network INTERNATIONAL AFFILIATES: 

radio, magazines, newspapers. It’s your biggest Toronto, Canada * St. Nicholas-Waes, Belgium 

profit package yet! Keep those racks filled up! Caracas, Venezuela 
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Direct from the Top weiw 


‘Used Imports Receive 
Merchandising Aid 


(Continued from Page 26) 


under development for the last 
year and marks Volkswagen’s 
first activity in this area, a VOA 
spokesman said. 

Gavin added that 11 distributors 


have hired used-car managers and 


have mobile training units to dem- 


‘onstrate the latest reconditioning 
| methods and materials. 


Nine distributors already have 
set up model used-car lots, he con- 
tinued. 

“Volkswagen recommends that 
dealers unconditionally guarantee 
used Volkswagens for a minimum 
of 30 days or 1,000 miles,” he said, 
with a 50-50 split of repair costs 
with buyers of other makes during 
the same period. 

“With the growing market in 
used Volkswagens, it is important 
that the customer be able to buy 
from an authorized dealer,” he ex- 
plained. 

By the end of this year, he added, 
VOA expects that all its dealers 
will have a used-car operation 
equal to their new-car sales and 


service. 
oe * * 


_VWOA Has U. C. Guide 
you has prepared a package 


which includes a merchandising 
guide, samples of various records 
and business forms, and an illus- 
trated booklet on planning and lay- 
ing out a used-car lot. 

Among the subjects covered in 
the merchandising guide are: 
Appraising and pricing, the used- 
car manager’s job and responsi- 
bilities, reconditioning, used-car 
guarantee, importance of turn- 
over, buying, wholesaling and 
junking, advertising and sales 
management. 

The booklet on lot planning 
touches on picking the right loca- 
tion, illustrated layout ideas, how 
to plan space for maximum sales 
appeal, effective lighting and iden- 
tification signs. 

ok x * 


Renault Making Plans 


FFICIALS of Renault, Inc., said 

plans have been drafted for 
a used-car merchandising depart- 
ment. Showing dealers how to cut 
reconditioning costs would be one 
of its big roles, they said. 

In the meantime, they added, 
the company continues to require 
dealer reports on used-car trans- 
actions. Dealers also are coun- 
selled on the value of a continued 
favorable public image for the 
product, they said. 

“For example, many dealers now 
give Renault owners a reupholstery 
job at cost,” said a Renault spokes- 
man. “If the customer is dissatis- 
fied, he pays nothing.” 

Hambro Automotive Corp., United 


| States distributor for British Motor 


Corp. products, reported that its 
dealers and distributors are putting 
more effort behind their used-car 


| business. 


“They are offering good used-car 
guarantees, and giving good serv- 
ice,’ a spokesman said. “More at- 
tention is being given to sales pro- 
motion and local advertising of 
used cars.” 

He added that BMC launched a 
travelling sales clinic at the begin- 
ning of 1961, with half of it being 


| devoted to tradeins and used-car 






merchandising. 
* ok + 


“[StTRIBUTORS keep in very 
close touch with the used-car 





Big-Prize Promotions 


Boost Dealer’s Sales 


DALLAS.—Promotions with big 
prizes have enabled Dave Karlen 
Motor Co. to boost sales of Tri- 
umph sharply. Most recent pro- 
motion included an offer of a 
trip to Las Vegas. Another in- 
volved the giveaway of a carport. 

“Sales have more than doubled 
since he started those promotions, 
based on registrations that re- 
quire people to come in and be 
exposed to the cars,” said a 
spokesman for Karlen’s distribu- 
tor. 








markets in all dealer areas by re- 
quiring dealers to submit frequent 
used-car stock reports,” the spokes- 
man continued. 

“Hambro sales representatives 
consult with dealers and distribu- 
tors and help keep them informed 
on the used-car market condi- 
tions in other parts of the coun- 
try.” 


Standard-Triumph Motor Co.,| 7% 


Inc., said its dealers are encouraged 
to give each used car “a thorough 
cleaning and reconditioning on the 
premise that a properly recondi- 
tioned car will create a satisfied 
used-car customer and eventually a 
new-car buyer.” 

A spokesman said “we have 
found that the demand for used 
Triumvhs, especially the TR-3 
sports car, always exceeds the sup- 
ply, thus a program to push used 
cars is somewhat academic. 

“In addition to proper recondi- 
tioning,” he added, “most dealers 
make certain that used cars are 
attractively displayed, properly 
priced and well advertised. In ad- 
vertising and in the actual sales 
pitch, the reliability and the long 
life of Triumph cars is an asset.” 

Some of the best used-car pros- 
pects, he continued, are second-car 
owners, commuters and young mar- 
ried people “attracted by a wide 
price range especially suited to 
budgets which might be strained 
by a new car.” 


* * 7 
Saab Works with Dealers 


AAB MOTORS, INC., said it 

works directly with the dealers 
on used-car selling because “a 
strong market for used Saabs is 
vital to the continued growth of 
our new-car market.” 

The company has established 
the “Certified Used Saab” pro- 
gram, under which a dealer re- 
ceives a guide for use in recondi- 
tioning cars. On each car which 
has been handled according to the 
company’s specifications, the 
dealer affixes a label stating it 
is a “certified used Saab.” 

Saab Motors also has made avail- 
able to all its dealers used-car ad 
mats which present the “Certified 
Used Saab” program and provide 
space for a dealer to list his fea- 
tured used units regardless of 
make. 

“We feel that it is partially as a 
result of our efforts that used Saabs 
command top prices in those mar- 
ket areas where we are now well 

(Continued on Page 50, Col. 3) 





Saab Promotion in Louisville— 


“Will the Saab run forever?" is the theme of an eye-catching display set up on a 
downtown street corner in Louisville by John A. Tafel, Tafel Motor Co., Inc. The dis- 
play features a Saab mounted at an extreme angle on a rotating turntable which is 
fully illuminated to obtain maximum impact around the clock. Tafel concurrently is 
running a heavy schedule of newspaper ads on the theme. He reports response has 


been “tremendous.” 


VW’s Schedule 
For U.S. Market: 
Shipload Daily 


ENGLEWOOD CLIFFS, N. J. — 
An average of a ship a day now 
brings Volkswagen cars, trucks and 
station wagons into the United 
States. 

Volkswagen uses the services of 
about 60 ships. Ten of them are 
full-time specially designed “time- 
charter” vessels operated under 
long-term Volkswagen contracts. 
Sixteen others regularly carry 
Volkswagen vehicles to the U. S. 
from Hamburg and Bremen while 
more than 30 others {ill out the fleet 
as delivery schedules require. 

The time-charter vessels carry up 
to 1,250 vehicles each, the average 
being about 1,100, Other “regular” 
members of the Volkswagen fleet 
carry an average of 870 vehicles. 

In addition to Toledo and Chica- 
go reached via the St. Lawrence 
Seaway during the inland water- 
way’s “open season,’ Volkswagen 
regularly ships into Boston; New- 
ark; Baltimore; Charleston, S. C.; 
Jacksonville and Port Everglades, 
Fla.; New Orleans; Houston; Los 
Angeles; San Francisco; Portland, 
Ore.; Seattle and Port Everett, 
Wash., and Honolulu. 

When the Seaway is closed, ve- 
hicles destined for the Midwest are 
handled through the Port of Balti- 
more and shipped overland from 
there. 





Sales Per Dealer 
Imported Cars 


New-car sales per franchise for leading 
import makes, first six months of 1961 


and 1960: 
1st 6 Mos. 1st 6 Mos. 
of 1961 of 1960 
Pos. Make Pos. 
1—149 Volkswagen 158— 1 
2— 28 Renault 48— 2° 
3— 18 Mercedes-Benz 19— 6 
4— 15 Fiat 27— 3 
5— 138 Volvo 21— 5 
6— 11 Saab 14— 8 
7— 9 English Ford 22— 4 
7— 9 Triumph 13—10 
9 8 DKW 11—12 
9— 8 Porsche 11—12 
9— 8 Austin-Healey 15— 7 
12— 7 MG 13—10 
122— 7% Simca 11—12 
14— 6 Peugeot 14— 8 
14— 6 Hillman 10—16 
14— 6 Morris 11—12 
1iji— 5 NSU Prinz *% 
17— 5 Borgward 6—19 
1j— 5 Jaguar 8—18 
20— 4 Citroen 6—19 
20— 4 Sunbeam +* 
** Taunus 10—16 
Bad Opel 6—19 
** Lloyd 6—19 
*—Revised 


**—_Not in Top Twenty 


© 1961, Automotive News Ensign Motors, 





Sales Per Dealer 
Dip During 1961 


Volkswagen Again 
Leads All Makes 


(Continued from Page 26) 
outlets at the beginning of this 
year. The total climbed to 612 on 
July 1, and 700 is forecast by year’s 


end, 
* J om 


 rtadd three of this year’s Top 
Ten hold the same ranking as 
they did last year in the sales-per- 
dealer derby. They are Volkswagen, 
Renault and fifth-place Volvo, 
Mercedes-Benz jumped from 


.|sixth to third, and Saab climbed 


from eighth to sixth. Triumph rose 
from 10th to a seventh-place tie, 
and DKW and Porsche advanced 
from a tie for 12th to a tie for 
ninth. 
Despite their higher positions 
in the standings, each of the five 
gainers sold fewer cars per fran- 
chise than they did last year. 
Members of last year’s Top Ten 
who lost ground were Fiat, which 
slipped from third to fourth; Eng- 
lish Ford, which dropped from 
fourth to a tie for seventh, and 
Austin-Healey, which fell from 
seventh to a tie for ninth. 

Peugeot, tied for eighth last year, 
and MG, which shared 10th place, 
dropped out of 1961’s Top Ten. 

*~ * cs 


7 remainder of this year’s Top 
Twenty also saw many posi- 
tion changes. Only Simca, which 
tied for 12th each year, retained 
its 1960 spot in the standings. 

Ties put 11 makes in this year’s 
Top Ten. Following them were MG 
and Simca, 12th with seven sales 
per dealer, Peugeot, Hillman and 
Morris tied for 14th with six sales 
each, and NSU Prinz, Borgward 
and Jaguar shared 17th place with 
five sales apiece. Citroen and Sun- 
beam tied for 20th with four sales 
per franchise. 

Newcomers to the Top Twenty 
are NSU Prinz and Sunbeam. 
Three members of last year’s list 
didn’t make it this time. They are 
Taunus, Opel and Lloyd. 

Because of ties, the Top Twenty 
included 21 nameplates this year 
and 22 last year. Only makes which 
averaged 120 sales per month dur- 
ing the first half were considered 
in the 1961 ranking. 


BMC Factory Store 


Opened in Toronto 


TORONTO.—British Motor Corp. 
has opened a new $100,000 retail 
dealership in the North Toronto 
area. 

The dealership is operated by 
a wholly owned 
BMC subsidiary. 





New York Market Called Mimic of Domestics 


(Continued from Page 44) 


though here too they seem to 
understand that the reevaluation 
of currency in Germany has had 
an adverse effect on their pricing, 
putting the vehicle into a class 
where its domestic competition is 
pretty keen. 

Volkswagen continues to perk 
along at a consistent rate, with 
increases chalked up all along the 
line, although any number of ru- 
mors can be had on the subject. 
Some competitors claim that their 
local VW dealer is discounting. 
Said one dealer: “I don’t care what 
you want to say, when they start 
giving away radios and accessory 
equipment, they are discounting, 
no matter what they want to call 
it. And that’s what they are doing 
right here, right now.” 

Said another: “It’s been won- 
derful for those guys for a long 
time, but I tell you they don’t 
have it so soft any more. You 
can look at this guy right down 
the block and see the stock he 
has on hand. And he’s got a 
mausoleum, just like GM, Chrys- 
ler and Ford dealers did right 
after the war. He’s worried, I 
tell you. He said so the other day 
to me.” 

Another envious rival stated it 
this way: “No matter what you 
say about VW you have to hand 
it to them. They are the only ones 


in the import field who know and 
understand the American way of 
doing things, and that’s how they 
go about their business, It’s smart 
and it’s paying off. I wish the guys 
I deal with had just one tenth of 
their brain capacity.” 

Dealers by and large are play- 
ing things close to their chest. 
Good dealers in imports are, of 
course, very hard to get. And they 
drive a hard bargain with factory 
reps. They order less in the way 
of spare parts, equipment and 
tools than they did formerly and 
they are careful to order their cars 
in quantities they can comfortably 
handle. 

Their financiers are responsible 
for this in many cases, but dealers 
find that it is much wiser to order 
carefully and with one eye on the 
future at all times. 

Dealers are no longer willing to 
stockpile for the factory or dis- 
tributor. This, they say, is not their 
function. 

Peugeot’s new 404 is an ex- 
ceptionally hot item in the New 
York market, with the Sunbeam 
Alpine a close second, The Mer- 
cedes-Benz line seems to have 


Rambler Contest Winner 

SKOKIE, Ill. — Peter Epsteen 
Rambler captured first place in a 
four-month Rambler sales contest 
in the Chicago area. 


found a niche in the market 
about comparable to that of Cad- 
illac in the domestic market. 
That is, they sell well and always 
return a fair gross profit, though 
they are not the hottest item nor 
the top grosser. 

Volvo also seems to keep mov- 
ing ahead, returning a nice gross 
and selling at a consistent rate. 
Saab, as one dealer said, grosses 
very well when he can find a cus- 
tomer who wants to buy one. 

The new Jaguar XK-E is hot 
in the sports-car line, while other 
Jaguar models move about as they 
did before the introduction of this 
new bomb. 

Since the readjustment period, 
which shocked. the import market 
from top echelons all the way 
down, a more quiet, but just as 
real period of change has contin- 
ued to make itself felt in the mar- 
ket. 

It manifests itself in personnel 
cutbacks at all levels and in chop- 
ped-down expenditures all the way 
along the line, 

In almost every import office and 
distributor setup, it has been dis- 
covered that in many cases one 
person can efficiently perform the 
job formerly handled by two or 
three people. This has been forced 
on many outfits by the changing 
profit position during the past 10 
or 12 months. 

Several importers have failed, 


in all the time they have been 
on these shores, to show a profit 
commensurate with their over- 
head. In the majority of cases, 
when the truth is being spoken, 
it is evident that a profit situa- 
tion this year of 1961 will be a 
rare bird indeed. 

For instance, one establishment 
has been told that their ad budget 
would be slashed by about % until 
such time as they showed a profit 
and could substantiate a need for 
an increased budget, 

Belt tightening is characteristic 
of the new look in import circles, 
but it is leading to a new kind of 
esprit de corps which reminds one 
of the early days in the import 
business, 

Today, the average gross on the 
retailed. import is $200, according 
to reports from dealers. There are, 
of course, those pieces which bring 
less, and those which are consid- 
erably higher, but most dealers 
are pleased to chalk’ up a $200 
washout. 


With more and more cars on 
the road, dealers are discovering 
that import service business and 
used-import retailing can return a 
tidy income. These are the areas 
into which every importer will have 
to move in the coming months, 
most dealers feel, in order to make 
operations remain profitable. 
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Volvo Dealership Image: Intimate Service... 


Intelligent Selling Is Murray’s Ace 


KENSINGTON, Md.—A _ dealer 
who believes in intelligent selling of 
a quality product is setting a fast 
pace for Volvo in the Washington 
area this year. 


Bob Murray’s Annapolis Mo- 
tors is figuring importantly in the 
improving United States sales 
picture for the Swedish import 
with a two-location sales and 
service operation which could top 
all Volvo dealers on the Eastern 
Seaboard this year. 

With the year-old, modernistic 
second location in this well-heeled 
Washington suburb now adding a 
90 percent increase in sales to those 
generated by the older downtown 
Washington dealership, Murray 
clearly enjoys selling the car he 
characterizes as “a fun car you 
can drive with pride.” 

Murray got into the automobile 
business in 1955 after attending 
Strayer College in Washington (he 
majored in accounting) when he 
bought into a repair shop “in the 
back” of 1610 14th St, N.W. He 





became interested in Volvo when 
he worked on one while subcon- 
tracting repair work from a Wash- 
ington imported car dealership. 


Murray obtained a franchise and 
began operations in a renovated 
filling station, later (1956) opening 
his first permanent location at 606 
New York Ave. N.W. From this 
inauspicious beginning, Annapolis 
Motors, solely owned by Murray, 
has evolved into a major Volvo 
dealership which can cite these im- 
pressive accomplishments: 

1. A current average of 41.7 Vol- 
vos sold per month (22 at the 
downtown location). 

2. A steady rise in gross (new 
and used cars and service) from 
more than $998,000 in 1958 to $1.5 
million in 1959 and $2.5 million 
in 1960. 

3. Establishment of the second 
location in Kensington in July, 
1956, with 10,800 square feet of 
space (3,200 square feet in the new 
showroom) added to the 18,000 
square feet of space in shop, lot, 


and showroom at the downtown 
location. 

Murray tells with relish the story 
of a large, conservative Washing- 
ton bank that refused some years 
ago to finance an $800 balance on 
a $2,400 Volvo because the bank 
was chary about accepting foreign 
car paper. Murray notes that the 
bank with which he subsequently 
made arrangements for financing 
has since earned nearly $1 million 
in interest on Annapolis Motors’ 
sales, 

The staggered market-by-market 
radio spot advertising campaign 
launched early this year by Volvo 
has been an important factor in 


Pink Folds in Toronto 


TORONTO. — Pink Buick-Vaux- 
hall has gone out of business. Said 
Dick Cancelli, sales manager: “Our 
lease is up. We’re not renewing it. 
We're calling it quits.” Jack Pink 
opened the dealership for Buick 
Nov. 1, 1956. 


stainless 
steel adds 
sales appeal. 
the car designed 
with stainless steel 
looks better when you 


buy it and is worth more 
when you sell it. 


the rapidly improving sales picture 


for Volvo, Murray feels, 


He cites this campaign, now in 
full swing in the Washington 
area, plus greater emphasis on 
sports car rallies and greatly 
augmented help in the way of 
showroom materials as a tre- 
mendous aid helping him and 
other Volvo dealers to “fish 
where the fish are.” 


Murray, whose used car-new car 
sales bear the usual two-to-one 
ratio (he also handles Triumph, 
Lark and International Truck) 
calls Volvo hig “bread and butter 
line.” He cites a phenomenal rec- 
ord on Volvo repossessions: Only 
four since 1956, and these were 
volunteer turn-ins. 


Murray’s approach to selling, ad- 
vertising and service suggests some 
of the reasons for his outstanding 
record. He has established a rigor- 
ous training program for both 
sales and service personnel, em- 
phasizing knowledge of the prod- 
uct, top quality service and a local 
advertising program aimed at ap- 
peal to the buyer’s intelligence. 

Service gets a distinctive ap- 
proach at Annapolis Motors. Mur- 
ray, a colorful phrase-maker, as- 
serts, “I’ve brainwashed these cats 
on service,” with the result that 





MCLOUTH STAINLESS STEEL 


McLouth Steel Corporation - Detroit 17, Michigan 


' Look for the STEELMARK 
on the products you buy 





The Inside Story— 


A cutaway model is used by Bob Mur- 
ray, owner of Annapolis Motors, Kensing- 
ton, Md., to give prospects an “inside” 
angle on Volvo engines, brake construc. 
tion and trunk space. Murray, who is as 
much at home in the service shop as in 
the showroom, boosted his gross from 
$998,000 in 1958 to $2.5 million in 1960, 

* s & 


customers from as far away as 
New York bring their Volvos back 
to Annapolis Motors for major re- 
pair work. 

It’s a dealership image that 
Murray himself contributes to in 
an important way. More at home 
in coveralls working on a car in 
the shop than he is in a show- 
room, Murray can most often be 
found by looking for him under 
a car on the lift. 

Most customers come away with 
the feeling that Murray is a man 
who knows his cars and more im- 
portantly, knows servicing inti- 
mately. The result is that the serv- 
ice operation has become a major 
contributor to Annapolis Motors’ 
rapidly growing gross income fig- 
ures. 


Department Store 
In Vancouver 


Sells Triumphs 


VANCOUVER, B. C.—Woodward 
Department Stores, Ltd., has enter- 
ed the new-car business. The firm 
is selling Triumph autos at its Oak- 
ridge Shopping Center. 

Gordon Stoddart is general man- 
ager of the operation, and E. D. G. 
Smith is sales manager. Their staffs 
received a month’s training at 
Standard-Triumph’s office here, 


Woodward will provide service for 
new-car customers at Oakridge. The 
company’s main store in downtown 
Vancouver also has an automobile 
service department. 

A. M. Simpson, general sales man- 
ager for Standard-Triumph (Can- 
ada), Ltd., Toronto, said the Wood- 
ward move does not necessarily 
mean a trend toward auto sales 
by department stores. He said, how- 
ever, that his company would award 
franchises to some other big de- 
partment stores if they wanted to 
enter the auto business. 

“But selling cars is not the same 
as selling chesterfields,” he added. 
“You have to provide service and 
you have to stock parts.” 

Simpson said he understood that 
Woodward would set up auto sales 
operations in Calgary and Edmon- 
ton, Alta., and other cities if the 
Vancouver program ig successful. 


No Radical Change 


In Engines Seen 


DAYTON.—The ratio of com- 
pacts to all new cars sold will 
reach 50 percent by 1964, Charles 
E. Spahr, president of Standard 
Oil of Ohio, told a meeting of the 
company’s board of directors. 


Spahr said he doesn’t see any 
developments in the near future 
to change the type of fuels used in 
cars. 

“Engine makers continue to ex- 
periment, but there probably will 
not be any sharp changes or de- 
velopments, and future cars should 
not get much more mileage than 
our present cars do,” said Spahr. 

He conceded compacts have 
slowed the rate of increase in gas- 
oline consumption, but he insisted 
that the amount sold has not been 
reduced. He explained that the 
increased number of cars make up 
the difference. 
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BLUE CORAL'S SUCCESS FORMULA IS: [t's 


°W 
Pp+Rb a 


Blue Coral has the solid support and enthusiastic acceptance of fine 
car manufacturers as well as discriminating car owners . . . the world 
overt 


ROFIT— 


This is the natural result of offering a better product to a loyal and 
satisfied customer. 


R EPEAT Ei USINESS— 


Once your customer has seen the miracle of the Blue Coral Treatment 
he will come back again and again . . . confidently. He'll settle for 
nothing less than the enduring beauty and matchless protection that 
only a Blue Coral Treatment affords to Acrylic, Lacquer, Enamel 


and all hard finishes. 


© —H.0.T, COMPANY FACTORS, INC 


H. D. T. COMPANY FACTORS, INC. Creators of the Blue Coral Treatment WHITE PLAINS, NEW YORK 
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TIRE 


LOW GROSSES? 


EXCLUSIVE UNTIL SEPT. 15 
ALL U.S. AUTO DEALERS 


TO HAVE FIRST CHOICE 


For a lucrative franchise yielding 25% gross profit 
“POINTER” lightweight motorcycles and auto scooters 
retailing up to $695.00 F.O.B. . . . Features: Economy, 
up to 193 m.p.g. . . . Exclusive "Knight-Halt" suspension. 
(No road shock or bottoming) . . . Direction lights front 
and rear ... Electric starters on all models . .. and 
many more Deluxe features, all STANDARD on the 
“POINTER,” World's finest lightweight motorcycles and 
auto scooters. We are holding up all dealer inquiries 
until SEPT. 15 to give all U. S. auto dealers first choice. 
Why? You have the buildings, service, sales, financing 
and after this past year—the need. It's automotive and 
fits in with your license. Write today and reserve your 
exclusive area. First come, first served. 





5221 RIDGE ROAD 
CLEVELAND 29, 
OHIO 


POINTER 


SALES OF AMERICA 
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Take Initiative, Dealers Urged .. . 
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represented by an extensive dealer 
organization,” a spokesman said. 
* od * 

ISCUSSING used-car merchan- 

dising, John T. Panks, manag- 
ing director of Rootes Motors, said 
promotion of used imports differs 
greatly from that of used American 
cars. 

“This is because imported car 
makers do not stress new models 
to the point where older ones 
are made obsolete in the public’s 
mind,” he continued. “The result- 
of this is that most all promotion 
of the new models works to aid 
sales of the used ones, 

“One thing dealers should bear in 
mind is the fact that some used 
imports are more valuable than 
current models, particularly when 
it comes to sports cars. 

“The used-car market can be a 
highly profitable one for the dealer 
if he is prepared to recondition 
these cars properly,” Panks said. 
“This is something that the experi- 
ence of highly successful Rootes 
dealers shows in practice and is not 
simply a matter of opinion.” 

Mercedes-Benz Sales, Inc., U. S. 
distributor of the German-built 
Mercedes-Benz and DKW, said its 
dealers are assisted in the proper 
ways to recondition and display 
used units. 

A spokesman said the dealer tan 
realize a tidy profit if he follows 
closely the entire used-car program, 
which embraces preparation, dis- 
play and advertising. 

“Interns and other professional 
men just starting out are the best 
prospects for used Mercedes-Benz 





Largest Stock in the U.S.A. 


BRITISH CAR PARTS 
WEPOLITE—Pistons & Rings 
WELLWORTHY—Pistons & Rings 
JAMES—Valves & Guides 
TERRY—Valve Springs 
PAYEN—Gaskets & Oil Seals 
BORG & BECK—Clutches 
LOCKHEED & GIRLING—Brake Parts 
FERODO—Brake Linings, Fan Belts 
LUCAS—Ignition, Lamps, etc. 
GLACIER—Engine Bearings wg 
VANDERVELL—Engine Bearings BOSCH—Spark Plugs & Ignition 
RANSOME & MARLES—Ball & Roller Bearings TEXTAR —Brake and Clutch Linings 
WHITELEY—Water Pumps, Tie Rods, Universals VARTA—Batteries : 

@ other top lines e@ other top lines 


ITALIAN CAR PARTS 
MARELLI—Ignition, Spark Plugs 


KOLBENSCHMIDT—Pistons 
ATE—Lockheed Brake Parts 
ATE—Valves, Ring Sets 

F & S—Clutches 

REINZ—Gaskets 

SIMRIT—Oil Seals 
SWF—Windshield Wipers & Motors 
FRESE—Bumpers & Mirrors 
GLYCO—Engine Bearings 
HELLA—Lamps, Horns 





GERMAN CAR PARTS FRENCH CAR PARTS 
MONOPOLE-POISSY—Pistons, Rings, Valves 
CURTY & Cie.—Gaskets, Oil Seals 
ALLINQUANT—Shock Absorbers 
COUSSINETS MINCES—Engine Bearings 

SOCIETE FERODO—Brake Linings, Clutches, Ferlec 
DES FREINS LOCKHEED—Brake Parts 

SOCIETE S.E.V.—Ignition, Fuel Pumps, Wipers 
MARCHAL—Lamps, Light Units, Spark Plugs 
PARIS—RHONE—Generators, Starters, Regulators 
$.N.R.—Ball and Roller Bearings 

JAEGER—S.N.A. —Speedometers, Instruments 


PECASEAUX—Lamps, Plastic Parts 


@ other top lines 


SPESSO—Gaskets AKRON—Oil Seals, Rad. Hose R.I.V.—Ball and Roller Bearings @ other top lines 


Quick Service Available In All Parts of the U.S.A., Hawaii 
and Puerto Rico Through Authorized Beck Distributors. 


BECK DISTRIBUTING CORP. 
70 East 131st Street, New York 37, N. Y. 


WHOLESALE ONLY — Only Dealers may apply for catalog to nearest regional distributor. 








aa | Jop-Level Aid for Used Imports 


cars, since impression and prestige | sports-car buyer, and that the buy- 


are important and desirable,” he 


said. 
* * * 

PEAKING from the dealer’s 

viewpoint, Vern Hagestad, Vern 

Hagestad Motor Co. (Volkswagen- 
Porsche), Lakewood, Colo., said he 
feels the used-car customer must 
be given the same attention as the 
new-car buyer. 

All VWs and Porsches are re- 
conditioned completely regardless 
of age, and carry a full guarantee 
for 30 days, Hagestad said. 

“Where necessary, floor mats and 
side carpets are replaced, seat cov- 
ers installed, door panels repaired, 
exterior body dents removed, bump- 
ers and other chrome replaced and 
the exterior is refinished or polish- 
ed,” he said. 

“Mechanically, the shocks, brakes, 
front suspension, engine and trans- 
mission are fully inspected and 
either repaired or replaced,” 
added. “In some cases factory- 
rebuilt engines are installed.” 


Used imports other than VW or 


Porsche, if mechanically sound, are 
repainted or polished and seat cov- 
ers are installed, Hagestad said. 
Cars that are not sound mechanic- 
ally are kept on the lot for a week 


or two, and if they don’t move at 


a low price, they are wholesaled, 
he added. 

He said the firm uses some ad- 
vertising for used imports, but 
called satisfied customers his most 
effective ads. ere 


Guarantee Called Must 


A* OTHER Volkswagen - Porsche 
outlet, Blanchard-Pray Auto- 
mobile Corp., Greenwich, Conn., 
feels a guarantee must be offered 
if the dealer is to obtain the top 
price for a used import. 

“If a dealer is afraid to give 

a guarantee, it strongly indicates 
to his prospects that the car is 

not worth selling,” said Malcolm 
S. Pray jr., president. 

A major problem for most deal- 
ers is deciding the true value of 
a tradein, he continued. 

“In today’s market many makes 
and models that were once consid- 
ered good purchases have now fal- 
len into public disfavor due largely 
to improper service and sales ef- 
forts on the part of their import- 
ers,” he said. 

“The published guides give only 
an indication of the past perform- 
ance of these vehicles, but they 
cannot be used as a barometer to 
indicate the price that may be re- 
ceived in the future. 

Eo ok aE 

7 sales Manager or used-car 

manager must keep himself 
fully aware of local market condi- 
tions,” Pray said. “If there is a 
reputable dealer with good service 
facilities in the area for a particu- 
lar make, the chances are greater 
that this car will not become a 
problem on the used-car lot.” 

Proper inventory control and 
maintenance of a balanced stock 
are important, he added. A vari- 
ety of vehicles designed to ap- 
peal to all types of people is the 
dealer’s best bet, he said. 

“Strict accordance to the accept- 
ed rules of used-car merchandising, 
with efficient control, should allow 
any dealer to maintain a profitable 
imported used-car operation,” Pray 
said. 

Service is the secret of success in 
both the new- and used-car opera- 
tions, according to Edward Hack- 
ett, partner in Hackett Imported 
Cars (Triumph), Westport, Conn, 

“We fully recondition every used 
car offered for sale,” he explained. 
“There are no gimmicks or exag- 
gerated claims; rather, we give 
each car an unconditional guaran- 
tee for 30 days.” 

Another strong point in used-im- 
port retailing, Hackett said, is the 
availability of parts. Many dealers 
do not carry an adequate stock for 
current model cars, he added. 

“Although classified ads in news- 
papers are excellent, our service 
department is still our best source 
of sales,” Hackett continued. “It 
has been my experience with the 
diversity of buyers brought in by 
the service department that every 
one is at one time a prospective 


he 





er’s age is not a Major concern.” 
* * + 


Nemet Seeks Referrals 


~~ NEMET, Long Island im- 
port specialist who moves about 
60 used cars a month on three in- 
dependently operated lots, offers a 
50-50 guarantee on a 30-day basis 
and counts heavily on customer re- 
ferrals, which are requested. 
Every car receives a thorough 
reconditioning before being put 
on display. If he thinks a tradein 
won’t make the grade on his lots, 
it is wholesaled or, in some cases, 
junked. 

Nemet has a customer call-back 
program handled by each salesman. 
They call a buyer after the 30-day 
guarantee period to make sure 
everything is OK, and if the cus- 
tomer had to bring his car in for 
work during the period, he is called 
within five days to learn whether 
he is satisfied. 

Nemet also has an extensive 
service operation which has won a 
wide reputation, and recommenda- 
tions from his numerous shop pa- 
trons are plentiful, he said. 


Salesmen Urged 
To Shunt Aside 
Negative Ideas 


MINNEAPOLIS. — “Learn to 
Forget” was the advice W. Heart- 
sill Wilson, sales executive for 
Chrysler-Plymouth, gave 300 Plym- 
outh dealers and 
salesmen ata 
meeting here. 

“Forget your 
failures and frus- 
trations,” Wilson 
said, “and clear 
your mind of 
negative think- 
ing. Reserve the 
uncluttered space 
for good plan- 
ning, sharp think- 
ing and an ag- 
gressive attitude.” 

Wilson told the breakfast meet- 
ing of dealers that 91 percent of 
their fears never come to pass— 
“because they don’t exist.” 

His advice was: 

“Set a goal for yourself. Without 
a purpose, there is no reason for 
work. Your purpose has to be big- 
ger than the job, so don’t be afraid 
to think big. 

“Don’t sell yourself short. Too 
many people are willing to settle 
for so very little in life, because 
they won’t work a little harder and 
they won’t do the things they know 
they should do. 

“Don’t move until you’ve plan- 
ned your move. 

“Change your pace. The pace that 
kills is the pace that never changes. 
Your job becomes an adventure 
when you change your pace. A job 
done at different speeds—like a 
baseball pitcher changing the pace 
of his pitches—becomes a success 
and it is not the same job at all.” 


Amvets to Back 


Inspection Drive 


LOUISVILLE.—The Amvets na- 
tional convention, urged by a De- 
troit automobile executive to as- 
sume leadership of a drive for 
required state inspection of cars 
and trucks, has voted to organize 
such a campaign. 

Byron J. Nichols, Dodge Division 
general manager, told the conven- 
tion that state-required motor ve- 
hicle inspection is “equal in import- 
ance” to driver training, construc- 
tion of safe highways, and the 
manufacture of safe vehicles. 

The Amvets voted to “accept the 
challenge of the Dodge Division— 
and plan, organize and implement 
a highway safety program in co- 
operation with other interested or- 
ganizations.” 








Heartsill Wilson 


Cons Recondition State Cars 


WETHERSFIELD, Conn, — At 
the suggestion of a prisoner who 
received $100 for the idea, the state 
prison here is reconditioning all 
state cars for resale, thus increas- 
ing their value. The inmates have 
been doing the work. 
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Readers of The New York Times are the most 
entertaining people...and among your best customers’ 


*New York Times families do more, travel and entertain more. 


That’s why The Times carries more amusement advertising than any other 
New York newspaper. More advertising, too, for hi-fi equipment and records... 
for alcoholic beverages...for hotels and resorts...for photography 
products. New York Times families are a profitable audience for you to sell. 
That’s why The Times carries more automotive advertising 


than any other New York newspaper. 
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For Import Leaders ... 


AUTOMOTIVE NEWS, SEPTEMBER 11, 1961 


Topflight Service Still the Key 


comprehensive “service promotion, service everywhere has played a 
kit” were introduced for authorized} key role in Volkswagen’s success. 
Volkswagen dealerships during 1961| This view is no mere partisanship 


(Continued from Page 27) 


required to make a full report, rec- 
ommending to the dealer the im- 
provements in his service depart- 
ment that are needed, if any.” 

* * *~ 


Backing up each dealer’s stock 
of Simca parts are the hun- 
dreds of thousands of Simca parts 
immediately available in the five 
Chrysler parts plants located in 
Newark, Del.; Marysville, Mich.; 
Kansas City, Kans.; San Leandro, 
and Atlanta. 

= * + 


Volkswagen Programs 
OLKSWAGEN is another im- 
ported make that is cementing 
its place in the American market 
by continuing to improve its serv- 
ice and parts programs. VW has 
expanded its program of providing 
service aids this year and the parts 
program is in for still more expan- 
sion. 
A number of new service aids 
ranging from training slides to a 


by Volkswagen of America. 
Included among the new dealer 
aids were a series of color slide 
presentations showing proper 
Volkswagen service procedures, a 
collection of special guide book- 
lets based on the slide series, and 
a booklet explaining the function 
of “service advisers” in author- 
ized Volkswagen dealerships. 

Also ,introduced to distributors’ 
service training schools in this 
country during 1961 were prints of 
a new 20-minute color movie, 
“Wolfsburg 221,” showing produc- 
tion techniques at Volkswagen’s 
car plant in Wolfsburg, Germany. 

a * * 


N A FOREWORD for the 64-page 
booklet discussing the recom- 
mended duties and responsibilities 
of customer service advisers, Heinz 
Nordhoff, president of Volkswagen- 
werk, said: 


“The availability of first-class 


—anything but. 

“Recent decades have seen serv- 
ice become a science of its own. We 
have such a lead in this field that 
none of our challengers can catch 
us if we continue on the present 
path.” 

By the end of the first five 
months this year, more than 375 
service advisers were employed by 
Volkswagen dealers, up from 295 at 
the end of 1960. Volkswagen of 
America recommends that every 
dealership handling more than 20 
vehicles a day in its service depart- 
ment add a service adviser to its 


staff. 
o ” * 


Service Advisers 


OLKSWAGEN’S “service advis- 
er” is unique in the automotive 
field, Like a service writer, he is 
the service customer’s direct con- 
tact with the dealership. However, 
as his title indicates, he also is an 


adviser to the Volkswagen owner, 
restoring much of the personal at- 
tention that was lost as automotive 
dealerships grew into somewhat im- 
personal organizations, 

Among the service adviser’s 
duties are greeting service custom- 
ers, writing repair orders, handling 
customer complaints, expediting 
cars through the service depart- 
ment and insuring on-time delivery 
and satisfactory workmanship. In 
handling his responsibilities, he rep- 
resents the best interests of cus- 
tomers and dealer alike. 

ca + + 

NNOUNCED to distributors’ 

service managers at a rational 
meeting during the late spring of 
1961, the comprehensive “service 
promotion kit” is based on Volks- 
wagen of America’s 47-page “Serv- 
ice Promotion Plan Book.” Her- 
mann Bruns, general service man- 
ager for Volkswagen of America, 
told distributor personnel at the 
time of its introduction: 

“The program outlines a clear 
plan for action, yet is flexible 
enough to allow dealers to meet 
local conditions. It will help deal- 
ers improve their service to cus- 
tomers and help them acquire 
new ones as well.” 

The kits contain a number of 































don't guess it... gauge it! 


Any brake drum that is rebored or worn down .060” 
from its original diameter is dangerous. For safety’s 
sake, it.must be replaced rather than reground. Most 
brake mechanics are not aware of this fact. Therefore, 
the Kelsey-Hayes Company, in cooperation with the 
National Wheel & Rim Association, is undertaking a 
promotional campaign to inform brake service people 





about thin drum hazards and replacement profits. Your 
cooperation is needed, 
Hayes agent will be around to discuss it with you. 


too! Meanwhile your Kelsey- 








KELSEY 
HAYES 


GOMPANY 


World’s largest producer of automo- 
bile wheels, hubs and drums! 

For further information, write Service Sales 
Dept., Kelsey-Hayes Company, Romulus, Michigan. 





direct mail pieces aimed at deve]. 
oping dealers’ service business vol. 
ume and present plans for newspa- 
per and radio advertising designed 
to encourage greater service depart- 
ment patronage by Volksweven 
owners. 
* * * 
pase storage facilities at the 
16 independent Volkswagen dis- 
tributorships in this country wil! be 
expanded to more than half a mil- 
lion square feet of floor space by 
the end of this year, according to 
Guenter Kittel, general parts man- 
ager for Volkswagen of America, 
“Additional parts storage facili- 
ties now being completed by our 
distributors will bring their tota] 
storage area up to 550,000 square 
feet,” Kittel said. 
* aa * 


1 parts department at Volks- 

wagen of America employs an 

“inside” staff of 10 and an 11-man 

field squad of zone parts managers, 

Its field representatives advise and 

assist distributors’ parts managers 
~ + * 





VW Service Aids— 


Containing plans and sample materials, 
this service promotion kit was introduced 
by Volkswagen of America this year at a 
national service meeting attended by 
VOA and distributor service personnel, 
Hermann Bruns, general service manager 
for Volkswagen of America, said the kit 
“will help dealers improve their service 
to customers and help them acquire new 
ones as well.” 

* 
in all phases of Volkswagen parts 
business and also assist in training 
courses for dealer parts managers. 

Parts orders from the distribu- 
tors in the U. S. are forwarded 
to Volkswagen of America each 
month. Their orders are filed on 
punch cards. Twelve distributors 
already have their own IBM 
equipment; the other four U. S. 
distributors are serviced by IBM 
Offices. 

At Englewood Cliffs, N. J., VW 
of America’s headquarters, these 
orders are sorted and transcribed 
on electronic tapes for transmittal 
to the Volkswagen factory in 
Wolfsburg. There the tapes are 
“played back” and parts orders 
filled. 


* * < 


Delivery Times 


ENERALLY, from six to seven 

weeks go by from the time 
orders are collected by eastern U.S. 
distributors, forwarded to Wolfs- 
burg via Volkswagen of America, 
filled at the factory and shipped 
back to America to replenish dis- 
tributors’ inventories of about 9,000 
individual parts. Orders from dis- 
tributors in the western U.S, are 
completed in from 10 to 12 weeks. 
Most Volkswagen parts now cross 
the Atlantic in heavy gauge steel 
containers with 384-cubic-foot ca- 
pacities rated for loads up to 10,000 
pounds. Watertight and locked in 
transit, contents of these reuseable 
containers range from “nests” of 
rear and front fenders to small 
quantities of parts prepackaged at 
the factory in amounts designed to 
replenish low dealer inventories. 

Kittel estimates that about 90 
percent of all Volkswagen re- 
placement parts now enter the 
U.S. in the containers. “They 
have enabled our distributors,” 
he says, “to cut warehouse han- 
dling time and costs by as much 
as 40 percent.” 

About the only items which do 
not now come in containers are 
Volkswagens themselves, paints and 
exchange parts from Volkswagen's 
reconditioning center at Kassel. 
Parts from that facility include 
(Continued on Page 59, Col. 1) 





Sports Cars on the Upgrade . . . 
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Imports Entrenched in Midwest 


By L. H, Houck 
Staff Correspondent 
EFFERSON CITY, Mo. — Com- 
pared with a year ago most all 
import dealers in the Midwest area 
are more solidly entrenched and 
report good volume and profit. 
Weak dealers and weak lines 
have been dropping out for the 
ast two or three years since 
the initial boom in imports. While 
domestic compacts have cut into 
the volume, the loss has been rel- 
atively small and restricted to 
imported sedans. The sports-car 
business seems to be strong and 
on the upgrade. 

Dealers handling Volkswagen, 
the top seller in sedans as opposed 
to sports cars, report continuing 
strong sales. Factory support and 
protection has been a factor in 
strengthening their position, they 
say. An increasing number of young 
people are giving Volkswagen a 


whirl. 
* * * 


7. COLUMBIA, Mo., Wilson Mo- 
tor Co., (Cadillac-Oldsmobile), 
has a Renault franchise. Pat Far- 
rell, general manager, said that the 
Renault business wasn’t a big thing 
in their operation but the three or 
four a month they sell produces 
more profit than anything they’ve 
ever had. 

They average 30 sales a year, 
mostly to college students. Farrell 
praised the factory for parts re- 
placement policies and especially 
praised the Renault bonus policy 


Import Revival 
Near, Wisconsin 
Dealer Predicts 


By Benn Ollman 
Staff Correspondent 


MILWAUKEE — “The imported- 
ear sales revival is due to start 
soon,” predicts Richard Vogel, Mil- 
race Motors, Ltd. “The new pro- 
duction of the import manufactur- 
ers is bound to give the foreign 
sports and luxury cars a fresh ap- 
peal.” 

Backing these words with ac- 
tion, Milrace Motors has ear- 
marked a sizable lump of money 
for an expansion program, The 
firm is opening a branch in Mil- 
waukee. Its main office and show- 
room is in nearby Thiensville. 

The Milwaukee headquarters is 
slated to open early this fall. A 
tentative grand opening event has 
been set for late September. 
Milrace Motors’ Thiensville lo- 
cation is a mecca for sports-car 
enthusiasts. By the dozens they 
stop in to talk sports cars and 
absorb the country club atmos- 
phere. 

The building is over 100 years 
old. Overlooking a river, it for- 
merly housed a flour mill and more 
recently was a residence. Much of 
the residential flavor was retained 
when the solid fieldstone structure 
was converted into an auto show- 
room. 

The office and part of the show- 
room are carpeted, and the rustic 
beamed ceiling provides a warm, 
intimate touch seldom seen in 
automobile marketplaces. 


Vogel is one of the youngest 
auto dealers in the Milwaukee 
area. He opened his dealership 
in March, 1959. His venture into 
the business stemmed from his 
interest in sports cars as a hobby. 
“I began by opening a sports- 

car garage in Thiensville,” he said. 
“Later, I handled some used cars. 
When things began to move good 
I took on Borgward and then Tri- 
umph.” 

He has since added Jaguar, Rolls- 
Royce, Bentley, Rover, Daimler and 
Morgan. He carries Triumph only 
in the Thiensville store, not in Mil- 
waukee. 

Vogel’s plans call for heavier 
concentration on sports and luxury 
imports, “We haven’t gone after 
the economy-car business,” he said. 

What about the American com- 
pacts? 

“They have definitely found their 
place in the market,” he said. “The 
foreign sports cars and luxury cars 
co not compete with the domestic 
compacts. A completely new mar- 

(Continued on Page 62, Col. 1) 


which classifies a dealer and 

gives him a bonus ranging from 
$85 to $250 per unit. 

Dealers are classed A, B, C, D 
and those buying six Renaults get 
$85 on the second one and $250 per 
unit for orders of over six. These 
plans are set up for 90-day periods 
and two have been conducted this 
year. 

A dealer in Kansas City was re- 
ported to have earned almost $10,- 
000 in bonus payments. These pay- 
ments are made in cash every 10 
days during the bonus period, Pay- 
ments are fast, 

Farrell reported that it is almost 
impossible to keep used Renaults 
on the lot. 

* * * 

Bc dealer in Columbia is Cope- 

land Foreign Car Sales, Inc., 

a firm about three years old. K. W. 

Copeland, owner, reported they 

were selling every import car they 
could get. 

Copeland said sedan sales were 

down slightly but sports-car sales 

up. His ‘firm sold 87 new units last 


@ Bold, 


year and is ahead of that figure 
this year. 

Copeland sees a bright future for 
the import business especially in 
proper locations such as Columbia, 
which is the home of the state 
university and two other nationally 
known colleges. 

“Here’s the picture,” Copeland 
said. “A young couple with one child 
can buy an import and go every- 
where they want to go for half the 
first cost and upkeep of a domestic 
car. Usually he’s going to college 
to earn a degree and she is work- 
ing.” 

o* * * 
OPELAND reported the MG, 
1962 model, bringing $100 more 
gross and selling faster than he 
can get them. 

Copeland said he gets full list 
in almost all sales but occasion- 
ally drops $50 or $75 on a cash, 
no-trade deal. Financing is plen- 
tiful. His shop keeps busy with a 
big rush certain as fall semesters 
start. 

Copeland has a used-car. lot dis- 


imaginative.engineering produces many 


Open-Air Display at Stevens— 


One of the outstanding features in Bob Stevens’ new $65,000 dealership building 
in Enid, Okla., is what he terms the “open show shed" across the front of the build- 
ing. Stevens, who does business as Stevens, Inc., said he toured Volkswagen dealer- 


ships on the West Coast and incorporated 


playing mostly domestic cars taken 
in trade on imports. He keeps all 
trades and sells them in an effort 
to make .a profit on each unit 
rather than wholesale, 

He operates a body shop for both 
domestic and import cars and the 
accent in all sales is warranties 
and full service by competent im- 
port mechanics, 

Copeland is planning an expan- 
sion of the import business with a 
new building in the near future. 
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features he liked into his own building. 


Another new phase of the import 
business is the trend to two cars 
in the family. While Copeland was 
being interviewed one of his cus- 
tomers, who had bought an MG 
from him a year ago, came in to 
see if he could buy a second MG. 

None was available and Copeland 
asked him why he wanted two. He 
said he wanted a second car for 
his wife to drive when he was using 
his, since they are now both de- 
voted MG fans, participating in 
club and rally activities. 
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authorized program for remanufacturing engines and parts. 


Reaping benefits exclusive among auto retailers on a national scale, 
Ford dealers in 1960 sold well over 75-million dollars’ worth of recon- 
ditioned engines and parts to car and truck fleet operators, garage 
and service station owners and other buyers! 


Why this flourishing market for Ford reconditioned products? The 
answer, of course, is quality. Ford authorized reconditioners don’t 
just rebuild engines and parts, they remanufacture them to “like-new” 
standards. 


Located in 31 key areas around the nation, Ford authorized recon- 
ditioners must continually meet strict factory requirements in order to 
use and display the Ford authorized reconditioner seal. Every engine 
and part must be remanufactured according to rigid Ford blueprint 
specifications. Only genuine Ford parts are used in the reconditioning 






POWER-PACKED 
PROFIT MAKERS 


Of all U.S. car and truck manufacturers, only Ford, through 
its exclusively franchised dealers, has a nation-wide 








process. And every authorized re- 
conditioner must maintain a complete 
quality control department and program 
for testing reconditioned units. 


In a typical engine reconditioning operation, over 100 new parts 
are used. Timing chain, crankshaft bearings, pistons and piston rings 
are just a few of.the vital replacements made in every Ford authorized 
reconditioned engine. 


The Ford authorized reconditioning program is an example of Ford 
Motor Company’s desire to serve every type of vehicle user—and to { 
broaden sales opportunities for its dealers everywhere. 


Another reason why it’s great to be a dealer in the Ford Family of Fine Cars. 
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MOTOR COMPANY 
THE AMERICAN ROAD, DEARBORN, MICHIGAN 


FOR THE AMERICAN ROAD; THE FARM; AND INDUSTRY 
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Sell the Best Hitch on the Road 


Draw-Tite 
Regular and Heavy-Duty Trailer Hitches 


4) 


REGULAR TYPE 
2000 Ib. g.w. capacity 


HEAVY-DUTY TYPE 
5000 Ib. g.w. capacity 













Dealers from Alaska to Florida acclaim DRAW- 
TITE hitches’ superiority—proving there is no 
substitute for dependability—and the profit is good, 
real good! Welded one-piece construction with no 
adjustments, assembly, or welding—no parts to 
lose—is your guarantee of satisfied customers. 
Custom-built for all full size cars and compacts and 
most imports. Immediate factory shipments elimi- 
nate inventory problems. 


Z/PRECISION MADE 
WINCHES FOR BOAT- 

TRAILERS, FARM AND 
INDUSTRIAL USES 






CAM TENSION COUPLERS 
WITH “TRIGGER-LOCK” ACTION 











— TRAILER PRODUCTS DIVISION 
duties DRAW-TITE MFG. CO. 
folder Belleville 21, Michigan 



























FREE PARTS CATALOGS 


For all imported cars 
from Austin-Healey to Volvo 


Columbia, the oldest, largest importers and dis- 
tributors of factory-authorized imported car parts, 
now offers a new Parts Catalog Service . . . featur- 
ing a broad selection of mufflers, wheel bearings, 
engine parts, brakes, clutches, electrical equip- 
ment, tools and accessories for all European cars, 
If you have a specialty you may now order your 
Parts Catalog in individual sections—or have the 
whole 5 sections if you like. Just check the appro- 
priate box: 


C Engine parts 





1 Clutch parts NAME 

C Ignition parts TITLE 

C Muffler parts 

(C Wheel bearings | STORE. 

CO Oil Filters 

oy ives SPECIALTY 


C Instruments 


Make Columbia your one supply source for all foreign car parts at com- 
petitive prices; immediate delivery. 
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COLUMBIA MOTOR CORP. 419 €. 110th st., New York 29, N. Y. 








VW Does Well 


On the Prairies 


Soo Imports Sold Out 
At Full List Price 


SIOUX FALLS, S. D.—Business 
is good at Soo Imports, Inc. (Volks- 
wagen). They’re out of cars and 
are taking orders for the 1962 model 
with about 20 firm commitments in 
the top drawer of General Manager 
D. R. Tuttle’s desk. 

Soo Imports was established in 
its own Volkswagen-a p proved 
building and facilities in May, 
1959, and there has been a steady 
increase in Volkswagen accept- 
ance, Tuttle told Automotive 
News. 

“We're selling transportation, 
rather than cars,” Tuttle said, “and 
we're pleasing our customers with 




































Renault Owners Await Free Inspection— 


When Bona Sera Motors, San Jose, Calif., staged a Renault-organized service clinic 
for owners, 1,379 invitations were sent out and 224 owners turned up at the dealer- 
; ij ea ship. At times, the waiting line was a block long. Service teams from Renault, Inc, 
our service and making it pleasant and the dealership joined to conduct the free inspections. Clinic so far has resulted 


pre . So te so beep laa in more than $525 of shop work, two direct sales and a prime prospect list. 
* ® *® * * * 


with our owners and to give them 
ood service. The results are show- e e j 
i Renault Clinic for Owners — 
Called Success by Dealer 


ing in our continued increase in ac- 
SAN JOSE, Calif.—‘It’s good 


ceptance.” 
The activity of Soo Imports is 
business to make customers aware 
of our interest in their car,” said 


quite evident in Sioux Falls and the 
territory around by the large num- 

Mickey Bona Sera, president, Bona 
Sera Motors, in speaking of his re- 


bers of Volkswagens seen in the 
traffic streams. 

cent service clinic organized by Re- 
nault, Inc. 


The transportation theme of sell- 
ing has attracted all classes of peo- 
ple but Tuttle said that the biggest 
percentage of cars were being sold 
to professional people and business- 
men. Insurance salesmen make up 
the largest single group. Some months ago Vincent P. 
Sales are made at list prices and | Grob, executive vice-president of 
normal profit volume is maintain- | Renault, Inc., announced an ex- 
panded national service program 
“to bring quality service to every 
Renault owner in the United 
States.” 
As a portion of the program, 
factory service teams arrange 


ed, Tuttle said. Financing is not 
with selected dealers to invite all 


a problem although domestic 

trades sometimes muddy up the 
registered owners (including Peu- 
geot) in the area to come in for 


water. This stems from the fact 
a free inspection and service re- 


that it is often easier to sell a 
new Volkswagen than to sell the 

port. For Bona Sera’s clinic, 1,379 
invitations were sent out. 


domestic trade since the sales 
staff is geared to the import pic- 
ture and Volkswagen perform- 
Of the 224 Renault and Peugeot 
owners that showed up, only 3 per- 
cent had complaints about their 


ance. 
Most new buyers or prospects are 
cars. Bona Sera reports two direct 
sales resulting from the project 


curious and uncertain, according to 
Tuttle. They are afraid the car is 

and has several people in the 
“prime prospect” field. 


uncomfortable or hard to drive. 

Few question the economy in fuel 
and tires. 

Demonstration rides are in order 

About $525 worth of customer 

paid labor and parts have been sold 

to customers bringing in their cars. 

And dealership salesmen have made 


for most prospects. One buyer said, 

“After you drive one, you’re hook- 
seven late-model demonstrations to 
owners of Renaults three or more 


ed.” 
Tuttle said that two women came 

in to look at one not long ago. They 

appeared to be school teachers look- 

ing for economical] transportation 

but they were uncertain about the 

comfort and had not taken the | ¥€4rs old. 

demonstration ride. Tuttle turned| According to Renault executives, 

to a young man in the showroom|three such clinics have been held 

who owned one, taking a chance, | in California. The first, in Albany, 

he asked him what he thought| drew 104 cars! The second, in 
Stockton, 57, and the most recent, 
in San Jose, 224. In each clinic 
dealer and factory personnel co- 

operated in providing the free in- 

spection service. 

The Bona Sera clinic was pre- 


about the comfort. 
“I drove one all over Spain and 
ceded by a personal letter from 
Mickey Bona Sera to the 1,379 Re- 



























nault and Peugeot registrations in 
his area, inviting them into the 
dealership for a checkup. In addi- 
tion, Bona Sera added a tagline to 
his regular radio program. a 

Only radio and direct-mail was 
used, No newspaper announce- __ 
ments were used, Bona Sera 
spent $407.50 for advertising, free 
pop for waiting car owners and 
overtime pay for mechanics who 
did the work. 

The shop clinic hours were from 
6 to 9 p.m. Thursday and Friday 
evenings, and Saturday from 9am ~~ 
to 4 p.m. Mickey Bona Sera told 
Automotive News, “The mechanics 
seemed to enjoy the clinic. They 
were a part of something important 
to the business, and had smiles on 
their faces while working with the 
customers.” 

Bona Sera believes a large num- 
ber of people were lost because they 
couldn’t be taken care of quickly 
enough. Many car owners waited as 
long as two hours for their free in- 
spection. On Saturday, a single row 
of waiting Renault and Peugeot 
owners extended a block down the . 
street. Police were called to pro- ; 
vide lane makers and control traf- ‘ 
fic. 

As each car owner reached the 
head of the line he was met by a 
Bona Sera and a Renault repre- 
sentative. His name, address, phone 
number and car history were ob- 
tained. Owner complaints were so- 
licited at this time. 

Then each car was given a bump- 
er-to-bumper inspection. Minor ad- 
justments were made in the proc- 
ess, While the owner was present. 
The car was road-tested by a fac- 
tory representative, with the owner 
along. Finally the clean cars were 
dusted, dirty cars washed, all win- 
dows cleaned and the owner given 
a detailed report on his car. 

Renault provided eight tech- 
nicians for the Bona Sera clinic. 
Service representatives brought 
their tool kits and service trucks 
to support Bona Sera-shop equip- 
ment. All parts came from Bona 
Sera stocks. Dealer mechanics 
were paid union scale for over- 
time. There were four service-in- 
spection teams operating at all 
times. 

“It built up a great deal of good 
will for future work,” says Bona 
Sera. “Since the clinic, we’ve writ- 
ten up and worked on 25 cars that 
went through the inspection. Our 
average R.O. is $13 for labor and $8 
for parts, which indicates about 
$525 worth of shop work. In fact, 
this extra work filled out our shop 
date ‘book for the three weeks fol- 
lowing the clinic. There’s no ques- 
tion but what we’re getting back 
our (advertising) money.” 

The dealer clinic program is a 
portion of overall Renault effort to 
bring quality service to U. S. Re- 
nault owners. Service training cen- 
ters have been established in New 
York, San Francisco and Kansas 
City to provide refresher and spe- 
cialized training for (Renault) re- 
gional and district personnel. Added 
service training is being given deal- 
er personnel by regular briefing 
sessions at the dealer level. 

























































































































































when I came home I bought one 
as quick as I could. I’ve driven 
it to the coast and back half a 
dozen times and I’ve found it 
comfortable and thoroughly reli- 
able.” 

The prospects were obviously 
pleased. They took a demonstration 
ride and then were soon being in- 
structed about the shift as they 
completed the deal. 

In the service department is a 
manager who spent Many years as 
a service manager for a domestic 
make. He has instructions to make 
every customer happy with the per- 
formance, the workmanship and the 
quality of the purchase. An order 
like this, he reports, takes most of 
the headaches out of being a service 
manager because you have no 
strings tied to what you can do for 
a customer. 

The griping owner is virtually 
unknown and likewise the chisel- 
ler for free service and replace- 
mepts to which he is not entitled 
is almost unknown. 

Acceptance of the Volkswagen in 
this prairie country, where the land 
is big, the trucks are big and every- 
thing is done on a grand scale, is 
somewhat surprising, according to 
Tuttle. Economical transportation 
is something that interests almost 
everyone, he said. 

“Our problem, if we have any,” 
Tuttle said, “is to make the quali- 
ties of our car known to more peo- 
ple. Sales are limited by a lack of 
knowledge. Almost every day, some- 
one buys one from us and tells us 
he wishes he had known about it 
sooner.” 




















Car-Strippers’ Net 
In Toronto Put at 
$800,000 a Year 


TORONTO. — Scores of rented 
private garages in Toronto prob- 
ably house nothing more than the 
skeleton of a car, Deputy Chief 
George Elliott said. 

The deputy chief said police have 
evidence that a well-organized car- 
stripping ring is operating in 
Toronto and the “take” could ap- 
proach $800,000 per year. 

Within the past two weeks police 
have found the skeletons of seven 
cars. They probably were worth a 
total of $12,000 originally, Elliott 
said. 

Earlier this year two men were 
charged in connection with a ring 
that shipped parts valued at $50,000 
to Kingston. 

A gang, detectives said, steals a 
car. It is put in a rented garage 
and stripped of tires, wheels, en- 
gine, fenders and doors. The parts 
are sold to second-hand dealers, 
who in turn sell them to body- 
repair shops. 

Elliott said most of the stolen 
ears in Toronto which are not re- 
covered probably are dismantled by 
car strippers. 
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GSM Enters American Market— 


Organized only last month to import and distribute the British-built GSM Delta 
in the United Stafes is Delta Detroit, temporarily headquartered in the Detroit Coast 
Guard Warehouse. Russell Frink, vice-president, will handle dealer recruitment. Delta 
Detroit plans to receive its first cars at the end of this month and to import 250 units 
during 1962, The car has a fibreglass body and is powered by an English Ford en- 
gine, available in varying stages of tuning. 





-| first import (an Austin) that show- 
=|}ed up on my used-car lot back in 


S| with Larry Miller in Holiday Mo- 
tors, Van Nuys, Calif. 
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Honeymoon Is Over but Import Romance Burns .. . 


Definite Goals Keep Dealer in Black 


By William Carroll 
West Coast Editor 
LOS ANGELES. —“I couldn't 


even recognize the maker of the|the Studio City lot. 


1952,” says Dan Schwartz, a partner 


“Then someone traded in an| know, it didn’t. 
XK-150 Jaguar on a late Cad and 
we became interested in imports.” 

By late 1952 Holiday picked up 
the English Ford franchise. In 
rapid succession there was Hill- 
man in 1953; Triumph in 1954; 
Jaguar, Renault and Peugeot in 
1956, followed by Simca. 

“Those were tough days,” says 
Schwartz. “No bank or finance 
company would touch an import. 
We used all sorts of deals to keep 
rolling. Around 1955 imports be- 
came respectable and legitimate fi- 
nancing became available. 

“In 1956 we built at 5015 Van 
Nuys Blvd. (the present location) 


new building.” 


iday Motors, 


Group at 5015 Van Nuys. 
There’s a total of 45,000 square 
feet of property taking all front- 
age of a full block on a major 
San Fernando Valley c ar- 
tery. About 17,000 feet is under 
roof. Showroom and offices are in 
the center of the block, with new- 
car display on one side and used 


97 Holley Original Equipment 
Carburetion and Ignition Items have been copied. . . 





Background: Original Portrait of Mona 
Lisa by Leonardo da Vinci, 1452-1519 





... but no copy ever quite matches 
the ORIGINAL ! 





Holley makes only authentic originals—and any original is hard to 
copy. Every Holley carburetion or ignition component you sell is as 
much an original as the part it replaces. Both are designed, engineered 
and manufactured to the same original equipment specifications, and 
must pass the same performance tests and rigid quality inspection. So, 
when you replace carburetion or ignition parts, it will pay you to use 
‘Holley Originals’’. With copies there may be a question—with Holley 








you’re sure of customer satisfaction. 


RT-45 


Original Equipment 
Manufacturers of 
Carburetion and Ignition 
Products for Over 55 Years 


11955 E. Nine Mile Road 
Warren, Michigan 


@Registered Trademark 





but kept a used-car lot in nearby 
Studio City. Two operations were 
one too many, so in ’58 we closed 


“In 1959 we built an exclusive 
Renault-Peugeot building a half 
block away. This was what they 
wanted and we thought the honey- 
moon would last forever. As you 


*“So in 1960 we pulled the two 
French lines back to our main store 
and put a leasing operation in the 


Today, the parent company, Hol- 
has franchises for 
Jaguar, Renault, Peugeot, Triumph, 
English Ford, Simca and Rootes 


cars on the other. Service shops 
extend across the rear. 

The leasing building is across the 
street from the used-car lot, on a 
7,500 square foot corner, Leasing of- 
fices are in the front building, with 
body and paint shops in what were 
once exclusive Renault - Peugeot 
service garages. 

A separate business known as 
Wholesale Parts Distributors, is at 
15048% Oxnard Ave. in North Hol- 
lywood. About 6,000 square feet of 
building is staffed by seven parts 
specialists providing a wide range 
of imported-car parts to San Fer- 
nando Valley dealers. 

“There’s many things I don’t 
know about this business,” says 
Schwartz. But when it comes to 
objectives he’s rather specific. 

On new and used cars Holiday is 
shooting for an average 20 percent 
gross per unit. Used cars come in 
at true wholesale, plus recondition- 
ing, with retail price established on 
the basis of a 20 percent markup. 

Target for the service department 
is 100 percent absorption, but 
Schwartz is quick to admit this is 
more target than fact. Because Hol- 
iday is gambling on a _ used-car 
market two years distant, they 
don’t lease unless predetermined 
profit is in the deal. 

Holiday uses the “forecasting 
budget system” in which all ex- 
penses are hinged to gross busi- 
ness targets. Monthly meetings 
are held for all department heads. 
They are advised of the dollar 
volume of business that must be 
maintained to handle their de- 
partment overhead. 

When asked about the profit tar- 
get for management, Schwartz re- 
plied, “I feel that management is 
entitled to » 50 percent annual re- 
turn on in,estment, before taxes, 

when you consider the time and 
effort every dealer puts into his 
business.” 

Breakdown of a Holiday state- 
ment shows that about one-third of 
gross profit is generated by sale 
of new cars. Twenty-two percent 
comes from sale of used cars. The 
body shop, service center, and 
wholesale parts division each pro- 
vide 13.5 percent of gross income, 
while retail parts sales account for 
the minor 4.5 percent. As the leas- 
ing company is a separate corpora- 
tion, it is not included above. 

New-car stocks are floored 
through Commercial Credit. Year- 
to-date inventories average 60 to 70 
units, or a 45- to 50-day supply at 
this year’s rate of travel. A 45-day 
inventory of used cars (50 to 60 
units) is estimated at $60,000. 


Holiday’s records show a gen- 
eral decrease in total business 
since imports hit their peak in 
1959. Using 1959 as the 100 per- 
cent year, Holiday unit sales 
dropped to 60 percent in 1960, 
were up to 70 percent for the first 
six months of 1961. 

The profit picture changed less 
radically. If 1959 is considered the 
100 percent year, 1960 profits were 
65 percent of the previous year. 
This 65 percent figure held during 
the first half of 1961. 

Holiday finances through both 
Commercial Credit and. Bank of 
America, At Commercial Credit 
there’s a $125,000 line of new-car 
flooring credit, plus a $25,000 line 
for “new-used” cars bought for the 
leasing operation. No used cars are 
floored for retail selling. 

There’s nearly a million dollars 
worth of credit available for Holi- 
day retail and lease customers. 

At present, it is estimated Holi- 
day has over a million dollars 
worth of outstanding customer pa- 
per, all with recourse. 

“I wouldn’t write paper without 
it,” Schwartz said, “I like that 
reserve account, It has made the 
difference to many a dealer be- 
tween black and red if he’s been 
at all careful in selection of pa- 
per.” 

Proof of the pudding came from 
the two financial institutions be- 
hind Holiday. Both reported finance 
and insurance income above the 
average of other dealers, as is per- 
centage of return on operating in- 
vestment. 

The repo rate was among the 25 


(Continued on Page 66, Col. 1) 
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For Import Leaders. . 
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~ Topflight Service Still the Key 


(Continued from Page 52) 


both 36 and 40 horsepower engines, 
starter motors, complete clutch as- 
semblies, carburetors, brake shoes 
with linings, fuel pumps, generators 
and transmission-rear axle assem- 


blies. i 


7TOLKSWAGEN service custom- 
V ers who specify they want re- 
conditioned parts used in their ve- 
hicles effect savings of up to 43.6 
percent over the cost of new parts, 
Kittel said. Rebuilt ones carry the 
same six-month warranties as those 
given on new replacement units. 

In addition to standard parts 
from Volkswagen factories, 
Volkswagen of America’s parts 
department also supplies its dis- 
tributors with batteries, tires and 
tubes, vent-shades, cigaret light- 
ers and utility light kits made by 
American companies. 

Parts inventories maintained in 
the U.S. are valued at about $40 
million at present with distributors’ 
warehouses containing about $25 
million of that inventory. 

Ed * * 

M-B’s 4 Points 

FOUR-POINT program for im- 

proving its parts and service 
operation is being carried out by 
the Mercedes-Benz organization 
under the direction of Roy B. Ben- 
der, general manager of the parts 
and service division; J. C. Shep- 
pard, manager of Mercedes-Benz 
parts and service, and B, D. Wood, 
field parts and service manager. 

The four points include a qual- 
ity-dealer program, a_ technical 
assistance and service aids plan, 
a technical training program and 
further improvement in the parts 
operation. 

The quality-dealer program has 
been in operation for just a few 
months but already the factory field 
force, under the direction of Wood, 
together with dealers using the 
program effectively, have brought 
about many refinements and im- 
provements in parts and service 
available to Mercedes-Benz owners. 

Mercedes-Benz Sales has pre- 
pared a comprehensive Dealer De- 
velopment Guide, which establishes 
standards. This guide outlines in 
detail specific recommendations. 
Generally speaking, all Mercedes- 
Benz dealers are required to have 
adequate building facilities, a clean 
and neat establishment, a properly 
painted and identified service area 
and parts department, adequate 
factory trained personnel, suffici- 
ent parts and tools and proper 
service control systems. 
* * * 

HE primary purpose of the 

guide is to assist the factory 
field organization in an all-out ef- 
fort to see that basic parts and 
Service requirements are carried 
out which will benefit the Mercedes- 
Benz owner. 

The work in the field on the 
quality-dealer program primarily 
consists of a survey of the dealer’s 
facilities by Mercedes-Benz per- 
sonnel, After a careful review of 
this survey, a proposal of recom- 
mended improvements is made for 
the purpose of up-grading the deal- 
er’s facilities, This proposal is then 
presented to the dealer and dates 
are set for completion of all im- 
provements proposed. A close fol- 
lowup is made to see that these 

goals are reached. 

V. J. Tomhave, manager of 
technical service for MBS, is in 
charge of supplying dealers with 
complete libraries of service in- 
formation, manuals, regular is- 
sues of service bulletins, and any 
information valuable and timely 
for the best servicing of Mer- 
cedes-Benz vehicles. 

A point is made to have person- 
nel from the Technical Service Di- 
vision visit Daimler-Benz facilities 
in Germany on specialized assign- 
ments and training twice a year. A 
very close coordination of efforts 
between Mercedes-Benz Sales and 

Daimler-Benz in Germany is main- 
tained at all times. Information 
Pertaining to product changes and 
service information gets to the 
field force and to dealers very 
quickly. 

Dealer service clinics are being 
held periodically by field parts and 
Service personnel to keep dealer 


service personnel up to date on 
product knowledge. 
*” cd ok 

Training Centers 

ERCEDES-BENZ SALES main- 

tains permanent installations 
in New York City, South Bend, 
Long Beach, Calif., Atlanta and 
Kansas City, which are staffed and 
equipped as technical training cen- 
ters. These schools are under the 
capable direction of A. S. Kidder, 
manager of technical training cen- 
ters. 

It is a requirement that Mer- 
cedes-Benz dealers send their 
mechanics to school for technical 
training on the products they are 


Fiat to Build in Syria 
NEW YORK.—Fiat will build a 
$20 million factory in Latakia, 
Syria, to build cars for distribution 
in the United Arab Republic, it 
waz reported here. Construction is 
to start next month. 


to service, The instructors in the 
corporation training centers have 
a thorough knowledge of the 
product and are excellent teach- 
ers. Many of the instructors have 
received training in Germany at 
Daimler-Benz schools. 

In support of Mercedes-Benz 
service programs, a number of re- 
finements in the distribution of 
Mercedes-Benz parts have been ef- 
fected. Parts inventories in all 
depots throughout the U.S. have 
been broadened. The central parts 
warehouse in Roselle, N. J. is close 
to the port of entry and the re- 
maining 15 depot locations are in 
strategic cities covering the entire 
country. This system is under the 
supervision of F. R. McBride, man- 
ager of Mercedes-Benz parts ware- 
houses. 

ok * cs 
ORSCHE OF AMERICA CORP. 
has service engineers stationed 
at each distributorship in a move 
to improve training for mechanics 
and service managers. All mechan- 


Monarch Mofors to Open New Building— 


Monarch Motors, Inc. (Volkswagen), has completed plans for moving into this new 
building at 3650 Bird Rd., Miami. The new location will include 20,000 square feet 
of building area and a total overall area of 77,000 square feet, enabling the firm to 
triple its present facilities. Coowners of the dealership are John and Jack Rinehart. 


ics connected with the Porsche set- 
up take a basic course which lasts 
one week, The classes are held in 
distributorships where all training 
materials are on hand. 

Three-day refresher courses are 
held for mechanics and service 
managers from time to time to 
keep them up to date with 


on "eg. 


changes in the product, Along 
with the help on service opera- 
tions, the classes offer assistance 
with parts problems and order- 
ing procedures. 

As a further aid to dealers, the 
service engineers go on the road 
for 10 days of every month, calling 
on dealers to lend a hand with 

(Continued on Page 73, Col. 2) 
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Story 


They came to South Bend — 
dATeNVAStc WU UaIe MALS) WAALS 

for 62—they studied 
Studebakers aggressive, 
customer-oriented 
program for 62—and... 


















...successtul business people, recognizing the unusual profit potentials 


The word has spread fast: big things are happening 
at Studebaker! An aggressive, able new management 
team has gone into high. A brilliant new line of 
Larks and Hawks has been developed for 62. New 
merchandising and advertising programs are ready to 
go into action. Optimism and enthusiasm are spread- 
ing from the administrative offices and the factory at 
South Bend, all through the dealer organization and 
the entire Studebaker international complex of busi- 
nesses and industry. 


“Studebaker today is a world-wide industrial complex 
of diversified expanding interests. Our Corporation 
is constantly moving into new fields of opportunity 
on a sound financial basis. This is the solid founda- 
tion on which our 109-year old Automotive Divi- 
sion is based—the footing that assures Studebaker 
and its dealers the security of uninterrupted conti- 


nuity now and in the years Oa 


Sherwood H. Egbert, President 


Naturally, this kind of activity arouses the interest of 
successful people in many lines of business—especially 


THIS IS STUDEBAKER...GROWING! 


MAKER OF AMERICA’S BEST-BU/LT CARS AND TRUCKS 


B 


THESE DIVERSIFIED DIVISIONS, OT) | 
EACH THE QUALITY-LEADER Bee hl 
IN ITS FIELD, ADD STRENGTH os Ci 


AND STABILITY TO 
STUDEBAKER TODAY! 


Onan Division 


World’s largest manufacturer of 
diesel, gasoline and propane 
powered electric generators, 
from 500 watts to 230,000 watts 
and air-cooled gasoline engines. 


CTL Division 


Structural plastics and high tem- 
perature shielding for astronaut 
Project Mercury, and nose cone 
shielding for Jupiter, Titan and 
Pershing missiles. 


Gravely Tractor Division 


Leader in manufacture of Qual- 
ity utility tractors, producing 
over 30 separate tools and 
attachments for lawn, garden, 
farm and industrial applications. 





since all the economists are predicting a banner year 
for automobiles in 62. Many of these persons made 
inquiries, and when they saw the ’62 Studebaker line 
and studied the sales and promotion plans for ’62— 
they signed to take on Studebaker franchises. The 
five shown here are typical. 


Why don’t you get the facts and figures? There are 
attractive Studebaker franchises available in some 
fine territories. For details, write or wire to Mr. Frank 
Suslavich, V-P and General Sales Manager, Stude- 
baker, South Bend 27, Indiana. Your action now 
might mark the happiest turning point in your life! 


R. H. WATT 
Downer’s Grove, 
Illinois 

In business 34 years, 
operating successful 
domestic and foreign 
car agency. 


G.M. STORMS 
Baldwin, N.Y. 

In business 12 years, 
in management of 
Ford Motor Com- 
pany and manage- 
ment of Renault. 


Flash! 


Detroit, August 31. Newest Studebaker 
dealer is J. W. Lavigne, Pres. Lavigne 
Auto Sales, one time N.A.D.A. Board 
member and former Rambler dealer, 
prominent in Detroit business and so- 
cial circles. 34-year-veteran Lavigne is 
enthusiastic about ’62 Larks and Hawks, 
adds distinction to growing “family” 
of Studebaker franchise holders. 


he 


J. CLAUSSEN 
Topeka, Kansas 
For 3 years presi- 
dent of new and 
used car agency in 
which he was a sales- 
man for 7 years. 


E. PILMER 
Yonkers, N.Y. 
Carrying on family 
business — successful 
domestic and for- 
eign car dealerships 
since 1935. 
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Clarke Floor Machine Division 


First name in industrial, commer- 
cial and institutional floor main- 
tenance equipment and Quality 
Sanders, sweepers, scrubbing 
and polishing machines. 


Chemical Compounds Division 


Manufacturer of Quality spe- 
cialized additives — “Blitz” for 
engine fuel; “STP” for engine 
oil to reduce friction and oil con- 
sumption, prolong engine life. 


Gering Plastics Division 


Volume producer of Quality 
thermoplastic molding com- 
pounds, polyethylene sheeting; 
maker of Tidy-Mat household 
and floor mats and shelf liners. 


Mercedes-Benz Sales Division 


U.S. distributor of Mercedes- 
Benz Quality gasoline and die- 
sel motor cars and busses and 
DKW and Auto-Union front- 
wheel drive automobiles. 


R. A. BALDWIN 
Burlingame, Calif. 
In business 9 years 
with Studebaker as 
District Manager, 
Zone Sales Manager, 
Retail Salesman. 


Plants 
and Affiliates in: 


Argentina 
Australia 
Belgium 
Canada 
Chile 
England 
Israel 
Mexico 
South Africa 
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Vogel Adds Branch... 
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Import Revival Near, 
Wisconsin Dealer Says 


(Continued from Page 53) 


ket appears to be opening now for 
quality luxury cars, That is why we 
took on Rolls-Royce and Rover.” 

Viewing the sports-car market, 
Vogel is convinced that new vis- 
tas are opening in this field, as 
well. 

“It isn’t only hobbyists who want 
to buy sports cars today,” he ex- 
plained. “Sports-car interest is 
spreading to a much wider seg- 
ment of the public. The typical 
prospect is the person who wants 
a@ sports car because it ig easier 
to handle and just plain fun to 
own and drive.” 

Ninety-five percent of his cus- 
tomers return for service and 
maintenance work, Vogel said. 
They also are responsible for a 
high volume of referral sales to 
new customers. 


tomer list revealed some interest- 
ing facts: City dwellers comprise 
a bigger share of sports-car cus- 
tomers than suburbanites, and a 
surprisingly large number of 
women are buying sports cars. 


“This knowledge has strength-| 7 


ened our desire to open a branch 
in metropolitan Milwaukee,” Vogel 
said. “We want to get closer to the 
big, expanding sports and luxury- 
car sales potential that exists right 
in the city.” 

The new Milrace Motors deal- 
ership in Milwaukee, located at 
2976 N. Third St., contains 9,000 
square feet. The firm has an 
option to take over the second 
story, another 9,000 square feet, 
if business warrants the addi- 
tional space. 

The service department is devel- 
oping into a major source of rev- 


A recent check of the firm’s cus-| enue. Milrace’s Thiensville shop 










Here is a hi-proht business builder for 5 


Quaker State CSP takes the guesswork out 
of cooling system protection. You can sell 
it with confidence to every customer. CSP 
was developed especially to combat cor- 
rosion of aluminum blocks, cylinder heads, 
water pumps—and will do a better job of 
preventing rust in regular cast-iron engines, 








Race Cars a Growing Business— 


New boomlet in the imported-car field centers around “Formula Junior” cars tail- 
ored for allout road racing. Representative entry shown here is the Tojeiro, built in 
England and distributed in the United States by Tojeiro Sales, U. S. A., Washington. 
It is powered by a rear-mounted English Ford engine, producing 84 horsepower and 
driving through a modified Volkswagen transmission. Suspension is fully independent, 
with inboard rear brakes. The Tojeiro, built on an 84-inch wheelbase, weighs only 


800 pounds, including water and oil. 





has six stalls, The new Milwaukee 
branch a potential of 12 spaces 
with six currently in use. 

With the opening of Milrace in 
Milwaukee, an “imported-car row” 
is in the making. Within a stone’s 
throw are four other dealerships 


Quaker State Oil Refining Corporation, Oil City, Pennsylvania 


franchised to sell imports. 

“Our opening up here will pull 
added traffic to the neighborhood 
and help  everyone’s_ business,” 
Vogel said. “It so happens that 
none of us on this street carry con- 
flicting lines.” 


rou! 





too. It is the modern and complete cooling 
system protector. CSP can be used with all 
types of anti-freeze. You can sell Quaker 
State CSP to build customer satisfaction 
and profits—this fall and all year round. 
Ask your Quaker State distributor for the 
facts about this great new product. 
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Ford of England 
Details Consul 315 


New Design Fills 
Gap in Models 
By F. ©. Livingstone 


Special Correspondent 
7; ono, England, — The Consul 
Clagsic 315, a new popular- 
priced car introduced by Ford of 
Dagenham, has just been announc- 
ed. 

While it is said to fill the gap 
between the four-seater 997-c.c, 
Anglia and the six-seater 1,703-c.c, 
Consul, the Classic, of 1,340-c.c. and 
seating five, is really a big step be- 
yond them in design. 

In braking, it offers disk brakes 
on the front wheels — unique 
among cars of such modest size, 
In lighting, it adopts the Ameri- 
can system of four headlamps. 
In bodywork, it provides ample 
seating for five substantial adults, 
and what appears to be the larg- 
est trunk—21 cubic feet— on any 
British auto in the light-to-medi- 
um class. 

The transmission is conventional. 
It has a hydraulically assisted 
clutch and four-speed gearbox, with 
synchromesh action on second, 
third and top gears. Suspension is 
independent at the front, by coil 
springs. Rear suspension is by 
semi-elliptical springs. 

The Classic is graceful and func- 
tional in appearance, with forward- 
sloping hood and a sharply-raked 
windshield, which blends smoothly 
in a slim roof that slopes back to a 
reverse-angle rear window, in An- 
glia style. 

ok ok * 

7 motor develops 54 brake 

horsepower and with a car 
weight of only a shade over 2,000 
pounds, is sufficient to give acceler- 
ation from rest to 60 miles per hour 
in just over 20 seconds, Top speed 
is 80 MPH and because the motor 
is exceedingly “over square,” a bore 
of 80.96 mm compared with a 
stroke of only 65.07 mm, the piston 
speed is low for any given speed 
and the car can cruise indefinitely 
without undue stress at close to its 
maximum. 

The Classic is to be available 
with either two or four doors in 
standard and deluxe finish. There 
is also to be the option of shift 
lever floor-based or on the steer- 
ing column. 

Introducing the Classic, Sir Pat- 
rick Hennessy, chairman of Ford 
Motor Co, of England, said that 
the car would be first introduced 
on the continent of Europe—“the 
battle ground” and the test area in 
the automotive world. 

“If you can sell in Europe, you 
can sell anywhere,” he declared. 

“The American market was al- 
ways in my opinion one which 
could not be relied upon for a big 
volume of sales,” he said. “They 
could always build cars to our own 
size, if they wanted to do so.” 

* in ae 


Record Output of Trucks 
— very rapid growth of the 

British truck industry will con- 
tinue, said Geoffrey Rootes, man- 
aging director of the Rootes Group, 
at a meeting of the Road Haulage 
Assn. in London. Rootes said: 
“Last year British truck manufac- 
turers again created new produc- 
tion and sales records, and the 
same trend is already very marked 
this year. 

“During the first quarter of 
1961 total production reached 
nearly 120,000, and of these ve- 
hicles over 48,000 were exported. 
Both these figures are records 
for the period.” 

There are encouraging signs, 
Rootes said, that the government 
has a much more enlightened atti- 
tude towards road transport. He 
emphasized the need for Britain to 
press on with her motorway plan. 
Germany had already added 352 
miles to her autobahn system since 
the war, and will have a total of 
1,885 miles within 18 months. Brit- 
ain had 128 miles in operation and 
172 miles under construction. 
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This is the first page in the first book of the 
automobile. These two cars were the first 
gasolrne-engine vehicles in the world to run. 
The year was 1886. The car in the back- 
ground was built by Gottlieb Daimler, the 
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Both the Daimler 4-wheeler and the Benz 3-wheeler had one cylinder engines and a top speed of about 10 miles per hour 


Genesis 


other, by Karl Benz. This combination became 
Daimler-Benz, manufacturer of Mercedes- 
Benz cars. All other cars in the world followed 
these two. Every Mercedes-Benz traces its 
lineage directly to these venerable ancestors. 


And that is how a star was born. The silver, 
three-pointed star is a hallmark of seventy-five 
years of continuing and ever-progressing ex- 
cellence by the oldest and most experienced 
automobile manufacturer in the world. 


Mercedes-Benz Sales, Inc., South Bend, Indiana 
(A Subsidiary of Studebaker-Packard Corporation) 
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After Months of Turmoil... 





Import Picture Clearing in L. A. 


(Continued from Page 36) 
record, lack of recent changes and 
improvements have slowed Morris 
sales to a walk. A new model is 
primed for introduction in October, 
which should help sales in the U. S. 

NSU Prinz: Recent “cleanup” 
sales of NSU Prinz models at $995 
have reduced local warehouse 
stocks to the vanishing point. The 
special price reshaped used-car 
value of the Prinz while putting 
many Los Angeles citizens into im- 
port transportation for the first 
time. 

* + * 

i: When Opel popped in late 

1957, it kept many a hard-press- 
ed Buick dealer in business. Today, 
with the Special as competition, 
Opel is all but ignored by Buick 
men. Few new Opels are in town, 
with no more shipments expected 
until 1962. 

Pevucgot: About 35 dealers in Cal- 
ifornia continue to handle Peugeot. 
Both the 403 and 404 are stocked, 
with less than 50 wholesale units on 
hand. A rebate program on 403 


wagons and sedans has kept them 
moving, though sales are way under 
last year’s figures. 

Recent ads for the 403 at $1,995 
have improved customer action, 
with dealers holding a gross close 
to that available when the unit 
was listed at $2,395. 

Porscue: An increased allotment 
of cars is expected to result in ap- 
pointment of three or four new 
Porsche dealers in Southern Cali- 
fornia, Sales are holding at last 
year’s level. 

Renavutt: The Dauphine cleanup 
program, at a retail price of $1,295, 
has wholesale stocks almost wiped 
out. About 50 dealers handling the 
French import report that price-cut 
action brought Renault sales up 
from the cellar. 

The 4-CV is cold, with only a few 
units to be found. Most dealers re- 
port little interest in the new R4L, 
but wish the factory would provide 
a stripped Dauphine price leader 
for $1,300 with the Gordini at $1,600. 

They claim the combination of 
“below VW price” and Renault, 


Inc.’s, new customer service clinics 
could turn their import into a prof- 
itable unit. 

ok * * 


gas: The realignment of Simca 
sales programs has failed to 
have much effect on unit sales in 
the Los Angeles area. Dealers re- 
port Simca has all but died. Factory 
stocks (less than 500 units) are 
fresh, under-cover units which are 
being moved at a price. 

Plans are to unload all current 
stocks prior to introduction of the 
new “Simca 5.” It is reported com- 
petitive in price with all leading 
imports. 

Only about 20 Western Simca 
dealers handle a Detroit product. 
The rest are import dealers, most 
of whom dual Simca with another 
import. Less than 100 dealers are 
estimated to be retailing Simca on 
the West Coast. 

Srncer: When 1960-61 stocks 
were gone, Rootes quietly decided 
to let Singer fade from the local 
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scene. None have been imported in 
recent months. 

SUNBEAM: The hotshot of the 
import roadster group is the Sun- 
beam Alpine. It soon will be 
available in a more powerful 
Harrington-Alpine conversion. 
Dealers say Alpine grosses are 
keeping them in business. Used 
Alpines are at a premium and are 
going for well over book, 

‘ TrruMPH: Premature publicity on 
the new TR-4 has all 36 local Tri- 
umph dealers scrambling to unload 
TR-3 stocks. New units are being 
advertised at $2,195, 

Standard Ten wagons and sedans 
are no longer being brought in, 
while current stocks of Herald are 
in a countdown situation with deal- 
er incentives to move warehouse 
stocks before the new 1200 shows. 

An advertising and sales promo- 
tion program is reported planned 
for the new models, though incen- 
tive money is relied on to move out 
current stocks. 

+ * * 

Yaar Agee: Improvement in 

delivery of cars has VW distri- 
bution planning to add three or 
four dealers in the next four 
months. A recent fleet and lease 
program provides a more liberal 
policy on passenger cars, as has 











Team Roosevelt... 


Works With The Dealer! 


Now Serving Successful FIAT Dealers in 22 
States... JAGUAR-DAIMLER in 6 States 


Teamwork is the keystone of the mutually profitable relationship between Roosevelt Automobile Company 
and over 175 Fiat, Jaguar and Daimler dealers! The Roosevelt organization, under the guidance of Franklin 
D. Roosevelt, Jr. and Frank E. R. Siena, works closely with every dealer . . . to assure the maximum in sales and 
best in service. A superlative staff, experienced in all phases of automotive retailing, is always at the disposal 
of the dealer... to help increase sales and to solve problems or avoid them. A network of warehouse facilities 
provides quick, dependable parts service to all dealers in the vast 22 state Roosevelt territory. Above all, 
Roosevelt Automobile Company is privileged to distribute the finest automobiles in their respective categories: 


FIAT, JAGUAR and DAIMLER. 


A Few Choice Franchises Now Available 


Direet Inquiries To: 


ROOSEVELT AUTOMOBILE CO. 


2825 V STREET, N.E., WASHINGTON 18, D.C. 


Distributors For FIAT—JAGUAR— DAIMLER 
In The Following States: 


e Alabama « Arkansas « Colorado « Delaware « Florida « Georgia « Southeastern Iilinois « lowa 
e Kansas « Louisiana e Maryland « Mississippi « Missouri « Nebraska « New Mexico « North Carolina «e Oklahoma 
¢ South Carolina « Tennessee « Texas « Virginia « West Virginia « Washington, D.C. 
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And He Drives Along 


Snug as a Bug... 


CLEARWATER, Fia.— One of 
the craziest cars anywhere igs 
owned by O. T. Romine, a carpet 
dealer here. 

His Morris Minor is covered 
on the outside with 25 square 
yards of carpeting, in various 
colors, cemented to the car with 
waterproof cement. Romine sayg 
the job has withstood rain and 
hot weather with no obvious ef- 
fects. 

a Serr 


been used on Transporters for some 
time. 

The local distributor reports a 20 
percent increase in unit orders for 
1962, compared with 1961. The ‘62 
models of all series are expected to 
reach dealer hands by the middle 
of September. 

VOLVO: Current stocks of 
Volvo two and four-doors were 
expected to be out of distributor 
warehouses by Sept. 10. In No- 
vember, new stocks with new in- 
teriors are expected to be on hand 
to gather sales from attention 
gained by limited availability of 
the P-1800 sports coupe. 

Dealers report Volvo sales range 
from “slow” to “coming back a lit- 
tle.” Free freight on multiple-unit 
orders and a $50 bonus program 
ended Aug. 31. Local Volvo officials 
say August was the biggest month 
in two years. 

Taking an overall view of the 
Los Angeles situation, with price, 
rebate and bonus selling such a fac- 
tor, it’s no wonder an import dealer 
told AuToMoTive NEws: 

“The import market is in such a 
state of flux it’s hard to decide any- 
thing. But any dealer in a position 
to make special buys will buy, and 
he will move them out at both a 
price and a profit.” 


‘Boom’ Sales Seen 


By McLean from 
4th Quarter On 


ST. LOUIS.—John F. McLean jr., 
Ford Division’s truck marketing 
manager, predicted here that auto 
sales will reach “boom levels” in 
the fourth quarter and “provide 
the springboard for near-record 
results in 1962.” 

McLean ad- 
dressed nearly 
1,000 Missouri and 
Illinois dealers 
and salesmen as- 
sembled for pre- 
view of the new 
1962 line, a buffet 
luncheon and an 
85-minute color 
film. 

He told the 
dealers that they 
would have their widest selection 
of cars in history, including 33 
models. 

“Expanded lines and models are a 
natural result of the explosion of 
variety that has occurred in the 
marketplace in the past two or 
three years,” he said. “The major 
trend finds more and more custom- 
ers buying in terms of personalized 
transportation and we intend to 
provide each of those needs as they 
arise.” 

McLean stressed that Ford was 
not playing “following the leader” 
but “following the customer and 
doing pretty well at it.” 

“Boom level” sales in the coming 
months and year, he added, are 
supported by the dramatic upturn 
in car sales in recent months. 

“Last month’s sales results proved 
that this dramatic upturn was not 
just a spring flash-in-the-pan .. . 
It is my personal belief that we 
are going to see cars driven out of 
dealership doors at a rate approxi- 
mating 6% million a year in the 
fourth quarter.” 





John F. McLean 


Tuneup Guide for Imports 


Issued by Weatherhead 


CLEVELAND.—A tuneup guide 
for imports has been prepared by 
Weatherhead Co. for quick service- 
department reference. 

The TG-402 guide is being dis- 
tributed through warehouses han- 
dling imported car parts, said Cal 
W. Stoneburg, imported-car parts 
sales manager for Weatherhead. 
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GMAC 


» | GENERAL MOTORS ACCEPTANCE CORPORATION | ¢ 


TIME PAYMENT 


PLAN 
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Honeymoon Is Over, but Import Romance Burns .. . 





Definite Goals Keep Dealer in Black 


(Continued from Page 58) 


percent lowest dealers at one insti- 
tution, a little higher at another. 
Contract delinquencies were rated 
“excellent” and “average.” 

One contract administrator com- 
mented, “Dan’s over there all the 
time. He signs every trust receipt 
himself, and we respect his judg- 
ment.” 

Major source of Holiday’s busi- 
ness is the new-car operation. 
There’s one manager and five 
salesmen, operating out of a 
small showroom with every avail- 
able space filled with a car. The 
showroom is open seven days a 
week. Salesmen are paid on a 
percentage of the gross, less over- 
allowances or discounts. 

Salesmen are supposed to send 
out 50 postcards a day, to be fol- 
lowed up in three days with a 
telephone call. Purchased owner’s 
lists are used. In addition the men 
are to make 10 cold telephone calls 
each day. Showroom visitors are 
listed on a prospect card for fol- 





lowup. Sales meetings are held 
every other day. 

On the subject of salesmen, 
Schwartz says: “The difference be- 
tween a happy prosperous salesman 
and the rest is the willingness to 
recognize that selling is a dignified 
profession. Selling automobiles is a 
rewarding business. A good man is 
worth $900 to $1,000 a month, The 
also-rans plod along with $500, As 
soon as a better man comes along, 
we'll replace the $500 pitchman.” 

In appraising trades, a decision 
is made as to end use of the car 
and value is established on that 
basis. 

All Detroit-builts are wholesaled, 
with estimates based on curb val- 
ue. Imports are either cleaned up 
for resale or wholesaled. Holiday’s 
approach is to consider previous 
experience, actual market value of 
the unit and condition of used-car 
stock. A moderate number of used 
imports come in as trades, though 
domestic cars constitute the ma- 
jority of trade material. A few im- 


There is no weak link in 


ports are bought over the curb, and 
a fair number of imports come 
from other dealers. About $25 is 
spent in detailing cars to be whole- 
saled. 

“We usually edge out the extra 
$25 spent cleaning it up, in addi- 
tion to moving it faster and get- 
ting our money out,” Schwartz 
said. 

Used units kept for resale are 





promptly reconditioned by a sal-| Delta Motors Builds New Home— 


aried specialist. 

Holiday considers used cars too 
expensive to be pigeonholed and 
runs them through ahead of cus- 
tomer work. They consider the po- 
tential $200 or $300 profit on a used 
unit far more important than keep- 
ing the service department busy 
with a $20 or $30 customer job. 

The four salesmen on the used- 
car lot are paid 4 percent of the 
sale price, without consideration of 
tradein. New- and used-car sales- 
men can cross-sell, but are asked 
not to make a practice of it. 

Holiday’s service department is 





the Worlds Safest Seat Belt 









Delta Import Motors, Inc. (Volkswagen), is located on Pettibone Island in LaCrosse, 
Wis. The facility is built on 88,500 square feet of land reclaimed from the Mississippi 
River. Access from the main road is provided by a 60-foot-wide driveway. The building 
is 85 by 110 feet, with a 100 by 24-foot canopy attached to the showroom for display 
of used cars and customer reception area. 





and paint shop with a manager, 
four metal men and a painter. Me- 
chanics are paid 50 percent of cus- 
tomer paid labor with no parts or 
accessory incentives. 

The service operation writes an 
average of 40 repair orders daily, 
which break down to $7 for labor 
and $4 for parts. A separate tally 
for the body shop shows an average 
of seven $48 R.O.s a day, of which 
a third is parts and two-thirds 
labor. Both service and body shop 
managers are paid a salary plus 
percentage of net profit. 

Specials are seldom featured in 
the 30-60-90 day mailings to serv- 
ice customers. 

“I don’t think people are look- 
ing for specials,” is Schwartz’ 
opinion, “Our import owner 
seems to be looking for a place 
to get his car repaired well, de- 
livered on time and clean.” 
When it comes to advertising, 

Schwartz departs from the common 
concept. 

“T’ve never done anything out of 
the ordinary, nor have I found any- 
thing that proved sensational,” he 
said. “We feel that consistency is 
more important over the long haul, 
compared to a spectacular that 
blows off a lot of steam. I’ve not 
missed a day’s advertising in the 
local paper. We just try to ignore 
the many wild ideas that could 
throw our money down the drain. 

“We used to advertise on radio 
and TV. Then we sourced our 
business and found it was costing 
us a lot of money and not bringing 
in results. Analysis of our sales was 
a revelation. Most sales were made 
to people who came in because we 
were on a main street, easy to see 
and easy to reach. Next largest 
source was the telephone book, fol- 
lowed by personal referrals from 
previous customers, service custom- 
ers, newspaper advertising and last 
from two radio programs on differ- 
ent stations.” 

As to the future, we asked 
Schwartz what he thinks about the 
import business. His comment: 
“Imported cars have a definite 
place in the U. S., though they 
appear levelling off. We believe in 
exploring and developing other fac- 
tors of this dealership, instead of 


open from 8 a.m. to 6 p.m. daily, 
Saturday from 8 to noon and closed 
on Sunday. In addition to the de- 
partment manager there is a serv- 
ice writer, cashier, eight mechanics 
and two lube men. 

As a part of the service opera- 
tion, but operating in the lease 
building next door, there’s a body 















A chain is no stronger than its 
weakest link; a seat belt is no stronger than 
each of its components. Only Auto-crat builds 
unsurpassed safety into each of its parts—the 
webbing, the buckle and the attaching hard- 
ware. 


Auto-crat webbing, made from super-strong 
genuine DuPont fibers, and woven by Southern 
Weaving Company, Greenville, South Carolina, 
equals or exceeds the strength requirements of 
every specifying safety agency. Only the Auto- 
crat buckle is “human-engineered” for fast, 
easy use. It is easily operated with one hand; a 
flick of the fingers permits almost instant fast- 
ening, loosening or adjustment. Because Auto- 
crat belts are easy to use, they are used, for 
real protection. 


Auto-crat attaching hardware is designed to 
swivel with the direction of pull, virtually 
eliminating the possibility of webbing tear, 
with forged eye-bolts constructed to withstand 
nearly five tons body load stress. The webbing 


is fully adjustable at both ends to fit all cars. 
Auto-crat pioneered and leads the industry in 
the engineering and development of modern, 
effective hardware for maximum safety. The 
Auto-crat swivel type attachment has become 
the standard for all 1962 cars. 


Despite their unequalled quality, Auto-crat 
seat belts are competitively priced. Available 
in either metal-to-webbing (Model 100) or 
metal-to-metal (Model 200) buckle construc- 
tion. Nine attractive colors—grey, tan, dark 
brown, green, red, dark blue (Air Force), light 
blue, black and white—harmonize with the in- 
terior of any vehicle. 


Mr. Dealer: Seat belts save lives! It is 
your responsibility to provide your cus- 


tomers with the safest and easiest-to-use 
seat belts .. . Auto-crat! 





2425 San Fernando Road, Los Angeles 65, California 


Charter Member American Seat Belt Council Ul o-ctaf. MANUFACTURING COMPANY 


S-N CORPORATION 


™ 2850 Tyler Road, Ypsilanti, Michigan 


pumping new cars out the door. 

“As long as a dealer has some 
sort of decent service absorption 
and has good relations with his 
customers, he’s likely to be success- 
ful because his customers are 
where next year’s business is going 
to come from.” 


Wankel in Cars 
Still Year Away 


NEW YORK.—The NSU Wankel 
rotary combustion engine will not 
be available on NSU Prinz cars be- 
fore the end of 1962 or early 1963, 
according to Fred R. Oppenheimer, 
president of Transcontinental Mo- 
tors, Inc., NSU importer. 

Oppenheimer said that present 
licensees of NSU for this engine are 
Curtiss-Wright Corp.; F. Perkins 
(Massey - Ferguson), England; 
Fichtel & Sachs, West Germany; 
Tokyo Kogyo Co., Ltd., Japan, and 
Yanmar Diesel Engine Co., Ltd., 
Japan. 






Salesman Honored 
NIAGARA FALLS, N. Y¥.—Vito J. 
Alongi has been honored as top 
salesman out of 11 dealerships in- 
volved in the Don Allen Chevrolet 
organization. 
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June Polk registrations show 


TRIUMPH NO. 3 AMONG 
ALL IMPORTED CARS! 


Here’s why: 


EOE 


eee. 


35 m.p.g. in ordinary driving. Choice of soft top or Grand Touring models. Anybody 
who walks into your showroom can afford one. The TR-3 has converted over 60,000 
Americans to sports cars—shows every sign of staying a best-seller forever. 


The Triumph TR-3—A real, no-fooling sports car with more silverware in inter- 
national competition than any other in its class. Goes up to 110, has racing-type disc 
brakes, full competition equipment. Plenty of leg room, optional rear seat, up to 


wishbone frame, and body in seven separate sections for easy repair and maintenance. 
It never needs an ordinary grease job, gets up to 40 miles per gallon. And each Herald 
model—Convertible, Sedan, Sports Coupe—is priced for sales. 


The Triumph Herald—years ahead of other imported and domestic economy Cars in 
engineering. It has 4-wheel independent suspension, stabilized by a torsion bar (and 
engine in front) for a ride that is truly surprising in a car this size. It has an extra-rigid 


Coming soon—the Triumph TR-4— After 6 years of exhaustive design and testing, the newest 
in the great Triumph line of sports cars is now rolling off the production lines in Coventry. 
taunt’ Experts who've driven it say it’s the first real advance in sports car engineering since the 
introduction of the now classic TR-3. And it has completely new styling, a higher torque engine, 
roll-up windows, a wider track, synchromesh on all 4 forward gears, a new steel hard-top design, 
and dozens of other exciting new features. In short—it’s the biggest sports 
car news ever and a sure winner for sales. 


For complete details on how you can handle the TR-4 and the whole Triumph line, please write: Standard Triumph Motor Co., Inc., 1745 B’way, N. Y. 19, N. Y. 








STUDEBAKER 


DEALERS— 


use NORICK 
Accounting Forms 
designed and 


APPROVE uD 


for your use 





By Jack Bernstein 
Staff Correspondent 


to be coming out of the 


unusually bright. 


of “shortages” and “new records” 
after surviving the shakeout fol- 
lowing the introduction of Amer- 
ican compacts. 


August: 










rives. We are out of cars. 
NORICK OFFERS A COMPLETE LINE OF 
BUSINESS FORMS DESIGNED SPECIFICALLY 
FOR STUDEBAKER DEALERS 


Accounting Forms ® Statements ® Receipts 
Repair Orders ® Time Tickets ® Stationery 
Parts Inventory Cards ® Purchase Orders 
Sales Invoices ® Checks © Floor Mats 


nights a week.” 


out.” 


ter, Thompson said. 





he said. 

Bob Dee, sales manager of 
Major Imports, 5474 Natural 
Bridge, North St. Louis, said: 
“We are turning down people.” 
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Some Talk of Shortages eee 


‘Dark Days’ Passing. 
St. Louis Dealers Say 


ST. LOUIS.—The remaining 
dealers of import cars here appear 
“dark 
days” and the sales future seems 


Import dealers are now talking 


J. K. Thompson, sales manager 
of Charles Schulze Motor Co. 
(Volkswagen), declared in mid- 


“We are sold out until Sept. 15. 
We don’t have enough on hand to 
last us until a new shipment ar- 


“Business is very good. Our serv- 
ice business is up. We have ex- 
panded it and are now open five 

As for used cars, Schulze is “sold 


The outlook is that business will 
be as good as the present or bet- 


“The problem is getting enough 
cars to keep the demand going,” 





EXTRA-HEAVY 


CNEW! CONSTRUCTION 
Axle Stands 


by KEN-TOOL 


65% 
Overload 
Design 


Non-Tilt 







plained. “It should get better and 


better.” 

Major reports an increase also 
for its parts and service business. 

“Because we stock a $10,000 in- 
ventory, we attract a lot of people 
beeause they know we have the 
parts they need,” Dee said. 

Ed Debrecht in South St, Louis 
County, reported that “July was 
the best month in our seven years 
of business.” 

The company once handled 12 
brands, but has dropped some. The 
biggest sellers are Saab and Volvo, 
which account for 60 percent of 
the business, and Alpine, which is 
second best, Debrecht said. 

“The profit picture has im- 
proved,” he added. “We are doing 
a good newspaper job with Saab. 
And we are getting much coopera- 
tion from the factory in these pro- 
motions.” 

He mentioned that the company 
is getting repeat business from 
people who bought Volvo in 1958. 
His service business is good and 
that “is the trick of the whole 
thing.” 

The Alpine is doing well because 
there is no domestic competition, 
he said. However, the Hillman is 
slow because of its similarity to 
Falcon and Valiant, Debrecht said. 
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Bob Spooner, general manager 
of Cahill Motors, South St. Louis, 
termed volume “very good.” He 
added that Renault and Volvo 
are the stars, with Triumph do- 
ing well also. 







Major carries Triumph and Re- 
nault. This dealership sold 80 cars 
in July, 75 in June and at mid- 
August had 55 new and used cars 
delivered, with four deals pending. 


ine. 
AHOMA 


ancisco 


T-125 


Tame oe 


T-128 


Heavy-duty 
trucks 


TUE I 3 















“The outlook is terrific,’’ Dee ex- 





farm equipment 

















Se” P 
... an example of Federal-Mogul’s interest in better engine performance 





“We had a fantastic April, aver- 
age May-June, under-average July 
and a much improved August,” 
Spooner said. 

Service business has been grow- 
ing, but profit is lean because of 
the original startup costs. 

Spooner also predicted that the 
future will be better. 

“We went through the dark pe- 
riod of the first six months of 
1960. Since then there has been a 
constant improvement back to the 
favorable levels of 1957 and 1958,” 
he said. 

Bob Cline, general manager of 
Continental Cars, Ltd., was a little 
less enthusiastic. 

“Business is fair,” he said. “Prof- 
its are holding up, possibly off a 
bit.” 
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A size for every job... 
rugged, low-cost...more 
safety features. Wide tripod 
base eliminates rocking, 
even on rough or sloping 










However, he said that sales floors... prevents tipping. 
were ahead of last year and that Positive-locking, self-engag- 
the service and parts phases were ing lug. 
“quite rewarding.” WILL NOT RELEASE 
There is a shortage of new 1962 UNDER LOAD! 5 





sports cars and delivery is now 
30 to 45 days and “we are begging 
to get MG and Sprite,” he said. 


Built like a surveyor’s tripod 
to eliminate rocking. Quick 
SELF-LEVELING delivery from your local 
| TRIPOD DESIGN jobber. 


KEN-TOOL 
AKRON 5 


LUGGAGE RACKS| 


FOR ALL STATION WAGONS 
FOREIGN CARS AND COMPACTS 

















Dealer Optimism 
On Employment 
Cited in Survey 


MILWAUKEE.—Manpower, Inc., 
reports that 85 percent of the auto 
dealers it contacted in an employ- 
ment-outlook survey expect employ- 
ment to remain at the increased 
level of the last three months, The 
other 15 percent looked for an in- 
crease in employment needs. 

Manpower, Inc., is an interna- 
tional temporary-help and business- 
service firm with offices in 42 states 
and 13 foreign countries. Elmer L. 
Winter, president, said that last 


MFG. CO. 
OHIO 








Each particle of this patented metallic dust is a 
combination of copper and lead. Millions of these 
microscopic balls of metal go into the lining of 
every Federal-Mogul 5-layer, heavy-duty engine 
bearing. They’re permanently mixed and fused by 
heating (sintering) and pressure rolling—making 
a super-strength alloy for better, more dependable 
bearings . . . each one consistent in quality. 


F-M Engine Bearings, National Oil Seals, Bower Roller 
Bearings and BCA Ball Bearings available for import cars 








FEDERAL-MOGUL »™ BEARINGS 


The sintered copper-lead bearing is made specifi- 
cally for modern high-compression engines, as is 
the Federal-Mogul overplated aluminum-alloy 
bearing. Other types include straight copper-alloy 
and babbitt bearings—each tailored for top per- 
formance in a particular type of engine. 

Whether you sell engine bearings or use them, 
Federal-Mogul know-how will best meet your needs. 


quarter’s survey showed significant 
employment increases throughout 
the country. 

“The fact that businessmen ex- 
pect employment to remain at this 
increased level during July, August 
and September indicates continued 
optimism on the local scene,” he 
said. 

Nationally, the company said, em- 
ployment is expected to remain 
stable with some areas showing a 
slight increase. 

Seventy percent of the business- 
men polled expect employment to 
remain at present levels, and 22 
percent anticipate an increase. Only 
5 percent look for a decrease, and 
3 percent offered no opinion. The 
Manpower survey includes 1,500 
businessmen in various fields. 





FEDERAL-MOGUL SERVICE 
DETROIT 13, MICHIGAN 


(Clamp-ons from $14.85) 


Send fer Details on Your Make 


CANELL “. 


HUbberd 9-9651 


63 So. State St., Hackensack, N. J. 
DISTRIBUTOR INQUIRIES INVITED 


Model SP shown fits ALL Sports Cars 
List $19.95. Dealer Cost—$]].97 
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LOOK ANNUAL CIRCULATION 
1944 1902988 
1945 2,008,924 
1946 2,958,978 
1947 2,687,558 
1948 2,909,218 
1949 3,079,073 
1950 3,172,943 
1951 3,227,161 
1952 3,276,772 
1953 3,553,419 
1954 3,869,939 
1955 4,071,015 
1956 4,195,075 
1957 5,195,710 
1958 5,662,982 
1959 5,785,804 
1960 6,258,983 


1961 6,611,681* 


NEW GUARANTEE 


7,000,000 





Effective with the issue of March 13, 1962, Look will guarantee to advertisers an 
average net paid circulation of 7,000,000. The current guarantee is 6,500,000. Cur- 
rent-issue circulation exceeds 6,800,000. Look will pass 7,000,000 in circulation with 
the issue of Nov. 7, 1961, and will deliver a bonus of more than half a million copies 
through next February. The new guarantee reflects the reader demand that has 
resulted in a circulation gain for LooK every year since 1944. This record — un- 
matched by any other major magazine in America—is a mark of LooK leadership. 


Annual circulation figures based on ABC audited circulation through June 30, 1960; Publisher's statement as filed with ABC for 6 months ending Dec. 31, 1960. 


*First 6 months 1961 per publisher’s statement filed with ABC. 
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Importers Look to Growth in 1962... 


Policies Geared to Market Needs 


Hillman sales in the West and Al- 


(Continued from Page 26) 



















depots for cars and parts at Hing- 
ham, Mass.; Carteret, N. J., and 
Jacksonville, Fla. Recently it 
opened a fourth location in St. 
Louis, and has been shipping cars 
from Jacksonville to St. Louis on 
tri-level railroad cars. 

ok * 


* 
The Volkswagen View 


7s year was judged “an ex- 

tremely important one for the 
imported-car industry” because it 
served as a long-expected “‘shake- 
down cruise,” said Car] H. Hahn, 
general manager of Volkswagen of 
America. 

“Those companies which have 
increased their share of the mar- 
ket and those which have held 
or even nearly held their own in 
the face of substantial buyer re- 
sistance this year will be the un- 
disputed leaders in the import- 
car business in the years ahead,” 
Hahn said. 

Hahn listed these as the major 
requirements for an import’s suc- 
cess in the U. S.: Outstanding prod- 
uct, outstanding sales organization, 


big-city residents. 

“Only 55 percent of households 
in cities of over 500,000 popula- 
tion own cars,” he said, “but in 
the nation as a whole, 70 percent 
own Cars, indicating that a larger 
number of city residents who 
could afford cars don’t have 
them. 

‘Imports, which cost less to run, 
have lower insurance and registra- 
tion rates and are easier to handle 
and park in city traffic, are bound 
to continue to attract city resi- 
dents.” 

He continued, “We intend to 
continue our program of dealer 
training, schools for service per- 
sonnel and maintenance of com- 
prehensive parts inventories at our 
warehouses around the country. 
Only in this way can any importer 
expect to retain or improve his 
share of the market and we are 
confident that Triumph will do 


both.” 
oe 3 


those who see room for expansion 
of import sales, Citing reasons, he 
noted that economy cars attract 










service organization second to none 
and customers who recognize and 
appreciate the first three items. 

“We foresee no material change 
in our method of operation in the 
years ahead, only in volume,” Hahn 
said. 

In discussing major VW develop- 
ments of the past year, Hahn men- 
tioned the construction of a new 
$2.5 million headquarters building, 
publication of the Model Dealer- 
ship Planning Guide, appointment 
of a special liaison representative 
to the Nationa] Automobile Dealers 
Assn., and the development of spe- 
cial programs for used-car sales 
and business management. 


* of * 

ORALE of Mercedes-Benz deal- 

ers is high, said L. A. Fleener, 
president of Mercedes-Benz Sales, 
Inc., noting that much progress 
has been made by individual deal- 
ers toward the completion of the 
company’s “Quality Dealer” pro- 
gram. 

This program, he said, is de- 
signed to upgrade specific areas 
of Mercedes-Benz dealers’ oper- 
ations, such as improved show- 
room and service facilities, better 
techniques of day-by-day pros- 
pecting and selling, and adequate 
sales and service personnel. 

In the future, he said, Mercedes 
will emphasize the franchising of 
more dealers in open points with 
particular stress on the quality- 
dealer program, 

Allotment of cars will be slightly 
higher in 1962, he said, although 
supply will remain relatively lim- 

ited. He has high hopes for the 
automatic transmission and the 
new 300-SE sedan and 190 models. 

Fleener said the outlook is good 
for DKW, which Mercedes-Benz 
Sales also distributes. He noted 

that DKW was the only make 
aside from Volkswagen to show 
a gain over 1960 in the first half. 

A new DKW model soon to be 
introduced, he said, would make 
all other two-cycle engines “dated.” 

* as * 


lan F.. BETHELL, president of 
Standard-Triumph, is among 
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New Hillman Due 


N LOOKING ahead for Rootes 

lines, John T. Panks, managing 
director of Rootes Motors, Inc., re- 
vealed that an “entirely new” Hill- 
man would shortly be introduced 
in the U. S., featuring new styling 
and mechanical features, It is not 
“baby 
Hillman,” which is slated for in- 
troduction in late 1962 or early 


to be confused with the 


1963, Panks said. 

He also noted that shipments 
of Alpines and Humbers to the 
U. S. would be increased next 
year. 


“For many of our dealers who 
have not had a luxury car line 
in the past, the Humber is open- 
ing up a whole new market,” Panks 


said. 


Panks said that the revival of 


Mercedes Diesel 


Called Big Hit 
With Travellers 


ST. LOUIS.—Demand for the 
Mercedes-Benz 190 diesel exceeds 
the supply and long waiting periods 
are common, says Ben Lindenbusch, 
Mercedes dealer here. 

Most sales of this car, he said, 
have been to travelling salesmen 
who get 7 to 10 cents a mile from 
their firms for using their own cars. 

The 190-D, says Lindenbusch, con- 
sistently delivers more than 40 
miles per gallon on diesel fuel, 
which sells from 21.9 to 25.9 cents 
a gallon in this area. Fuel costs, 
he said, average about % cent a 
mile. 

Some taxi firms in the Midwest 
are studying use of the 190-D, de- 
spite the high original cost and 
smaller body and passenger space 
as compared with domestic cars. 

A spokesman for Mercedes-Benz 
Sales, Inc., said that 190-D sales 
amounted to 6 percent of all Mer- 
cedes sales in 1959 and, without 
advertising, have jumped to 17 per- 
cent thus far in 1961. - 





Selling Imports Isn't All Work— 





Sunbeam Alpine owned and campaigned on sports-car circuit by Sports Car Forum, 
Rootes dealership in Columbus, O., is loaded on trailer after a race in Lime Rock, 
Conn. Both car and truck are painted white with blue stripes. The dealers, H. J. Meyer 
and Claude Gains, say they are involved in racing because they know it will bring 
in customers via word-of-mouth publicity. All reciprocating engine parts of the Alpine 
were dynamically balanced in the dealership shop before the start of this year's 
racing program. Driver of the car is Don Sesslar, who has pushed it to second spot 
in national standings in Class F Production. 
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pines continued racing successes 

had been particularly bright spots 
in 1961, 

* * * 

ges. is reaffirming its faith in 

the imported car market in the 


U. S. by bringing in a new model]’ 
—to be introduced Sept. 27, said]; 


Peter Nunez, Simca sales manager. 

As the introduction date nears, 
he said, Simca dealers generally 
have reduced their inventories of 
the current Etoile model so they 
can add the proper number of 
the new Simcas “to adequately 
serve the public.” 

Simca is proud of the develop- 
ment of its key-dealer operation 
and expansion of field staffs for 
sales and service. 

“We have also initiated a pro- 
gram of Simca service training 
right in the individual dealerships,” 
Nunez said. “Our dealers are very 
much in favor of this method, and 
there is no doubt it has resulted in 
substantial improvement of our 
service operations.” 

* ed * 
Utility for Toyota 
os OTA, while continuing to 
import its Toyopet Tiara and 
Crown Custom models during the 
past year, has turned its major 
effort toward its four-wheel-drive 
utility vehicle, the Toyota Land 
Cruiser. 

‘Retail sales of the Land 
Cruiser more than tripled in 1960 
and 1959 and our rate of travel 
this year indicates that sales in 
1961 will be more than double 
those of 1960,” said S. Hattori, 
general manager of Toyota 
Motor Distributors, Inc. 

“We have concentrated in the 
past year in the mountain and 
desert areas of the U. S., where 
most of the four-wheel-drive utility 
vehicles are sold,” he said, “and 
as a result have substantially in- 
creased our dealer representation.” 

* * * 

E SAID the Land Cruiser has 

drawn high praise from sports- 
men and campers, but that com- 
mercial applications are multiply- 
ing. 

“Ags each month goes by,” he 
said, “we are selling more units 
in the lumber, mining, farming 
and construction industries and 
expect to increase our penetra- 
tion in those areas.” 

Marketing emphasis in 1962, he 
said, will be directed toward the 
Western states, particularly Cali- 
fornia, A four-wheel-drive station 
wagon and pickup will soon be 
added to the Land Cruiser line, he 
said. 

Noting that the volume decline 
of British Motor Corp. lines has 
been “very considerably less” than 
other imports, A. E. Birt, president 
of Hambro Automotive Corp., BMC 
distributor, said, “By strengthening 
our distributor-dealer organization 
and by providing improved service 
and parts facilities, we look for- 
ward to 1962 for increased sales 
over 1961 and our estimate for the 
year to come is 35,000 to 40,000 
new-vehicle sales. 

This target is virtually assured 
by the new and modified range of 
BMC sports cars recently intro- 
duced and the excellent reception 
which they have been accorded.” 

* * aK 


‘Men of Integrity’ 

HAVE noted that the cali- 
ber of dealer attracted to our 

products is of a very high order,” 

said H. Gordon Munro, president 

of Rover Motor Co. of North 

America, 

“They are men of experience 
and integrity in the industry and 
they appear to be operating a 
type of business which is geared 
to service and a high standard 
of dealer-customer relations pol- 
icy. 

“In our view, there is a solid 
future for imports in all categories 
in the United States, but with em- 
phasis on products of a specialized 
nature. 

“It is our view that this is not 
a diminishing market, but an ex- 
panding one. The past year has 
served to confirm our judgment 
that the market of luxury imported 

(Continued on Page 72, Col. 3) 


Utility Vehicle Offered by Nissan— 


















The Nissan Patrol, a four-wheel-drive utility vehicle, will soon be imported into the 
United States by Nissan Motor Corp. in U.S.A., which also imports Datsun passenger 
cars. The Nissan Patrol features a 125-horsepower engine, which is waterproofed for 
fording streams. It has an 86.6-inch wheelbase, weight of 3,392 pounds, turning radius 
of 16.5 feet and a three-speed transmission with all helical gears. The transfer case 
has a two-speed auxiliary gearbox with sliding select—two or four-wheel drive for any 
gear position. Front, center and rear power takeoff points are supplied. Torsion-bar 
stabilizers are used front and rear. A removable hardtop is available. 


Import Sales Recovering 
In San Francisco Area 


SAN FRANCISCO. — Imported- 
car sales have reeled but are fast 
recovering from the effect of the 
domestic compact models in the 
San Francisco Bay area, according 
to the overwhelming majority of 
import dealers. 

All feel the market has stabil- 
ized and, while a few report they 
expect 1961 profits to be down 
slightly, one veteran dealer with 
a long-established line (Volks- 
wagen) said he anticipated a 12 
percent increase over 1960. Others 
said they expected lesser rises. 

The compacts’ greatest effect has 
been on their nearest foreign com- 
petitors, the sedans, dealers report. 
Sales of all sports cars has con- 

tinued strong and a steady market 
has existed for most of the year for 
the more expensive conventional 
import models. 

Dealers feel the increased com- 
petition from domestic car dealer- 
ships pushing the more economical 
new models has helped to clarify a 
market situation most deplored. 

This situation was created by the 
presence of a variety of new small 
cars which seem to be disappear- 
ing from the East Bay market 
place and which most dealers, even 
those who handled them recently, 
feel have confused the dealers as 
well as the public and added to the 
acceptability of the American com- 
pacts. 

These cars (one dealer identified 
them as including the Goggomobil, 
Toyopet, DKW, BMW) did not meet 
the needs of American drivers for 
top operational and maintenance 
economy nor the reasonable speed 
needed for freeway traffic condi- 
tions. 

Some dealers are reducing the 
number of lines they plan to 
carry in 1962 and others already 
have dropped one or more lines. 
All believe there will be a smaller 
selection of import makes offered 
but that the market will be stable 
for these lines. 

“Dealers were hurt by those who 
raced into the import field with a 
variety of lines that were ill-con- 
ceived and intended only to capture 
a short-term share of an expanded 
market,” said Ted Bolling, sales 





Chrysler Patents Wagon 

With Wide Side Openings 

WASHINGTON, — Chrysler 
Corp. has obtained a patent on 
one of its idea cars—the Plym- 
outh Cabana station wagon. 

The unit has a rear door and 
roof panels that slide open. The 
front side doors are hinged at 
the front and the rear side doors 
are hinged at the rear, making 
the side openings unusually wide. 
There are no immediate produc- 
tion plans, 











manager of Johnson Pacific Co. 
(Volkswagen), Oakland. 

Another, Carl Block, owner of 
Carl Block, Inc., Oakland, said the 
small cars, some of which he had 
carried, were just not suitable for 
the American market, being built 
for slower speeds and shorter hauls, 

A third and the most critical, Bud 
Rose, owner of Bud Rose Imported 
Cars, Walnut Creek, said, “the en- 
try of what I call the Mickey 
Mouse cars into the market was 
spurred by manufacturers and deal- 
ers, many of whom did not intend 
to survive but just make the fast 
buck while business was doubling 
and tripling annually.” 

These cars, he said, are gone 
now and the picture is clearing 
with a resultant increase of 
eonfidence by customers who will 
continue to buy solid, acceptable 
vehicles. 

To be successful, Rose said, a 
dealer and his salesmen should 
drive, know and understand the 
imported cars. They should know 
their product intimately and be 
willing to concentrate on selling the 
car and not on selling the deal. 

The typical imported-car buyer, 
Rose said, is really interested in 
the automobile and wants to know 
details about it and is less interest- 
ed in how easy the salesman makes 
it for him to buy. 

One dealer said he felt the great- 
est ill affecting the import industry 
is the domestic dealer dualling in 
foreign makes to meet competition. 
Usually the salesman’s attitude is 
bad because he finds the import 
less profitable and shows it only as 
a last resort. 

A domestic car dealer often 
doesn’t recognize the salability of 
an import and doesn’t know what 
to do with one when he has it, he 
said. 

This was partially reinforced by 
a domestic dealer who said he 
felt the compact car had knocked 
the bottom out of the market for 
imported sedans and added he 
has not stocked his firm’s import 
(Opel) for five months. 

There will still be a market for 
sports and glamour cars, he said, 
but the domestic companies have 
preempted the sedan field by offer- 
ing a more economical car that is 
easier and cheaper to maintain, has 
automatic transmission and can be 
serviced and repaired any place. 

Almost all dealers feel the suc- 
cessful import dealer will concen- 
trate in the future on fewer lines, 
with some restricting their efforts 
to a single make or to a special- 
ized segment of the market such as 
sports cars, roadsters or luxury 
models. 

Several dealers said they favored 
elimination of area distributors 
and supported direct dealing be- 
tween retailer and the manufac- 
turer. One added he felt this might 
make possible price reductions 
which would stimulate sales. 





Let’s face the realities of the business today. 
Costs of doing business have risen. Competition 
is tougher. Profit margins are lower. What’s the 
answer? There is, of course, no single answer. 


nl () \ || |= Whatever the answer, it certainly must include: 


i merchandise that has consumer acceptance and 

j Sas A ( ; demand, competitive pricing and factory backing; 

re I HT and good management and top customer service. 

a ’ | ; 1A | Ke This is what we mean: Dealers, more than ever 

ce before, must add business that will provide more 

{ HR O M. A profits at little or no additional overhead. This is 

where we feel Volvo answers that need: 

: t I } AD I N First, Volvo is a quality product, 

; | recognized and accepted by over 

. T 60,000 satisfied Americans (and hundreds of thou- 
: I M. P O R sands more throughout the world). 

Second, Volvo is priced right—and competitively: 

priced right to give you maximum margin of 


profit; priced competitively to attract maximum 
traffic. 


Third, Volvo in the U.S. is factory backed to 
assure maximum parts supply, service and pro- 
motional help. ; 





But perhaps more importantly, Volvo’s 1962 line 
of Swedish quality products includes not only the 
well known two and four-door sedans, but also 
the new distinguished Volvo P1800 sportscoupe. 


That’s why we are suggesting that another good 
selling line of products such as Volvo can provide 
the additional profits you’ll need to maintain your 
business in the coming year. 


Look into our dealer franchise program. Fill 
out the coupon below and return it to us immedi- 
ately for more information—absolutely without 
obligation. 


MAIL TO VOLVO IMPORT, INC. OR THE DISTRIBUTOR NEAREST YOU 


VOLVO IMPORT, INC. 
452 Hudson Terrace, Englewood Cliffs, N.J. 


Gentlemen: Please send me the full story on a Volvo Dealer Franchise—in confidence 
and without obligation. 


PRODUCT OF SUPERB Name 
SWEDISH ENGINEERING 


Firm & Position 
Address 
City & State 


Volvo Distributing, Inc. Swedish Motor Import, Inc. Volvo Western Distributing, Inc. 
452 Hudson Terrace 3301 W. 12th St. 12925 Riverside Drive 
Englewood Cliffs, N.J. Houston 24, Texas Sherman Oaks, Calif. 
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6.70-15 Tire Tops 
Aftermarket Sales, 
Goodrich Reports 


AKRON.—Despite the inroads of 
compacts and smaller cars, the 
four-ply 6.70-15 remained by a wide 
margin the most popular replace- 
ment passenger-car tire sold by the 
industry in 1960, according to B. F. 
Goodrich Tire Co, 

Size 6.70-15 accounted for 29.3 per- 
cent of the approximately 69 mil- 
lion replacement passenger tires 
sold during the year, the company 
said. 

This size has topped the field 
every year since 1953 when it was 
original equipment on Chevrolet, 
Ford and Plymouth. But last year’s 
figures represented a decline from 
the 35.1 percent of sales rung up by 
this size in 1959. 

The second and third most popu- 
lar sizes were 14-inch, four-ply tires 
—the 7.50-14 and the 8.00-14, Good- 
rich said. They accounted, respec- 
tively, for 19 and 11 percent of total 
sales. 

Growth of the number of com- 
pact cars on the road put four com- 
pact-car tire sizes among the 15 
most popular sizes for the first 
time. 

Goodrich said the two-ply tire is 
not expected to show a significant 
sale trend until next year, after its 
availability through replacement 
channels becomes widely spread. 


FOREIGN CAR PARTS 


A full line for all foreign cars at high discounts 


ENGINE PARTS + BRAKE PARTS 
IGNITION PARTS + MUFFLERS 
CLUTCH PARTS « GASKETS 
SUSPENSION AND CRASH PARTS 


Factory Representatives: 


VERA PARTS CORP. 
53 PARK PLACE, NEW YORK 7, N. Y., WO 4-0966 
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BONING TRATION 


(Continued from Page 70) 


cars in the U. S. is a permanent 


one.” 
* * * 


20 percent of the import mar- 
ket in the U. S., said Vincent Grob, 
general manager of Renault, Inc., 
although it is currently taking 
about 12 percent. 

Renault is working toward this 
increased penetration, he said, 
through a seven-point program 
instituted in 1961: Broadened 
product line, extended warranty, 
enlarged and revamped field or- 
ganization, a new sales training 
program, a national service 
training program (“established to 
bring quality service to every 
Renault owner in the U. S.”) and 
increased parts facilities with 
eight parts centers and a central 
depot now operating. 

Renault dealers in the past year 
have also received counseling in 
business management methods, 
Grob said. 

In looking back over 1961, Fran- 
cois Daeschner, executive vice- 
president of Peugeot, Inc., said, 
“Naturally, since the introduction 
of the Detroit compacts, all the 
imports have had to scramble for 
their share of the market. How- 
ever, we now feel that the adjust- 
ment period of the imports is 
nearing completion and I think we 
can expect more stabilization in 
the months ahead.” 

The Peugeot executive said he 
was convinced that the American 
market had plenty of room for 
adequate sales of “European com- 
pact cars.” 

“Of course,” he continued, “you 
will always have a certain market 
for your ‘wind-in-the-face’ models 
—your MGs, the Jags and all. And 
the economy car is here to stay. 
But, every month this year the 
sales records show that the com- 
pacts are taking a larger and 
larger share of the overall total.” 

He said Peugeot has the quality 
and pricing structure to take its 
share of this ever-expanding com- 
pact-car buyer. 

* 






A Quality Dealer— 


Joe James, left, Dodge Pacific North- 
west regional manager, presents a Dodge 
“quality dealer award" to T. E. Pederson, 
Vancouver, Wash. Pederson has been a 
Chrysler Corp. dealer since 1935 and a 
Dodge dealer since 1954. 













Convention Dates Set 

PORTLAND, Ore.— Directors of 
the Oregon Automobile Dealers 
Assn. have voted to hold the 
group’s 1962 convention at the 
Sheraton-Hilton Hotel here, May 
20-22, according to Howard J. Steib, 
general manager. 






























Distributors Wanted. 


Lucrative territories 
ey ola 
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Problem for Rolls 


SS a unique spot in the 
American market is Rolls- 
Royce, the allout luxury car. Rolls 
just keeps rolling along. 

About the only problem, said 
Norman C. Miller, executive vice- 
president of Rolls-Royce, Inc., “is 
finding dealers whose sales and 
service are in keeping with the 
product.” 

There are currently 52 Rolls- 
Royce and Bentley dealers in the 
U. S. 

“Rises and falls in the imported- 
car market have no material affect 
on our segment of the market,” 
Miller said. “We know that there 
are a substantial number of people 
who want Rolls-Royce cars .. .” 

* * + 

ITH respect to the overall 

future of the import market, 
Ake Hogman, president of Volvo 
Import, Inc., said, “The recovery 
of the U. S. economy, plus the 
great improvements made by im- 
porters in their distributor, dealer 
and service organizations to meet 
the recent challenges, should re- 
sult in a very healthy market for 
those manufacturers who offer the 
American customer products that 
are outstanding in quality, engi- 
neering, economy or performance. 

“I believe it would not be over- 
optimistic to predict that import 
sales might reach about 400,000 
units this year and show im- 
provement over this figure dur- 
ing 1962 if the importers continue 
to produce cars that meet the 
specialized needs of the Ameri- 
can public.” 

The adverse period for imports, 
he said, “has had the positive re- 
sult of making all of us take a good 
look at our operations and our 
products and to make necessary im- 
provements.” 

At the same time, he said, it 
proved to the public that even in 
tough times, the majority of im- 
porters are prepared to stay in the 
market and continue to service and 
support their dealers and owners. 

“I don’t believe we should under- 






ATTENTION! 
Quality Dealers— 


ASTON MARTIN 







Franchise dealerships in key areas 

are now available. 

@ 1962 promises exciting profit potential 
from the sale of this sensational top- 
quality, superior performing British im- 
port. 

@ Also possibility of dualing with ever 
popular Jaguar & Daimler. 

@ Open points include So. California, Ari- 

zona, Nevada, Utah, Colorado, New 

Mexico, Texas & Oklahoma. 


WRITE TODAY FOR FULL FACTS ! 
CHARLES H. HORNBURG_§ JR., Inc. 


Importers e Distributors 
ASTON MARTIN 

















DAIMLER 
Los Angeles 46, Calif. 


JAGUAR 
9176 Sunset Blvd. 
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orters Look to Growth in 1962... 





estimate the psychological import- 
ance of this attitude on the future 
of our market,” Hogman said. 

i * a 

OSS of a number of dealers in 

the past year was admitted by 
Fred Oppenheimer, president of 
Transcontinental Motors, Inc., im- 
porter of NSU. 

“At the same time,” he, said, 

. “we have gained a larger number 
of service dealers who are begin- 
ning to develop into new-car deal- 
ers.” 

He continued, “Weil established 
and locally well entrenched dealers 
with good service facilities have not 
been the victims of the price-cut- 
ting wave in the imported-car mar- 
ket. 

“Unfortunately, there are not too 
many of those.” 

Oppenheimer has high hopes for 
the new NSU Prinz 4, which re- 
sembles nothing so much as a 
scaled-down Corvair. 

mn * * 

PEAKING for Datsun, Robert 

M. Bathurst, sales manager, 
said, “Our sales are showing a 
healthy increase in both larger 
initial orders from new dealers and 
larger reorders from established 
dealers.” 

He recalled that Nissan Motor 
Corp., U.S.A., the Datsun import- 
er, had taken over distribution 
from independent operators, and 
“had to clear up a great deal of 
old merchandise, es ta blish the 
new product line, parts, service 
and warranty policies, etc.” 
Nissan plans to introduce a new 

four-wheel-drive utility vehicle to 


Policies Geared to Market Needs 


the American market, the Nissan 
Patrol. 
ok * * 

ee in a glow of back-or. 

ders for the new XK-E, and 
predicting introduction “in the near 
future” of another new Jaguar, 
Johannes Eerdmans, president of 
Jaguar Cars, Inc., predicted that 
1962 would be the most successfy] 
year Jaguar has ever had in the 
U.S, 

Sales were down in 1961—after 
holding to the 1959 peak the pre- 
vious year—said Eerdmans, larg- 
ly because production of the 
XK-150 stopped early in the year 
and XK-E output did not begin 
until midyear. 

“The XK-E models have met with 
dramatic acceptance here,” Eerd- 
mans said, “We are pleased to say 
that we are in a position to sell all 
of these models we can obtain from 
the factory in the foreseeable fu- 
ture. 

“Our distributors and dealers 
throughout the U. S. share this en- 
thusiasm and report a very high 
level of order-taking.” 

Actively recruiting dealers is 
Charles J. Steingold, Charles Stuart 
Motor Co., Miami, distributor in the 
U. S. for D-B. 

Steingold is putting U. S. sales 
emphasis on D-B’s LeMans con- 
vertible, a plush four-seater. 

All of the importers’ optimism 
over 1962 is perhaps summed up 
best by Abe Malofsky, a Milwau- 
kee import dealer, who says: 

“A lot of people have begun to 
fee] that the American compacts 
don’t quite fill the bill. So now they 
are turning back to imports.” 


Chicago Dealers Step Up 


Selling Effort 


By William V. Humphrey 
Staff Correspondent 


CHICAGO.—Dealers in this area 
handling imported cars are becom- 
ing more aggressive in their selling 
methods since they have learned 
that Chicago represents a rich 
market for foreign cars. 

Total foreign car registration 
here is approximately 113,000, 
with Volkswagen the leader, with 
25,000 registered owners, or some 
23 percent. However, Volkswagen 
had 56 percent of all first-half 
import sales in Chicago. 

Newspaper, radio and TV adver- 
tising is employed by all import 
dealers, in varying degrees, in the 
Chicago market, with direct mail 
a strong factor. Referrals by other 
owners bring in many prospects. 

A Volkswagen dealer here said, 
“The loyalty of our owners is fab- 
ulous. They keep coming back.” 

Profits are up for all foreign 
makes, but VW is the leader here. 
So far as service is concerned, VW 
has so much business that Loop 
Import Motors, for one, keeps its 
service department open until 11:00 
p.m. five nights a week. 

Most dealers say they have no 
trouble moving used makes. “We 
can sell any foreign car we get— 
and would like to have more,” said 
one. ; 
Renault dealers say they are 
selling the Gordini more than 
any other model in this area— 
to the tune of some 30 percent. 
Renault dealers in Chicago re- 
portedly are being reshuffled so 
that only the top dealers even- 
tually will retain their franchises. 

Renault dealers feel that a large 
segment of the public, as well as 
those dealers who handle both for- 
eign and domestic makes, consider 
the Renault at “toy,” or a sidelight 
to their regular business. 

This impression, they feel, can 
be eliminated by customer demon- 
strations, advertising, selling the 
quality of the car and its gas econ- 
omy and by establishing an over- 
all dealer network based on serv- 
ice, availability of parts and Re- 
nault’s established reputation. 

Such cars as Mercedes-Benz, 
Jaguar and Porsche are being sold 
to “professional” people (doctors, 
lawyers, engineers), while sales of 
Volkswagen, Citroen, Hillman, 
Sunbeam, Humber, Triumph and 
















on Imports 


Renault and others might be sold 
to a lower income group. 

There is no section of the greater 
Chicago area that is predominant 
in more expensive car buying; sales 
come, for all makes, from all sec- 
tions of this area. 

One Mercedes dealer (North 
Park Sales & Service, Inc.) said 
that his “sales are good and run- 
ning steady.” Profits are being 
maintained at a high level. He 
does not get many used cars and 
often has to shop other dealers 
to fill requests for used Mer- 
cedes-Benz models. 

‘T’ll take any used Mercedes I 
can get my hands on,” said Charles 
Jeane, sales manager, “and I won’t 
have any trouble moving it. In 
fact, I have a long list of people 
waiting for certain models.” 

Jeane said that the new 220-SE 
should help sales here, since it is 
equipped with automatic transmis- 
sion and power steering, something 
new for this car. He said that wives 
of prospective customers often ob- 
ject to a car with a stick shift. 

Service for Mercedes owners 
here is “excellent.” If parts are not 
available in stock, they can be 
readily obtained from South Bend. 


Word-of-mouth, plus actual 
demonstrations, is the way the 
Citroen is being sold in Chicago, 
report various dealers. The over- 
all advertising program, local 
and national, has been “stepped 
up” and prices have been cut. 
Service is no problem since a 
large stock is maintained in a 
centrally located warehouse 
which serves all of Chicago. 

Dealers handling the Rootes 
Group report “good sales.” One 
dealer said that sales of the Alpine 
alone are up 70 percent over last 
year. He said that the Sunbeam 
Rapier was up only 5 percent and 
that the Humber “has improved” 
its sales position. 

Dealers generally agree that the 
Midwest was the last -market to 
be developed for imports—since 
New York and Los Angeles re- 
ceived “‘the big push” when imports 
were first sold in the United States. 

For that reason, most feel con- 
fident that this market hass a vast 
potential once the selling job has 
been done. As of now, they feel, 
they “have barely scratched the 
surface.” 
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’ Operators Trail Only Chevrolet and Ford... 


How Renault Soared to Third Place in Norfolk 


By Ken Baldwin 
Staff Correspondent 

NORFOLK, Va. — S. Frank 
Blocker jr. and Henry J. Bouckart 
are convinced that there’s not a 
petter car franchise available today 
than Renault. : 

The reason, they are quick to 

int out, are sales and profits. 
They've had little trouble realizing 
either in a Norfolk-Portsmouth 
market that has had its share of 
ups and downs in recent years. 

Their sales effort, in most 
months, is good enough to put 
Renault in third place in the Nor- 
folk-Portsmouth area, trailing 
only Ford and Chevrolet. 

Together, their dealerships (cov- 
ering a population of 578,507) have 
been racking up new Renault reg- 
istrations in increasing numbers 
and for the last three months they 
have hit 125 or better, plus sales of 
about 30 more that are registered 
outside the area, Peugeot, also 
prominent in their sales efforts, 
likewise is pushing ahead. 

Although Blocker has been as- 
sociated with Renault for 10 years 
and Bouckart (rhymes with go- 

kart) for just over a year, their re- 
sults in many ways are nearly 
identical and their current experi- 
ences are similar. 

Blocker is president of Eastern 
Auto Distributors, Inc., which has 
a single retail outlet in Norfolk in 
addition to a multistate distributor- 
ship. Bouckart is president of Em- 
pire Motors, Inc., Portsmouth. 

While neither would divulge net 
profits, they happily revealed aver- 
age gross retail profit for all units 
of $265 to $275 for Blocker and $300 
for Bouckart. 

“Our gross profit per unit is 
higher than in any previous 
year,” added Blocker, “and seems 
to be higher than the average for 
the industry here.” 

Renault officials said the make’s 
penetration in Portsmouth is now 
greater per capita than any other 
major market in the country. This 
sales splurge has helped Empire 
Motors ring up the highest gross 
for any Renault-Peugeot dealer in 
the district, they added. 

It also has resulted in a return 
on investment of nearly 300 percent 
since the first of the year, Bouck- 
art added. 

Both dealers say they are making 
money on service, Bouckart almost 
from the moment he began opera- 
tions and Blocker in the past eight 
to 10 months. 

Likewise, each has been making 
money on parts, with sales running 
between $8,000 and $10,000 monthly. 

Each dealer has a top sales- 
man making $1,500 to $1,600 
monthly and several others who 
will top $1,000. 

They are firm believers in adver- 
tising, each allocating about 50 per- 
cent of the budget to newspapers 
and 30 percent to television. Bouck- 
art channels his remaining 20 per- 
cent to radio, while Blocker puts 12 
to 15 percent in billboards and the 
rest in radio, 

Blocker spends from $5,000 to 
$6,000 monthly and Bouckart from 
$3,000 to $6,000. 

Neither dealer claims any magic 
touch or secret ingredient to suc- 
cess. Blocker put it this way: 

“It’s a combination of a lot of 
things. The car itself is a very sal- 
able piece of merchandise. It pro- 
duces everything Renault adver- 
tises . . . we’ve just been steady 
over the years, serviced properly, 
stocked plenty of parts and been 
consistent advertisers. 

“We’ve made people proud to 
own a Renault. We’ve consistent- 
ly done everything we could to 
promote its good name. This has 
made it real easy to sell the car. 


First-Half Rootes Sales 


Total 5,602 in 4 Lines 


NEW YORK. — Registrations of 
Rootes Group passenger cars in the 
United States totalled 5,602 in the 
first half of this year, according 
to C. R. Melton, East Coast sales 
manager. 

The total, he said, included 3,077 
Hillmans, 2,060 Sunbeams, 293 Sing- 
ers and 172 Humbers. First-half 





registrations in 1960 totalled 10,509, 
including 6,901 Hillmans, 2,742 Sun- 
beams, 647 Singers and 219 Hum- 
bers. 





I honestly believe it is the best 
franchise in America today.” 

Blocker and Bouckart had most- 
ly used-car experience before tak- 
ing on Renault. 

Blocker, 34, began selling cars in 
the summer between sessions at the 
University of Virginia. His mentor 
was his father, S. Frank Blocker 
sr., who has one of the oldest used- 
car firms in the area. 

When he concluded his college 
days in 1950 he joined his father 
and a year later had taken over 
managership of two of the com- 
pany’s three lots. That was the 
year the Blockers became Renault 
dealers and distributors for Vir- 
ginia—with two other dealerships 
besides their own. 

Those were in the pre-Dauphine 


days and the only Renault being 
sold here was the 4-CV, Renault’s 
interest slackened for two or three 
years, but in the summer of 1955 
the Dauphine hit the market with 
a bang and Blocker has been on 
the move ever since, 

Continuing as both distributor 
and dealer in 1955, he was awarded 
distribution in West Virginia and 
North Carolina. Later he added 
South Carolina and finally, in Oc- 
tober, 1960, Tennessee and Ken- 
tucky. 

When Peugeot entered the mar- 
ket in 1958, Blocker was made 
distributor in the same states and 
last March added four more, Mis- 
sissippi, Alabama, Georgia and 
Florida. 

The firm was reorganized in 1957 





Opel's New Sport Coupe— 


Opel will display a new sport coupe in the four-cylinder Rekord series at the Frank- 
furt Auto Show later this month. With a 68 horsepower engine and a three-speed 
transmission, the car is said to have a top speed of about 85 miles per hour. In Ger- 
many, the coupe will sell for about $1,920. Bucket seats have reclining backs that can 
be lowered to sleeper position. An automatic clutch is optional. Silver is standard color 
for the lower part of the body with the roof available in a variety of colors. There 
are no plans to import the Opel coupe into the United States. 


with the growth of the distributor- 
ship and Blocker’s retail activities 
turned over to a general sales man- 
ager. 

Approximately one-third of the 
sales are made without a trade and 
the low rate of repossessions and 
delinquencies has been a surprise 
to the bank that handles the paper. 

Blocker is expanding his serv- 
ice department from 15 to 20 
stalls and observed that parts 
sales are growing steadily and 
becoming a “very lucrative” part 
of the business. 

“At one time service cost us 
money, but we considered it an in- 
vestment in the future,” he said. 

One move by the manufacturer 
that made both Blocker and Bouck- 
art happy was the reduction in 
prices. This made it easier to sell 
from a price viewpoint, and cus- 
tomers didn’t expect as much in 
trade, they said. 

“With volume, we've been able 
to attract the better salesmen,” 
Blocker said. In addition to the 
general sales manager, the firm’s 
retail division has nine new-car 
salesmen, a used-car manager and 
four used-car salesmen. 

Regular and extra bonuses pro- 
vide a “rather attractive” pay plan, 
he added. 

Blocker has used his retail or- 
ganization to test advertising, 
promotional and merchandising 
theories. The successful ideas are 
passed along to other dealers in 
his distribution area. He former- 
ly handled advertising himself, 
but now employs a full time ad- 
vertising and public relations 


man to coordinate this phase of 

the business. 

Inasmuch as Norfolk and Ports- 
mouth are separated only by a 
river, the advertising programs 
overlap a great deal. Some of the 
promotions also create areawide in- 
terest. 

The two dealers utilize car shows, 
sports events, fashion shows, home 
shows and parades to display their 
merchandise, For three years 
Blocker’s firm has participated in 
an economy run locally to test how 
far a car will run on a gallon of 
gas over a closed course. On each 
eccasion a Renault has won and 
twice the car has bettered 100 
miles, Peugeot also has swept its 
competition. 

Bouckart urged anyone thinking 
of taking on a Renault franchise 
to “have a little vision for expan- 
sion.” His firm already feels the 
need to expand its service facilities. 

“IT had this figured for a 35 to 
40-car deal,” he said, but during 

July he sold 80, including Peugeot. 

Bouckart’s firm sold 211, includ- 
ing Peugeot, in the last three 

months. 

The Empire Motors president 
has been in the automobile busi- 

ness for the past 15 years. He 
was used-car manager of a new- 
car firm from 1947 to 1952 when 
he went into business for him- 
self. He still operates two. used- 
car lots independently of his 
franchise. 


One of the interesting facets of 
his business is that he wholesales 
all cars taken in trade except Re- 
naults and Peugeots. 

He has found that people in every 
walk of life are customers; he even 
sold the City of Portsmouth. Bouck- 
art said the city bought one ear- 
lier this year for use in the water 
department. 





Imports Launch Service Push 


(Continued from Page 59) 


service and parts operations in the 
dealership. 
* * 

ATSUN has a travelling service 

team in the field in a mobile 
shop vehicle. The team visits each 
new dealership when it is being set 
up. Datsun reported that its parts 
inventory in this country has been 
increased by 300 percent and ship- 
ments of parts are being expedited. 

Renault reported that it has made 
parts more readily available in this 
country. Eight parts centers and a 
large parts depot in New York are 
now in operation. 

The Renault service program 
was expanded during the last 
year. Service training centers 
were established in each region, 
plus a national center for service 
in New York. Each training cen- 
ter, staffed by factory-trained 
personnel, provides refresher and 
specialized training to service 
personnel. 

Service instructors, regional and 
district service managers attend 
training centers for concentrated 
five-day sessions. Modifications and 
improvements in Renault models 
are emphasized at these classes. 

Renault also organized 20 field 
training units. These groups con- 
duct special service to reacquaint 
Renault owners with the improved 
servicing policies and training of 


dealers’ mechanics. 
* * * 


New School Vans 


paar this fall, Fiat Motor Co., 
Inc., will import a fleet of new 
vans which will tour the United 
States bringing service instruction 
by factory-trained personnel direct- 
ly to the local dealer. 

These vans will replace the larg- 
er mobile units which have been 
maintaining similar training pro- 
grams across the country since 
1958. 

More than $2 million in spare 
parts is stocked in two Fiat de- 
pots in this country, Fiat officials 

said. To provide best possible 
service to distributors and dealers 
from coast to coast, the Italian 
importer maintains service head- 
quarters at Maspeth, N. Y., and 
Van Nuys, Calif, 

The Maspeth center, for example, 
contains more than half an acre 
of double-tiered storage bins filled 
with every part for every Fiat 
model sold in this country, By the 


end of this year, an elaborate IBM 
system will be installed for elec- 
tronic handling of parts, inventory 
control, invoicing, ordering, ac- 
counts receivable, sales analysis. 

on * * 


sy gato the beginning of its sales 
activities in 1954, Standard-Tri- 
umph has had service representa- 
tives travelling in all territories, 
educating dealer personnel in the 
proper repair and maintenance of 
Triumph cars. 

Regular service schools are held 
at centrally located dealers or at 
Standard-Triumph zone and dis- 
tributor facilities. Since this pro- 
gram began, over 1,000 dealer me- 
chanics and service managers have 
been trained. 

Each Triumph dealer is encour- 
aged to carry a large stock of parts. 
To provide good parts service to 
dealer and customer, Standard-Tri- 
umph maintains master parts 
warehouses, each with a complete 
line of parts, in Gardena, Calif., 
Detroit, Watertown, Mass., and 
Pensacola, Fla. Supplementary 
parts supplies are warehoused in 
Houston and San Francisco. 

Added to these company ware- 
houses are comprehensive parts 
stocks held by distributors in 
Union, N. J. and Chicago. The total 
value of Triumph parts held by the 
company and its distributors is 
over $2,500,000. Total value of parts 
stocked by dealers is estimated at 
another $500,000. 

Rootes Motors is continuing 
the policy of training dealer per- 
sonnel on the latest improve- 
ments incorporated into the prod- 
uct line and reviewing with deal- 
ers during these training sessions 
all problems which have present- 
ed themselves. 

Rootes maintains two regional 
service schools, one in Los Angeles 
and one in Long Island City and 
extends the training further 
through the medium of a mobile 
service school completely outfitted 
with specimen assemblies. 

* e * 
Saab Requirement 


FAS newly appointed Saab deal- 
er is required to have a repre- 
sentative attend at least one of the 
service schools which are regularly 
scheduled in the Saab depots. 
When Saab decided to enter 
the U. S. market late in 1956 it 
decided to do so as a factory, for- 
going the course of appointing 
independent distributors. Conse- 


quently, before selling any cars, a 
complete supply of spare parts 

were inventoried at Saab’s first 

depot in Hingham, Mass. 

At that time. a policy was estab- 
lished which is still in force. Saab 
decided that each newly appointed 
dealer would be required to pur- 
chase and inventory a complete 
supply of service tools plus a three- 
month supply of spare parts ade- 
quate to take care of all but severe 
collision repairs. 

The Hingham depot was opened 
in December of 1956. The second 
depot was opened at Carteret, N. J., 
in 1958, followed by Jacksonville, 
Fla., in 1959 and St. Louis in July 
of this year. 

cs * 

AAB’S present parts inventory at 
the four depots approximates $2 
million in value. The stock on hand 
insures an ample supply of fast 
moving parts for a period of four 
to six months and slow moving 

parts for a period of 24 months. 

Hambro Automotive Corp., United 
States importer of British Motor 
Corp. vehicles, has two parts and 


service depots. The East Coast- 
depot at Ridgefield, N. J., covers 
77,000 square feet and the West 
Coast depot at Burlingame, Calif., 
extends over 60,000 square feet. 

These two depots carry a total 

of $10 million worth of parts and 
dealer and distributor stocks 
equal that amount. Emergency 
parts orders are filled the same 
day that they are received. 

On the service side, Hambro has 
two permanent training schools. 
These are supplemented by travel- 
ling schools for dealers’ mechanics, 
service and parts managers who 
are unable to attend the permanent 
schools. 

Hambro keeps factory trained 
representatives travelling through- 
out the country continuously, Ad- 
ditionally, the 12 distributors have 
field representatives to give dealers 
service help and assistance in busi- 
ness management. 

* * * 


= latest development in Volvo’s 
program of improving its serv- 
ice and parts operations was the 
opening of a new technical train- 
ing center in Chicago. 

Equipped with cut-away models 
of the Volvo engine and other train- 
ing devices, the Chicago center 
brings to three the number of such 
Volvo centers. Other centers are 
located in Newark, N. J., and 
Sherman Oaks, Calif. 

At these training centers a se- 
ries of three-day technical semi- 
nars have been held throughout 
the year attended by distributor 
and dealer technical personnel 
from adjoining areas. 

In addition to these seminars at 
the technical centers, Volvo has 
conducted a number of service 

training courses at centrally located 
dealerships throughout the country 
at which the same material covered 
in the technical center courses is 


"=| presented. Mechanics from neigh- 
— | boring dealerships are invited to 





Training in the Field— 


Simca carries its mechanic training 
program into the field, holding classes at 
the various key dealerships. Here, window- 
frame repairs are discussed during a train- 
ing session at Rezza Motors, Garfield, N. 
J., Thomas J. Rezza, left, president of the 
dealership, holds the window frame while 
R. J. Marino, right, Simca service and 
parts representative, explains how it is 
installed. Listening in are T. A. Armstrong, 
second from left, service instructor, and 
Jack Ryan, dealership service manager. 


. these schools to which over 125 


dealers have sent representatives so 
far this year. 

Jaguar Cars, Inc., has a perma- 
nent service school at its headquar- 
ters in Long Island City, N. Y., and 
three mobile units which offer 
classes at distributorships. Parts 
warehouses are in Long Island City 
and Montreal. 

Dealers are urged to send their 
service personnel to the training 
classes and to carry what Jaguar 
has determined is an adequate sup- 
ply of parts. 
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As Importers Look to 1962... 





Ads Aim at Stabilizing Market 


By Martin L. Whitmyer 
Staff Writer 


eee makers report they are 
working closely with their 
United States advertising agencies 
in drawing up advertising and sales 
promotion campaigns designed to 
stabilize their share of the Ameri- 
can market in 1962, 


In many instances, advertising 
plans are in a state of flux, and 
in the case of some of the captive 
makes advertising plans are nil. 


On the whole, however, foreign- 
car advertising in 1962 may well 
take on a new look, and a number 
of precedents in the field of auto- 
motive advertising may be set as 
Italian Lancias start turning up 
in French Peugeot advertisements, 
and Volkswagens appear in ads of 
rival autos, 

As for the captives, however, only 
Mercedes-Benz and Simca have de- 
tailed advertising plans for 1962. 

No plang are in the making for 
advertising the Opel and Vauxhall, 
imported by Buick and Pontiac, re- 
spectively, and plans to promote 
the English Ford, imported by Ford 
International and distributed 
through Lincoln-Mercury Division, 
are not finalized. 

American Motors still is import- 


Fr acei wi 


New Canadian Deal— 


ing its Metropolitan from England, 

but here again no advertising 

plans for the car had been reported 

as of press time. 
* 


As TO media used to promote the 
imports in 1962, national maga- 
zines and newspapers again will 
play a prominent role, Television, 
radio, outdoor and direct mail, how- 
ever, will be used to some extent 
throughout the year. 

Cooperative advertising will be 
used again by some makes, but 
it is not the general rule for im- 
port makes to use this type of 
program. 

In some cases, factories allocate 
money to distributors for promo- 
tions, in specific market areas, 
while in other cases makers offer 
direct factory-dealer cooperative 
programs. 

Some makers budget money for 
national or regional advertising 
promotions, but offer dealers kits 
which they may use in their local 
areas at their own expense. 

A roundup of advertising plans 
for imports who still claim to be 
in the market is presented here to 
give dealers an insight into what 


* * 





Described as the most modern metropolitan Ford dealership on the continent, the 
new home of Elgin Motors in Toronto is a showplace of dealership ‘‘knowhow.” It has 
been carefully designed for maximum. efficiency in the selling and servicing of cars. 


* * *® 





By George E. Toles 
Staff Correspondent 


TORONTO.—A show place of 
dealership “knowhow” is the care- 
fully designed and highly functional 
new home of Elgin Motors, said to 
be Canada’s largest Ford dealer, at 
655 Bay St. It is hailed in trade 
circles as the most modern metro- 
politan Ford dealership on the 
North American continent. 


The layout was planned, step 
by step, by automotive experts 
to achieve maximum efficiency in 
sales and service operations. 

Elgin now has a total of 180,000 
square feet of floor space, including 
its seven story building at 636 Bay 
St., geared to sell more than 5,000 
new cars plus 6,000 used cars a 
year. 

The service department is capa- 
ble of handling more than 300 work 
orders a day and a parts volume of 
$1 million a year. 

An example of the unusual] facili- 
ties installed is an air-tube system 
eliminating time-consuming dis- 
patching of orders and delivering 
of parts to the service stalls. 

On the basement floor are lo- 
cated the principal showroom 
area with room for 50 vehicles. 
Space also is provided for new 
cars awaiting delivery, car wash 
racks, front end machines, boiler 
room and undercoating booth. 

On the street floor is another 
showroom with space for 10 new} 
cars, coffee bar and customers’ 
waiting room, sales and other of- | 
fices. 

Also located on the street floor 
are the service writeup area, diag- 
nosis and tuneup, new-car pre- 





Efficiency Comes First 


New Building for Elgin Motors in Toronto 
Makes Sales, Service Easy 


| be serviced on the first-floor level, | 


* * | 
| service area where his work order | 


|ment under constant control of the | 
| service tower. 


* * * 








delivery, truck repair stalls, truck 
entrance and lubrication racks, 

The second floor contains the 
parts department, parts counters 
for retail and wholesale, parts 
phone room, sales conference room, 
staff cafeteria, service control 
tower, service area and parts 
trucks. 

The roof area accommodates 
Elgin’s parking needs for new 
cars, staff and repair parking. It 
was designed to support two ad- 
ditional floors for future expan- 
sion. 

The building is situated on the 
property in such a way that a 
duplication of the service areas can 
be added on the north side. 

This determined the north side 
location of the ramp which, in ef- 
fect, becomes the backbone of the 
design, according to Peter Warren, 
who designed the structure, 

The length of the ramp is planned 
to allow large trucks to enter and 


smaller trucks amd cars to the) 
basement level for service, and cars | 
to the second-floor level. A traffic 
aisle with service and parking stalls 
encircles the ramp. 

The sales and administrative | 
departments were designed to 
allow a continuous customer flow 
from reception through sales, to 
financing and processing without 
disruption in other areas, 

Using the drive-in service area, 
the customer leaves his car under 
a waterproof canopy and enters the | 


is written up. His car is driven | 
away by an Elgin driver who starts | 
it on its way to the service depart- 





to expect on the national scene in 
1962. 
The report follows: 
* * * 


Auto Union-DKW 


Fa, bepbebrcnaenes: roa will get the ma- 
jority of advertising from a “re- 
inforced” promotion campaign to 
sell the Auto Union and DKW lines 
in this country, according to Mer- 
cedes-Benz Sales, Inc., the Stude- 
baker-Packard subsidiary that im- 
ports the cars to the U. S. market. 

Magazines, however, also will 
be used to exploit the new me- 
chanical features of the two- 
cycle, three-cylinder engine, of- 
ficials said. 

The use of cooperative advertis- 
ing also is being considered by 
Mercedes-Benz officials, though 
complete plans for promoting the 
cars had not been finalized as of 
press time. 


VW Dealers Donate Wagon— 


* * * 


British Motor Corp. 


AMBRO AUTOMOTIVE CORP., 

which distributes Austin, Mor- 
ris, MG and Austin-Healey in the 
U. S. for British Motor Corp., will 
rely heavily on national magazines 
to promote its cars in 1962, 

Approximately 60 nercent of 
the company’s $2.5 million adver- 
tising budget will go into national 
magazines, Hambro announced, 
with outdoor receiving 20 percent 
and newspapers and newspaper 
supplements 10 percent each. Its 
overall budget is up 33 percent 
from a year ago, 

Although its main advertising 
slogan has not yet been determined, 
major emphasis will be placed on 
performance, practicality, styling 


and price of the cars in 1962. 
* * * 


On Interstate 


WASHINGTON. — State taxation 
of interstate commerce—one of the 
thorniest issues in courts and in 
Congress—is an issue in a tax dis- 
pute in the District of Columbia. 

General Motors’ decision to 
fight for a refund of District 
taxes which it paid under protest 
is of great interest to all auto 
makers and dealers because it 
involves whether a car-maker 
must in Some areas pay state tax 
on sales of cars and trucks made 
to local dealers. 

Interstate trucking operations are 
also concerned, and Congress, the 
courts and various businesses are 
watching this test case. 

Following Supreme Court de- 
cisions in 1958 and 1959, Congress 
passed a stopgap law and called 
for an intensive study now being 
conducted by a House Judiciary 
subcommittee. 

The GM case involves a great 
deal of money as well as the prin- 
ciple. GM calculated its 1957 and 
1958 tax bill in the District of Co- 
lumbia at $5,439, but the D. C. gov- 
ernment said it was $441,752 plus 
$46,638 in interest. GM _ protested, 
paid and then sued for a refund. 
The District Tax Court is left to 
decide what is subject to the city’s 
5 percent tax. 

The District Finance Office in- 


Citroen 


LTHOUGH the size of its ad- 

vertising budget for 1962 is 
still termed confidential, Citroen 
Cars Corp. will utilize magazines, 
newspapers, radio, outdoor and 
special promotions to promote the 
sale of cars in the U. S. during 
the current model year. 

Working on the theme of “The 
Most Comfortable Car in the 
World,” Citroen will offer sus- 
tained advertising on a dealer- 
local level, backed up by regular 
advertising on consistent sched- 
ules in national print media. 
Comfort, roadability, style and 

rugged construction will receive 
major emphasis in 1962, as will 
some of the car’s engineering fea- 
tures such as air-oil suspension, 


disc brakes and front-wheel drive. 
* * * 





Pennsylvania Boosts 


Semitrailer Length 

HARRISBURG, Pa. — A law 
which becomes effective Dec. 31 
increases the permissible length 
of semitrailers in Pennsylvania to 
40 feet, according to the National 
Highway Users Conference. The 
current maximum is 35 feet. 

The 50-foot overall-length limi- 
tation on combinations will not 
be changed. However, truckers 
will have five years to change 
over to shorter-wheelbase trac- 
tors. Until Jan. 1, 1967, combina- 
tions may be operated which ex- 
ceed the 59-foot limit by five feet, 
if they were registered in Penn- 
sylvania on the effective date. 


Datsun 


SING what it terms “rifleshot” 

regional and local promotions 
rather than “buckshot” national 
advertising, Nissan Motor Corp., 
U. S. distributor for the line, will 
go heavily for newspapers in 1962. 

Handled in the East by Miller 

Advertising Agency, New York, 
and by Parker Advertising 
Agency, Los Angeles in the West, 
Datsun will have an advertising 
budget of from $300,000 to $600,000 
this year, compared with $240,000 
allocated for promotions a year 
ago. 

Using a slogan that was started 
in 1961—“American in Concept, 
American in Design”’—Datsun will 
stick to what it calls solid adver- 
tising and straightforward mer- 
chandising in ’62. 

* * 





* 
Fiat 
Aerars company that utilizes 
a cooperative advertising pro- 

gram with its distributors and deal- 
ers is Fiat Motor Co., Inc., New 
York, which again plans to hit hard 
at the local level with a_ sizable 
schedule of newspaper and radio 
promotions. 

With an advertising budget in 
the neighborhood of $1 million, 
Fiat also will utilize full page, 
four-color ads in national maga- 
zines for its institutional adver- 
tising, the company reported. 

Using a slogan of “Always Have 
at Least One Fiat,” major emphasis 
will be placed on economy, styling 
and price in that order, officials 
said. 

As one Official put it, “Fiat will 
rely on price, quality of workman- 

(Continued on Page 78, Col. 3) 


Trim Texas Layout— 


the South, second in the entire country. 


























































Volkswagen dealers in the Chicago area have donated this station wagon to the 
Piper's Portal United cerebral palsy school. The vehicle is to be equipped with a 
ramp and fixtures for wheelchairs, safety belts and first aid kits. Arthur Rubloff, left, 
president-elect of United Cerebral Palsy, and Susan Brown accept the wagon from 
Oliver C. Schmidt, right, secretary-treasurer, Import Motors of Chicago, VW distributor, 


GM Tests State Taxes 





Commerce 


cluded all sales of cars and trucks 
to local dealers, but GM contends 
that these wholesale transactions 
take place at the factory and its 
zone offices in Baltimore and Silver 
Spring, Md. 

GM is not alone in its problem, 
nor is the District, Interstate 
businesses are increasingly con- 
cerned with state taxation. States, 
eager for revenue, are also wor- 
ried. They need more money, but 
if they tax too heavily the out-of- 
state business may flee to adjoin- 
ing states. 

In 1959, the United States Su- 
preme Court ruled that a state tax 
on net income of an out-of-state 
corporation was constitutional even 
though the income was derived 
strictly in furtherance of interstate 
commerce. 

Later, the High Court refused to 
review a state court decision which 
said that an out-of-state company 
had to pay tax on income appor- 
tioned to the state even though it 
had no office, warehouse or place of 
business in the state. 

At this point, Congress got into 
the picture and enacted a law to 
“serve as an effective stopgap or 
temporary solution while further 
studies are made of the problem.” 

The law provided that a state 
could not impose a tax on the net 
income derived by an out-of-state 
concern within the:state if the only 
business activity was solicitation of 
orders. 

In 1960, the Supreme Court held 
that a state may require an out-of- 
state concern to collect a use tax 
for the state even though the com- 
pany had no facilities within the 
state. 

Last April, Congress passed 2 
law providing that a broader 

Congressional study be made of 
the whole matter of state taxa- 
tion of interstate commerce. 

A House Judiciary subcommittee 
under the chairmanship of Rep. 
Edwin E. Willis, Louisiana Demo- 
crat, is conducting such a study. It 
will report by July 1, 1962. 


Cleanliness and look of efficiency mark headquarters of Economy Imports, Inc., 
Fiat dealership in San Antonio, Tex. Economy is ranked by Fiat as its top dealer in 
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the famous 
Fiat Spider 


) Liveliest line of popular appeal cars. Something for everyone—except those to whom money is a bore. Caters to 
’ the whole range of needs and tastes. Just 3 models mean low, low inventory and smart eye-appeal for your show- 
» rooms. O Will you sell more 600/D’s ($1249*) than 1100 Specials ($1698*) or vice versa? Probably more of both 
_ than the swank, snazzy Spider ($2595*). O But the Spider on your floor will help sell all three. An eye-catcher, 
with the lilt of youth —a terrific performer on the road—it is a romantic note that intrigues the youthful spirit 
in everybody. O Fiat registrations are getting closer to the top among imports. Value-per-dollar, top engi- 
; 
; 





neering, and top style mean that Fiat fits the times. Where can you find a better deal? 4-color national advertising. 


Seasoned sales guidance. 


500 fifth avenue, new york 36, n. y. 
HERE’S A DEAL THAT PERFECTLY FITS THE TIMES 


*SUGGESTED PRICE P.O.E., NEW YORK 
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for your sales and service 
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when other suppliers have tempo- 
rarily run short. 

The Beck “ace in the hole” ap- 
pears to be the ability to service 
customers as a one-stop shopping 
center. When a dealer, or any one 
of the estimated 60,000 independent 
repair garages needs parts for var- 
ious makes, he can get in touch 
with Beck or any one of its 32 head 
distributors throughout the coun- 
try and in one operation solve all 
of his parts problems for any car 
in his garage for service at that 
time. 

+ * + 

1 ig most other parts houses, 

Beck has salesmen on the road 
at all times, servicing, contacting 
and working with distributors. In 
each case, Beck emphasized that 
these salesmen were in a position 
to give top advice to distributors 
on their problems of contacting and 
keeping dealers sold. 


In many cases, the parts house 
salesman will personally contact 
a@ dealer point for the distributor, 
in an effort to open up a new 
point in a particularly difficult 
territory. 

As one parts house owner stated: 
“Our men are experts in their line 
of work. They are not just order 
takers. They know this business, 
they know what items move fastest 
and what items should be in con- 
stant supply with our distributors 
and their dealers at all times. They 
are good business management con- 
sultants as well, making them par- 
ticularly valuable to our distribu- 
tors.” 

“We worry about our distribu- 
tors,” Beck says. “It is our purpose 
to help them make money and to 
keep them strong, because in their 
strength lies our own. This is a 
fact too often overlooked in the 
constant stream of everyday busi- 
ness.” 

* * * 

ACH one of the houses issues an 

illustrated catalog. Some have 

one overall catalog while others 


have their catalogs broken down]; 


into various lines, divisions or sub- 
headings. 

It is apparent that considerable 
expense is involved in making up 
catalogs and in keeping them cur- 
rent once they have been com- 
piled. Still, they are available to 
dealers in almost every instance 
merely by writing to the firm of 
their choice. 

Catalogs, plus direct mail and 
some advertising in trade journals 
tied into the calls of their area 
salesmen, is the promotion tactic 
favored by most to bring about the 
best results. 

The salesmen are usually respon- 
sible for a fairly wide territory, 
which could easily compare to some 
of the distribution setups evolved 
when imports first came to this 
country. One man will usually be 
responsible for a number of states, 
involving a fair sprinkling of dis- 
tributors. Since remuneration is al- 
most invariably on a commission 
basis, these individuals are impel- 
led to fairly thorough coverage of 
their territories. 

co * OK 

cARL G. NISONGER, of Nisong- 

er Corp., made an interesting 
comment on the state of the busi- 
ness today: “Several years back, 
when the import business was at 
the height, we found that when a 
new car or new model was an- 
nounced, dealers would order $25 to 
$30 thousand worth of parts from 
us. But today, they are playing it 
closer to the vest and ordering 
something in the neighborhood of 
$5 to $6 thousand.” 

Therefore, although the busi- 
ness continues to expand and the 
number of imports on the road 
increases, the parts business is 
not expanding as rapidly as one 
might guess from a cursory view. 

Nisonger, sole importer of 
Smith’s instruments, also has a re- 
building operation on instruments 
which accounts for some 10 to 20 
percent of total volume. This was 
occasioned by the fact that the im- 
port duty on instruments is about 
three to four times that placed on 
vehicles. In an effort to offer the 
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How Parts Distributors Operate 


customer like quality at a price, the 
rebuilt section was established. 
+ * * 

OLUMBIA MOTOR CORP., an- 

other independent parts house, 
buys from some 70 different fac- 
tories in England and Western 
Europe. Most of its stock is not 
original equipment, meaning that 
Columbia competes in the market 
‘with lesser-known brands against 
the original equipment manufactur- 
ers and their representatives. 

According to Peter Morris, of 
Columbia, there are some dealers 
who will buy all of their parts 
from the factory, but there are 
others who are anxious to buy 
from other sources. 

“Very often,” he stated, “there 
will be a bad availability of certain 
parts at the factory level, which 
we are in a position to fill imme- 
diately. The dealer appreciates this 
and it often makes him a steady 
customer.” 

It is fairly evident after discus- 
sions with parts people that the dis- 
tribution of parts is not as thor- 
;Ough as might be expected at all 
levels. This means that the inde- 
pendent parts house, with good 
availability of scarce items, is per- 
forming a service to the customer 
and the industry. 

According to Morris, “We are 
able to keep dealers sold because 
very often they discover that our 
quality is better than the so-called 
original equipment. 

* a ok 
— proximity of our supply, 
and that of our distributors, is 
also another factor in our favor 
when a dealer really needs a part. 





"Dealer of Year'— 
John Fowler, standing, a retired Air 


Force general who now wears his star 
embroidered on his coat pocket, has been 
named dealer of the year by Rootes 
Motors, Inc. His Fowler Motors, Ltd., Arling- 
ton, Va., has an outstanding sales record 
and a superior service organization, said 
John T. Panks, managing director of 
Rootes Motors. “One way they got that 
way is by asking just a little more of 
themselves in effort and giving just a 
little more to their customers in the way 
of personal attention and service,"’ Panks 
said. 


Ford of Canada 
Boosts Overseas 


Car Production 


OAKVILLE, Ont. — Ford Motor 
Co. of Canada is growing rapidly in 
overseas markets. 

The company’s Australian sub- 
sidiary, Ford Motor Co. of Austra- 
lia, is starting on a two-year, $34- 
million program which will nearly 
double capacity to 90,000 units a 
year. And in Southern Rhodesia, 
the first car from a new $4.2 mil- 
lion assembly plant will roll off the 
line this month. 

“The Australian expansion is 
mostly for production of Falcons,” 
a company official said. “We have 
been supplying some parts for 
Australian Falcons from this plant.” 

The Rhodesian plant is now 
building English Fords. Within a 
year it will add German and Ca- 
nadian Ford models as well as trac- 
tors and trucks. 

Ford claims to be selling one- 
third of the Rhodesian market. The 
company is considering exporting 
from Rhodesia to neighboring coun- 
tries. 


In addition, we very often offer 
him a price which compares fa- 
vorably with, or is better than, the 
original equipment price. At the 
same time, we offer comparable 
quality.” 

The small-volume dealer in im- 
ports who depends upon his serv- 
ice business and reconditioned 
used imports for his profit, will 
most often turn to the independ- 
ent parts house for his parts 
supply. 

“Actually we get a fairly steady 
flow of business from regular 
sources, although even they fluctu- 
ate, and we find we get new busi- 
ness or lose old business depending 
upon whether the man in question 
owes money to us or someone else,” 
said one parts independent. “Some- 
times they come to us because they 
have overextended their credit else- 
where.” 

* * * 

NE independent, selling other 

than original equipment, confid- 

ed that it is extremely difficult to 
sell Volkswagen dealers. 

“We just haven’t been able to 
crack them,” he said. “We send our 
salesmen into see them regularly, 
but we almost never get any re- 
sponse worth talking about. They 
have a very tight-knit operation, 
which is working very well for 
them, and we just can’t get in.” 

However, this is not a problem for 
him in any other group of dealers. 

Apparently the independents 
have certain problems of supply. 
One man confided that very often 
his suppliers are either too late 
with the material or have great 
difficulty understanding the quan- 
tities in which material is ordered 
in this country. 

“There was a time,” he stated, 
“when we wouldn’t even hear from 
the factory for three or four 
months after we gave them an 
order. They just didn’t believe that 
we were serious with the quantities 
we ordered. Now, we find that we 
keep a year’s supply of just about 
everything on hand to avoid the 
problems of running out.” 

* * * 
UCAS ELECTRICAL SERVICE 
is an example of a parts house 
dealing mostly in original equip- 
ment. 

W. G. Owen, of Lucas, talking 
about the early import days of 1948 
and ’49, when Austin first came into 
this country, commented: “When 
those boys decided to try their 
hand at it over here, they came to 
us and said: ‘You jolly well better 
come on in with us and help us 
carry the load on this thing.’ We 
have been here ever since.” 

As Owens stated the Lucas 
philosophy, “It is our job to help 
sell British vehicles.” 

This, to Owen, means keeping 
British vehicles—and all others 
using Lucas paits—running at all 
times. 

Again, this means excellent prox- 
imity of parts to need. To this end, 
Lucas has a string of 11 warehouses 
throughout the United States, the 
completion of a plan embarked 
upon some three years ago. 

Robert Bosch Corp. is another 
house dealing in original equipment 
— for German and Swedish cars, 
plus certain other makes. 

Bosch deals mainly in spark 
plugs, ignition, coils, starters, gen- 
erators, voltage regulators, horns 
and windshield wipers. 

* * * 

HERE are also houses like 

Fisher Products, which deal 
mostly in specialized equipment 
such as Abarth mufflers—items 
people buy more to improve the 
performance of their automobile 
than as replacement items, An 
Abarth muffler can cost anywhere 
from $20-plus to $120 or more, de- 
pending upon the job the customer 
hopes to accomplish. 

Fisher also supplies Motor 
Meter instruments for installation 
in VWs and the like, where such 
items as gas gauges or ammeters 
are not: considered essential 
enough to warrant the expense 
for the European trade. 

Promotion of these items is usu- 
ally directed to the consumer 
through some of the sport maga- 
zines and the like, rather than 
through the trade. 
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73 PERCENT 


OF DELAWARE VALLEY’S 
GASOLINE STATION SALES 
ARE MADE 
IN THE SUBURBS 


The Philadelphia Anguirer delivers your advertising to 27% more 
suburban adult readers than does any other Philadelphia newspaper. 
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Sources: Sales Management Survey of Buying Power; Continuing Study of Adult Newspaper Readership by Sindlinger & Company, Inc. based on over 70,000 interviews, 1957-60. (Summary of 1960 study available on request.) 
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Nix on Laminated 


MADISON, Wis. — Killed in the| nated safety glass in all auto win- 
Wisconsin Assembly was a bill| dows and specified that tempered 
which would have required lami-| glass was not acceptable. 


Get Top Dollar for Your Trade-in 
Wagons! Recondition them with 


Ctation Wagon CARGO DECK MATS 
Exactly Like Originol Equipment 


Precision die-cut to car manufacturer's specifications. 









TAILORED-TO-FIT Each set contains all components for 


complete replacement of mat panels 


COLOR-KEYED Available in colors and patterns 


to compliment interior trim. 












Made from 
(Aymstrong 


a= company 


Vinyl Automat 
ECONOMICAL 


Low in cost. Pre-cut to save 
costly labor charges. Quickly 
installed by anyone. 


INDIVIDUALLY BOXED 
Clearly labeled for easy 
identification. 


—_ Complete with 
Adhesive & Applicator 


Avathn Prada of MATS THE COMPLETE LINE 


for CAR RECONDITIONING 
€ TRUNK 


ol rm 001 Baum Blvd., PITTSBURGH 13, PA 


MATS UNLIMITED, Inc., 








MORRIS 


SIMCA 
© q 
GB AUSTIN 


FTP ary 












Metropolitan 


Austin-Healey 





Makers of quality imported cars specify Lucas 
products as original equipment. To insure 
customer good will always replace Lucas with 
Lucas. A Lucas representative will be glad to 


help you plan a basic inventory. 


LAMPS ¢ DISTRIBUTORS +« GENERATORS ¢ COILS «¢ HORNS ¢ REGULATORS ¢ STARTERS 
WINDSHIELD WIPERS « BATTERIES ¢ GIRLING GRAKES AND SHOCK ASSORBERS 


LU CAS ELECTRICAL SERVICES, INC. 


501-509 West 42nd Street, New York 36, N.Y. 





Los Angeles Branch— 5025-5029 W. Jefferson Bivd., REpublic 5-1111 


Other Factory Branches—San Francisco, Seattle, Denver, Englewood, N. J., 
Chicago, Houston, Boston, Baltimore, Jacksonville. 
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Stabilized Market 
Sought with Ads 


(Continued from Page 74) 
ship and service to provide a prop- 
er share of the market in 1962.” 

Fiat’s advertising program in the 
U. S. is handled through Wood, 
Donegan & Co., Inc., New York 
advertising agency. 

ok * * 
Jaguar 
yy with a budget of 
$400,000, Jaguar will hit heavily 
in print media in 1962 to promote 
what it terms “the finest car of 
its class in the world.” 

Handled by Cunningham & 
Walsh, Inc., New York, approxi- 
mately 65 percent of Jaguar’s ad- 
vertising will appear in maga- 
zines. The other 35 percent of the 
budget will go into newspapers. 
No special promotions have been 
scheduled but Jaguar officials said 
the company would continue to 
give assistance to Jaguar owners’ 
clubs in all types of motor sports 
events. 

Performance, styling and luxury 
again will get the big play in 
Jaguar advertisements, officials 
said. 

* * * 


Mercedes-Benz 


MEX®CEDES- BENZ advertising os 


is a print program separated 
into a series of campaigns, each to 
accomplish a specific purpose, ac- 
cording to J. Bruce McWilliams, 
sales vice-president for Mercedes- 
Benz Sales, Inc., a subsidiary of 
Studebaker-Packard. 

A series of four-color, full-page 
advertisements has been prepared 
for general consumer readership, 
featuring the three-pointed star 
of M-B. “It endeavors to maintain 
the M-B virtues of prestige, dig- 
nity, unexcelled engineering and 
quality,” McWilliams said. A se- 
ries of black and white adapta- 
tions of the color advertisements 
is scheduled for sports and auto- 
mobile enthusiasts publications. 

In addition, advertisements will 
appear in automotive trade publi- 
cations intended to help build an 
even more improved quality dealer 
body, McWilliams said. These ad- 
vertisements will point out the 
durable qualities of an M-B fran- 
chise and the advantageous fea- 
tures of working in the M-B fam- 
ily, McWilliams said. 

Finally, there is the newspaper 
advertising program which is con- 
sidered to be a flexible and highly 
maneuverable base with which to 
augment showroom traffic and in- 
crease sales, McWilliams said. 

Newspaper advertising will con- 
sist of straight factory national 
advertisements and cooperative 
advertising at the dealer level. As 
opposed to the national prestige 
backdrop of the color magazine 
consumer advertising, newspaper 
advertisements will stress specific 
models and anything that may be 
deemed necessary to sell M-B 
cars, McWilliams said. 

The budget is divided 70 percent 
for magazines and 30 percent. for 
newspapers. Magazines employed in 
the national color campaign are: 
Time, Sports Illustrated, The New 
Yorker, House Beautiful, Esquire, 
Town & Country, Holiday, Vogue, 
New York Times Sunday Supple- 
ment and National Geographic. 

Thematically, McWilliams said, 
the national color campaign will 
feature the 75th anniversary of 
M-B and then evolve into more con- 
temporary situations, “always, how- 
ever, placing before the public the 
most famous automotive insignia 
in the world, the silver three-point- 
ed star.” M-B’s advertising in the 
U. S. is handled through D’Arcy 
Agency, with offices both in New 


York and South Bend. 
* * «& 


Peugeot 


EUGEOT, INC., American dis- 

tributor for this French line of 
cars, is one of few companies that 
places all of its advertising alloca- 
tion in one medium—magazines. 

Handled through Papert, Koe- 
nig, Lois, New York advertising 
agency, Peugeot’s promotions in 
1962 will be aimed primarily at 


present owners of Volkswagens, 
officials said. 

While its advertising will empha- 
size primarily quality of construc- 
tion and price, Peugeot also will 
make some noise about the fact 


‘there are six compact cars on the 





— 


which plans to put 90 percent of 
its advertising budget into that 
medium in 1962, 

Utilizing a budget of some $2.5 
million, up $500,000 over a year 
ago, Renault will stress styling, 
economy, price, four doors, war- 
ranty, and mileage in its promo- 
tions for its Caravelle, Dauphine 
and Gordini lines. 

Special promotions will include 
sales incentive programs on vari- 
ous colors and models, and the 
Professional Golf Assn. telecast. 

Handled by Needham, Louis & 


Brorby, New York, Renault adver. 
tising will consist of a new cam- 


paign in color, single page inser- 
tions, non bleed, officials said. 
* 


market today and seven cars are 

listed on Road & Track’s roster of 

seven best-made cars in the world. * * 
The only car on both lists is Peu- Rolls-Royce 

oe. ADVERTISING plans for 1962 

have not been finalized but no 

Renault major changes are anticipated, 

——— make that goes heavy | officials said. In the national field, 

for magazines is Renault, (Continued on Page 79, Col. 1) 
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Rootes Dealer Race-Minded— 
The Rootes Sunbeam Alpine team that raced at Sebring, Fla., had allout assistance 


from Coventry Motors, of Cutler Ridge, Fla., Rootes dealer. Cars were given last- 
minute preparation for the 12-hour endurance race by Coventry Motors service per- 
sonnel. Coventry Motors also supplied an ace sports car driver, Ed Wilson, its sales 
manager. From left, Peter Wilson and Jim Ashworth, of the Rootes factory in England; 
Joe Armbruster, president of Coventry Motors; Ed Wilson, and Phil Smith, -of the 


Rootes service department in New York. 


Market for Sports Cars 


Holds Firm, Profitable 


(Continued from Page 27) 


Standard-Triumph in New York, 
forecast that the new TR-4 would 
give his sports car another boost in 
sales. There now are nearly 70,000 
Triumph sports cars in the U. S., 
Bethell said. 

John T. Panks, Rootes managing 
director for the U. S., predicts that 
the sports-car market may rise to 
100,000 or more a year because 
of lower-priced models and the 
growth in personal incomes. 

“These two factors combined,” 
he said, “have made it practical 
for many persons to have both a 
sports car and a family economy 
car.” 

Panks said many more Alpines 
could have been sold to Americans 
since the car was introduced two 
years ago. Supply from England 
was the brake on sales, he said. 

* * * 


yevo is gearing for U. S. sales 
of 5,000 P-1800s a year, once 
initial production problems are re- 
solved. Individual P-1800s are trick- 
ling into the country, and offers of 
$7,500 have been reported for the 
$3,795 coupes. 

Porsche, which has suffered from 
restricted production in West Ger- 
many, built 900 cars in June for 
a new record. However, Porsche 
continues to work on a four-month 
lead time in filling orders from 
overseas. 

Jaguar’s new XK-E has enjoyed 
“dramatic acceptance” in the States, 
according to Officials of Jaguar 
Cars, Inc. This importer’s sales held 
steady last year, only to fall off be- 
cause of a changeover lag. But the 
XK-E and another new model com- 
ing soon have brightened prospects 


for 1962. 


Fifteen percent of Mercedes-Benz 
sales in this country.are in the 
sports-car category—namely, the 
190-SL and the 300-SL. Used-car 
prices for the Mercedes roadsters 
are “above average,” a spokesman 
reports. 

Fiat is importing 200 of its 
1200 roadsters a month and is 
bringing in the sportier 1500 
Spyder on special order only. 

A factory importing office has 


been opened in Newark, N. J., by 
Alfa Romeo—another move to con- 
solidate a position in the U. S. 
sports-car market. Alfa Romeo is 
seeking 150 more dealers to help 
expand its sales. 

In view of the modernized styl- 
ing of the invading sports cars, 
a unique distinction is enjoyed by 
the British Morgan, a cousin in 
styling to the MG-TC which pio- 
neered in the postwar market. 
Morgan is imported by Fergus Im- 
ported Cars, New York. 

x * * 
= singular attractiveness of 
sports cars in the worlds of 
fashion and entertainment has 
made merchandising into a special- 
ized project. High-fashion ads, as 
often as not, show models along- 
side British or Italian sports cars. 
The popular movies, “La Dolce 
Vita” and “Butterfield 8,” featured 
a TR-3 and an Alpine in long se- 

quences, respectively. 

These cars are built to race and 
are raced around the globe. Thus, 
publicity benefits are reaped on the 
sports pages and in the enthusiast 
magazines. Many dealers have tied 
in successfully through special pro- 
motions with races, rallies or gym- 
khanas. 

The BAMA has rendered in- 
dustrywide promotional support 
with annual press trials of all its 
member companies’ cars in New 
York and Los Angeles. On Sept. 
24, BAMA igs planning an all-day 
“inter-marque” trophy day for 
its one-make car clubs at the 
Roosevelt Raceway on Long Is- 
land. 

Other special events _ include 
BMC’s sponsorship of the National 
College Queen Contest. 
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(Continued from Page 78) 


it is planned to advertise in maga- 
zines in the class category. 

It is expected that the adver- 
tising and promotion budget for 
1962 will be approximately $300,- 
000, with funds equally split be- 
tween magazines and newspapers, 
officials said. 

Rolls-Royce also will carry on 
its current program of special pro- 
motions at individual dealerships. 
These promotions usually involve 
visits of key sales and service per- 
sonnel tied in with advertising, 
demonstrations and special invita- 
tional events. 

Rolls-Royce in America does not 
employ a slogan, but copy slant 


generally emphasizes outstanding 


performance, classic design and fine 
craftsmanship. 

The advertising account is han- 
dled by Ogilvy, Benson & Mather, 
New York, 

* * * 


Rootes Motors, Inc. 


oS MOTORS, INC. is boost- 
ing its 1962 advertising budget 
to $1 million to promote the Hum- 
ber luxury car introduced in 1961 
and a new Hillman model to be in- 
troduced at a yet unspecified date. 
The Rootes program will utilize 
newspapers, radio, television and 
magazines during 1962 with the 
choice of media being dictated 
by the car and market area. Ac- 
cording to Mogul Williams & 
Saylor, the Rootes advertising 
agency, newspapers will get the 
biggest share of the budget. 
Dealer oriented ads will continue 
to be the mainstay of the Rootes 
program, according to agency offi- 
cials. A new ad program will be 
launched shortly to merchandise 
the Sunbeam Alpine sports car on 
a year-around basis. 
The company’s slogan for ’62 will 
be “A Better Buy because Its Better 
Built by Rootes.’ Economy and 














As Imports Look to ’62... 
1 ne 


Ads Aim at Stabilizing Market 


price will get the biggest play in 
the Hillman promotions. 
* * * 


Rover 


Coxsumsex magazines, trade 
publications, newspapers and 
local television will be the media 
used by Rover in merchandising its 
cars in the United States during 
the 1962 model year. 

Handled by Suder & Hennessey 
advertising agency, New York, 
Rover advertisements for 1962 
will be centered around styling, 
performance, dependability and 
long life. Its main slogan for ’62 
will be “Practical Luxury.” 

Promotions will include special 
demonstrations at dealer meetings 
for the Land Rover, and outdoor 
promotions and test on Rover cars 
for both dealers and the public, of- 
ficials said. 

Officials said that a cooperative 
advertising program is under con- 
siceration for ’62, but the advertis- 
ing budget itself will probably be 
about the same size as last year. 

.-¢ % 


Saab 


Bf a budget in the neighbor- 
hood of $300,000 to $350,000, 
Saab Motors, Inc., will utilize na- 
tional magazines, regional radio 
and television, newspapers, auto 
shows of national importance and 
a heavy dealer cooperative adver- 
tising program to promote its cars 
in the United States in ’62. 

The company’s present co-op 
program is built around a 50-50 
split on all advertising initiated 
by the dealer which uses or is in 
agreement with mats and copy 
supplied by Saab. 

Using a slogan of “The Car That 
Gets You There Without a Care,” 
Saab will give the biggest play in 
its advertising this year to safety, 
economy, Swedish quality, roomi- 
ness, and the fact that Saabs are 
built by an aircraft manufacturer. 

Saab advertising in the U. S. is 





Between VW Shipments .. . 


Used Cars Take Up Slack 


By Louis Alexander 
Staff Correspondent 

HOUSTON. — With Volkswagen 
business continuing to boom here 
(dealers sold 187 in the most re- 
cently reported month), dealers find 
intervals between shipments when 
they are without cars. But they 
aren’t wasting this time. 

“We have entered the used-car 
business,” said Mel Croan, Mel 
Croan Motors. “It puts us in @ 
better trading position. 

“We're actively buying cars for 
our used-car business, but we are 
buying selectively, with emphasis 
on used Volkswagens — wherever 
and whenever I can find them.” 

Croan reported he has also 
“beefed up” his sales department 
with the addition of a fourth sales- 
man and the appointment—for the 
first time since he entered business 
in Houston 14 months ago—of a 
sales manager. The sales manager 
covers both new- and used-car 
business. 

“Our cars come in to us in a 
lump,” Croan said. “The used-car 
business keeps business flowing be- 
tween shipments.” 

He estimated they are about 60 
days behind on deliveries. 

Houston Motors Corp., the Ja- 
guar dealership, has placed em- 
phasis upon service, with a little 





‘Store-Counter’ Car Sales 


Called Success in Montreal 


MONTREAL. — A Montreal de- 
partment store which began selling 
Austin 850s “over the counter” last 
Spring retailed 853 in a four-month 
Period, according to H. J. L. Suf- 





field, managing director for British 
Motor Corp. in Canada. 

“The store, as an Austin dealer, 
complied with BMC policy and so 
skillfully promoted the product that 
supply rapidly became a problem,” 
Suffield said. . 





discreet advertising to promote it. 

“We’ve increased our service fa- 
cilities and manpower,” reported 
Tom Watson, general sales man- 
ager. 

“We’re becoming recognized for 
Jaguar parts and service. 

“We're going after the import 
owner, with a ‘minute’ amount of 
advertising, depending mainly on 
word-of-mouth and some direct 

mail promotion. 

“Obviously the Jaguar is not a 
volume sales item, but our service 
department helps keep business 
flowing.” 

Watson reported another signifi- 
cant benefit which has followed the 
acceptance of the service depart- 
ment and its reliability. 

“People are prone to pay more 
for a car if they know they can 
get it repaired and depend upon 
the facilities,” he said. 

“This helps our profits. We are 
also helped by the fact that we are 
exclusive dealers in Houston both 
for the Jaguar and for Rolls-Royce. 
There is not much price cutting.” 

Watson said that introduction of 
the new XK-E model has created 
more interest in the other Jaguar 
models. 

Houston Motors has remained out 
of the used-car business, however, 
although Watson feels eventually 
he will have to get into it. At 
present, his salesmen “shop” the 
prospect’s car around, and advise 
him where he can get the most 
for it. 

Some used car-buyers have 
begun looking to Houston Motors 
for good buys in Cadillacs, Olds- 
mobiles and Chryslers, he said. 

Dickey Distributing Co. has 
opened a new lot, with three sales- 
men on duty, to sell its line of 
NSU Prinz and BMW 700 imports. 

Has it paid off? 

“Very definitely,” 
reported. 

“You can’t sell anything if you 
don’t let people know you have 
something to sell.” 


a spokesman 



















































Where to Buy 


handled by Kleppner Co., New 
York. 
* * * 
Simca 

AFEROXIMATELY 50 percent of 

Simca’s expanded 1962 adver- 
tising budget will be invested in 
cooperative dealer and market sup- 
port programs, 

Factory - prepared newspaper, 
radio, television and outdoor 
packages will be offered, as well 
as specific monthly promotions 
designed for local dealer use, 
officials said. 

National magazines will be used 
exclusively to introduce the new 
Simca model and to promote its 
mechanical and performance “su- 
periorities.” A combination of 
spreads, single and fractional pages 
are planned, officials said. 

Handled by Richard N. Meltzer 
Advertising, Inc., the Simca adver- 
tising budget also includes allow- 
ance for direct mail and special 
market stimulation programs. Each 

|\of the several facets of Simca ad- 
vertising will be geared to the over- 
all “comparison” and “You Have 
to Drive It to Believe It” themes. 
* * * 


Standard-Triumph 


LTHOUGH the size of its adver- 

tising budget has not as yet 
been determined, Standard-Tri- 
umph Motor Co., Inc., New York, 
will be using all media to promote 
its 1962 line of Triumph TR-3 sports 
cars, Herald sedans, coupes and 
convertibles. 

Utilizing chiefly magazines and 
newspapers, its advertising pro- 
gram for next year will stress 
primarily economy, driving pleas- 
ure, practicality, quality and 
price, officials said. It uses no slo- 
gan, but Standard-Triumph ad- 
vertising will continue to stress 
the driving enjoyment combined 
with practicality in all its prod- 
ucts, officials said. 

The company plans no increase 
in its advertising budget but “will 
continue to back its promotions to 
the hilt with good service to deal- 
ers and customers,” officials said. 
It has and will in the future use 
cooperative programs to promote 
its cars, the company said. 

The account is handled by Do- 
herty Clifford Steers & Shenfield, 
New York. 


Repair Parts 
Pages Now 
Being Added! 







Parts Prices 
Labor Hours 


KNOW the exact time for doing Import car re- 
pair jobs. Arranged in the order you logically use 
when you estimate. 


KNOW official factory list parts prices for all 
leading import cars for past 7 years. 


NATIONAL'S comprehensive service includes 
e UP-TO-DATE, Complete Manual. 
e REVISION SERVICE during entire year of price 


changes, sources for parts and new cars, as 


added. 


e EXPLODED VIEWS so you see-at-a-glance what 
is needed. 


© PRICING THE JOB RIGHT Data. 


¢ RING BINDER sturdy, handsome, 
opens flat at any page. 













*16.00 


One year complete service, sold on 
30-day trial offer. 


Lora oC 


900 South Wabash Avenue 






Chicago 5 


* * 


Volkswagen 


PERATING on a $4.5 million 

budget, Volkswagen will use 
general consumer and trade maga- 
zines exclusively in 1962. 

Volkswagen car advertising 
again this year will stress econo- 
my, convenience, service and non- 
obsolescence. No special slogan 
has been created to promote the 
cars, the largest seller among the 
imports to the U. S. 

In addition to the national bud- 
get, which is some $500,000 larger 
than a year ago, dealers and dis- 
tributors have a cooperative adver- 
tising program in which the factory 
does not participate. 

Volkswagen car advertising is 
handled in the U. S. by Doyle Dane 
Bernbach, New York advertising 
agency, 


Olt ai ay 


PRODUCTION 
of 

IRON 
ONE OF THE NATION’S 

LARGEST AND MOST MODERN 


PRODUCTION FOUNDRIES 
an 


yee BENE Ce. 


GREY 


* * * 


Volvo 


AUrHouGH the size of its budg- 
et for 1962 is as yet undeter- 
mined, Volvo officials said it plans 
to take every step necessary to se- 
cure Volvo’s share of the import 
car market and will base its adver- 
tising and promotion budget upon 
the dictates of the market. 

It was learned, however, that 
70 percent of Volvo’s advertising 
budget will go into radio. News- 
papers will receive 15 percent of 
the budget and five percent each 
will go into television, trade pub- 
lications and direct mail. In addi- 
tion, there is a separate public 
relations, publicity and sales pro- 
motion budget. 

Special promotions will include 
major metropolitan sales drives on 
a market-by-market basis, combin- 
ing integrating all of the phases of 
local broadcast and print advertis- 


ESTABLISHED 1866 
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DIVISION OF GORDON STREET, INC 


MAIN OFFICE AND MANUFACTURING PLANTS 
CHATTANOOGA 2, TENNESSEE 





ing, special events, sales promo- 
tions, etc. The program also in- 
cludes the continuation of dealer 
coop advertising between distribu- 
tors and dealers. 
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Opel, Vauxhall Wane as U.S. Contenders 


(Continued from Page 28) 
effort to moving our Pontiacs,” 
said one dealer. “Sales of Vaux- 
halls, along with the other imports, 
have been hurt since the American 
manufacturers began producing 


economy cars.” 
* * + 


No Elbow-Twisting 


he claim they have not 
been pressured by the factories 
to take more cars. 

“In fact, Vauxhall has never 
been sufficiently aggressive or 
promotion-minded for this mar- 
ket,” another Pontiac dealer said. 
An Atlanta Pontiac dealer re- 

ports that Vauxhall sales have 
stopped altogether, the last trans- 
action taking place six months 
ago. 

Service for both Opel and Vaux- 
hall adds some to dealers’ shops, 
and parts are not a problem yet, 
according to reports. Whether they 
will become a problem as and if 


the cars are withdrawn from the 
market is a problem dealers are 
anticipating. 

However, dealers who do get 
these vehicles into their shops for 
repairs keep a good sized stock 
on hand, because they want to en- 
courage the business. 

According to the survey, used 
cars do come up once in a while 
ag trades on other vehicles, and 
dealers find that they sell with 
almost no trouble, and at prices 
which make them an attractive 
addition to the used-car lot. 

oe 6: & 
As ONE New York area dealer 
stated, “We are always glad 
to get them. You, of course, have 
to do the same thing here as on 
any used car, which is to spruce 
them up some, but they are good 
items for used-car retail. They al- 
most sell themselves.” 

“We sell all the used Opels we 

can get,” said a Milwaukee Buick 


dealer. “Prices have gone down 
considerably, however.” 
Milwaukee Vauxhall dealers re- 


port that their used car stocks, 


move at a fair pace. “But, we never 
had very many on hand,” one 
dealer said. 


While the Opel and Vauxhall 
seem destined to be dropped by 
Buick and Pontiac, there are no 
such plans for the other captive 
imports, according to the factories. 

A roundup of marketing plans 
for the other captive imports fol- 
lows: 

Smmca—More persons are being 
added to the staff of Peter Nunez, 
general sales manager, Export- 
Import Division, Chrysler Corp. 
Also more “key” and _ single-line 
dealers are being added and a reg- 
ular schedule of overseas delivery 
has been established for both East 
and West Coast ports as Simca 
prepares to make an effort to re- 


capture some of the sales it has 


lost. 
* * * 


New Simca Coming 


— also will try to stimulate 


sales with a new model on 
Sept. 27. 


The new Simca dealer program 
permits a Simca dealer in a 
metropolitan city to appoint as- 
sociate dealers. The “key” dealer 
then supplies his associate deal- 
ers with cars, sales and service 
training and cooperative adver- 
tising. 

Metropotitan—According to J. W. 
Watson, Metropolitan sales man- 
ager, American Motors, shipments 
of the cars are being stepped up 
to augment stocks in the areas of 
greatest demand. 

Watson said the firm will con- 
tinue with “our basic policy in con- 
nection with the Metropolitan, 
which has been in effect since its 


“Our new mechanical Pigeon Hole Ga- 
rage was designed with one thought in 
mind—to give our customers the finest 
and fastest parking service. Our cash 
system also had to combine speed with 
accuracy and control. 

“From a management standpoint, we 
like the accuracy of machine addition, 
mechanically computed change and au- 
tomatic change dispensing. With the 
National the customer gets correct 
change and, above all, we know that be- 
fore any change is dispensed the park- 
ing charge must be recorded properly. 
The daily printed statement gives us a 
complete record of activity in several 
categories. 

“We handle parking for hotels, the- 
aters, shoppers, office workers and other 
mid-town activities. This means we have 





MODERN EXTERIOR of 
the Broad-Locust Garage. 





THIS NATIONAL SYSTEM pays for itself in less than two years. 
. 


“Our ational’ Change Computing Register 
with Automatic Coin Dispenser 


returns its cost every18 months!” 


— Broad-Locust Garage Corporation, Philadelphia, Pa. 


concentrated exit activity and must 
handle large groups of customers within 
a short time. Our National takes care of 
these peak loads with smooth dispatch. 
Along with quick service, our customers 
like the itemized receipt that shows all 
charges, amount of money tendered the 
cashier, and correct change they re- 
ceived. 

“The savings from our National 
Change Computing Register with Auto- 
matic Coin Dispenser pay for the in- 
stallation every 18 months! We feel the 
National is a wonderful investment!” 


[Eb room gf ttn 


Secretary 
Broad-Locust Garage Corporation 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO — 
1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 





Your business, too, can benefit from the 
many time- and money-saving features 
of a National System. Nationals pay for 
themselves quickly through savings,then 
continue to return you an extra regu’ar 
yearly profit. National’s world-wide 
service organization will protect this 
profit. Ask us about the National Main- 
tenance Plan. (See the yellow 
pages of your phone book.) 
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introduction in 1954, of not mak. 
ing changes just for the sake of 
change. Improvements have been 
incorporated from time to time, ag 
they have been developed, as a 
running production change.” 

Watson said he felt that the per. 
sonal cars to be introduced by 
other domestic manufacturers in 
1962 will focus added attention on 
this type of vehicle and thus fur. 
ther benefit the Metropolitan. 

ENGLISH Forp—At the recent 
Lincoln-Mercury preview of its 
1962 models, Ben D. Mills, L-y 
general manager, said the firm stil] 
had some English Fords in ware. 
houses and in the field and as long 
as “we have them, we will retail 
them.” 

“Although we haven’t ordered 
any for some months now, we plan 
to continue retailing the cars ag 
long as there is a demand.” 

* * ok 
HE ADMITTED that the sales 
rate of the English Ford has 
declined along with the other im- 
ports, but denied that the car 
would go the way of the Taunus. 

“We will not do to the Eng- 
lish Ford what we did with the 
Taunus,” he said. “In the case of 
the Taunus, the demand dried up 
so we were forced to dry up the 
supply.” 

Mills said English Fords other 
than the Anglia can be obtained 
on special order. 

MercepEes-BENZ AND DKW~—J. 
Bruce McWilliams, sales vice-presi- 
dent, Mercedes-Benz Sales, Inc, 
said the firm expects sales of both 
the Mercedes-Benz and DKW to 
improve in 1962, 

He said sales should get a shot 
in the arm by the four ’62 Mer- 
cedes-Benz models. A new auto- 
matic transmission in the 220 ser- 
ies, the bread and butter car of the 
Mercedes-Benz line, is being count- 
ed on to stimulate sales, according 
to McWilliams. 

McWilliams also looks for in- 
creased DKW sales when that car’s 
new model is introduced. Rather 
than a decline, McWilliams said 
he looks for an increase in both 
sales and imports of the Mercedes- 
Benz and DKW lines. 


“The emphasis is on the upswing 
and not in the direction of Opel 
and Vauxhall,” McWilliams said. 


Auto Museum 
In Italy Blooms 


After 30 Years 


TURIN.—The handsome Automo- 
bile Museum here is the result of 
an idea that was launched nearly 30 
years ago. 

In 1932, Carlo Biscaretti de Ruffia 
was entrusted with procuring the 
rudiments for this collection, with 
the City of Turin giving its support. 

In 1956, the collection having 
steadily grown in importance—the 
Motor-Car Manufacturers, the Ag- 
nelli family and the municipality— 
agreed to give life to this enter- 
prise and to furnish it with perma- 
nent premises, 

Other main industrial sectors — 
mainly the rubber, petroleum and 
insurance companies — joined in. 
Finally, the city institutes and 
banks and other national bodies 
and associations also gave their 
contributions. 

Biscaretti was appointed presi- 
dent, and after his death, in Sep- 
tember, 1959, the museum was 
named after him. Its aims are sci- 
entific as well as cultural and 
instructive: To illustrate the de- 
velopment of motor traffic in all 
countries and to provide a nucleus 
of knowledge and research, 


At present the exhibits total 120 
motor vehicles and chassis, 30 mo- 
torcycles and bicycles and 20 en- 
gines. 

Separate sections illustrate the 
story of petroleum and of pneu- 
matics. Other special exhibits are 
those of the coach-house, as it is 
from these origins of the horse- 
drawn carriage that the modern 
structure has developed; the sports 
section where, amongst others, 
there are some cars which have 
become famous in racing history, 
and the technical section, where 
there is a significant selection of en- 
gines and chassis and prints and 
drawings. The museum also has 4 
library of technical and _ historical 
literature. 
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Yes... just about everything in Renault’s U.S. operation is American. 
This works to benefit our dealers and their customers in a number of 
significant ways. For example, we have “Americanized’’ our Warranty 
Program*—giving owners extended protection—giving Renault dealers the 
industry-standard labor reimbursement. And our dealers are encouraged 
to interpret the “spirit’’ as well as the “word”’ of the war- 
ranty to keep customers well satisfied and enthusiastic. 
Today, with new strategically located parts depots 
throughout the country, parts are expedited to dealers 
quickly and surely (And Renault Dealers get the normal 


American-sized discount on parts). Yes, Renault’s gone American—and 
our dealers are happier than ever. *12 month or 12,000 mile warranty. 


For information about available Renault Dealerships in your area write: Commercial Division, Renault, Inc., 750 Third Avenue, New York 17, N.Y. 


CARAVELLE DAUPHINE GORDINI 
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ANTIFREEZE TESTER—Development of a 
cold engine antifreeze tester has been an- 
nounced by Imperial-Eastman Corp., 6300 
Howard St., Chicago 48, Ill. The instru- 
ment, No. 566-TA, gives fast, accurate 
readings on all permanent antifreezes at 
cold engine temperatures, it is said. Con- 
struction features are said to include easy- 
to-read scale, magnifying slide calculator, 
moisture sealed chart, and heavy-duty 


glass components. 
* . 





THREAD REPAIR KIT—A thread repair 
kit for the restoration of stripped, worn 
or damaged metric threads has been in- 
troduced by Heli-Coil Corp., Danbury, 
Conn, The kit contains a quantity of Mé, 
M7, M8, M10, M12 by 1.5 and M14 by 1.5 
stainless steel wire ‘‘Heli-Coil” screw thread 
inserts; the necessary taps and inserting 
tools, along with complete instructions. Al- 
though originally made for Volkswagen 
applications, this kit is recommended for 
any thread repair in the furnished sizes 
for foreign-made automobiles, machine 
tools and other products assembled with 


metric threads. 
* 





CUSTOM PISTONS—Venolia Pistons Co. 
has announced a custom racing piston 
with greatly increased strength and re- 
duced weight. Generous ring band thick- 
ness for rapid heat dissipation to rings, 
improved ring land spacing, tapered 
ground skirt, precision machining and in- 
dividual inspection are said to be other 
features of the piston. Toros Equipment 
Co., 439 S. Victory Bivd., Burbank, Calif. 

ee a 


Rotor Tool Introduces 
Torque-Control Wrench 


A torque-control air impact 
wrench, the J-42T, has been an- 
nounced by Rotor Tool Co., 26300 
Lakeland Blvd., Cleveland, O. 


The wrench has an hydraulic am- 
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plifier which shuts the tool off 
when desired torque is reached. The 
torque sensing device has quick, 
easy adjustment for a range of 20 
to 100 foot pounds, the firm said, 
and adjustment is tamper-proof. 

J * * 





SUPERCHARGER KiT—Latham Mfg. Co., 
P. O. Box 165R, West Palm Beach, Fla., 
announces a supercharger kit for the 
Thunderbird. The kit is said to feature a 
supercharger specifically adapted for the 
Thunderbird powered by the 390-cubic- 
inch engine. It also is adaptable to the 
332, 352 and 361-cubic-inch Ford engines. 
The unit features bolt-on installation. 

ene 





FILTER MASK—A filter mask that is said 
to combine high filtration and comfort 
has been announced by Minnesota Mining 
& Mfg. Co., 900 Bush Ave., St. Paul 6, 
Minn. The mask is designed for maximum 
filtration of nontoxic dust and sprays such 
as metal and plastic dust and paint 
Overspray produced in refinishing and 
spraying operations, it is said. It conforms 
to any face and allows easy breathing, 
unmuffled conversation and unobstructed 
vision. The mask, made of a nonwoven 
fabric, is shaped to stay away from the 
nose and mouth. An elastic headband 
seals the single-unit mask around the 
edges and a flexible metal nosepiece ad- 
justs to finger tip pressure. 


Engine Cleaner Is Added 
To duPont No. ‘7’ Line 


Removal of grease and grime 
from an engine is accomplished 
quickly, easily and economically 
with the latest addition to duPont’s 
No. “7” Line of car-care materials, 
according to E, I. duPont de 
Nemours & Co., Wilmington, Del. 

The engine cleaner and degreaser 
is sprayed on the engine, and then 
flushed off with water, the com- 
pany said, and is harmless to paint- 
ed finishes and wiring. 

* * ok 





TACHOMETER—Production of a_ tach- 
ometer with ranges from 0-4,000 to 
0-12,000 has been announced by the 
Thomas G. Faria Co., 82 Union St., New 
London, Conn. Incorporating a large, il- 
luminated dial it has a long easily read 
scale suitable for high speed motors, it is 
said, Clamps supplied permit mounting in 
panel, on steering post, on top of, or 
under dash. Hookup procedure requires 
the connection of two wires, no sender 
units being necessary. 
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HYDRAULIC BRAKE PARTS—A service 
line of Bendix hydraulic brake parts has 
been released for distribution through 
automotive jobbers by Bendix Automotive 
Service, Bendix Corp., South Bend, Ind. 
The new line includes hydraulic master 
and wheel cylinders, repair kits, stoplight 


switches and hose, 
° a1°6 <6 








VACUUM CLEANER—Lehigh, Inc., Eas- 
ton, Pa., has announced a vacuum-cleaner- 
on-wheels, the Vacmobile. It offers motor- 
| ists a ‘‘do-it-yourself’’ service—five min- 
utes' use for five cents, The coin-box ac- 
commodates 360 nickels, for a total of 
$18. Every needed tool for cleaning floor- 
covering, upholstery, roofliner, dashboard, 
ashtrays, trunk, even tire casings, is said 
to be included in the Vacmobile kit. 

ee 








2-WAY RADIO—Simplified connections, 
plus a quick-rig holding bracket is said 
to make possible the removal or installa- 
tion of the Outercom 35-watt two-way 
radio in any vehicle. This feature enables 
complete flexibility in switching Outercom 
radio units from vehicle-to-vehicle, or even 
from vehicle to office or job installation 
or vice versa. The Outercom is a two-way 
business radio in a carryable, universally- 
powered, self-contained unit. A unique 
feature of the Outercom is the builtin, 
110 volt power supply which allows fixed- 
station operation from any office or home 
electrical outlet. No special connections 
have to be made, it is said. Outercom 
Electronics, Inc., 502 Charlottetown Mall, 
Charlotte, N. C. 


* * & 
Versatile Mending Compound 


Announced by Borden’s 


Development of a new versatile 
super-strength epoxy-meta] com- 
pound specially designed to fill, 
bond and repair steel, iron, alumi- 
num, bronze, brass, lead, tiles, con- 
crete, brick, marble, ceramics, por- 





celain, wood, glass, leather, fabrics 
and most hard plastics has been 
announced by the consumer prod- 
ucts department of Borden Chem- 
ical Co., 350 Madison Ave., New 
York 17, N. Y. 

The compound is said to work 
equally well in repairing dents in 
sheet metal, defects in metal cast- 


ings and patterns; caulking metal 
seams in casements, ducts, and 
tanks; sealing automobile radiators 
and plumbing fixtures; patching 

| holes in automobile bodies; anchor- 
ing bolts and screws, and as a cov- 
ering for countersunk bolt and rivet 
heads. It is called Elmer’s All-Pur- 
pose Epoxy Metal Compound. 





SUN SCREEN—Inside temperatures at 
this service station in Memphis are said 
to be reduced as much as 15 degrees 
through use of KoolShade Sunscreen, a 
product specially designed to keep the 
sun's blazing rays from entering buildings 
through glass windows and doors. Kool- 
Shade, the original solar control material 
is a product of the Borg-Warner Corp., 
200 S. Michigan, Chicago 4, III. KoolShade 
is basically a miniature venetian blind 
with tiny fixed louvers, spaced .05 inches 
apart. The louvers are tilted at an angle 
of 17 degrees—the angle that screens out 
| most of the sun's heat and glare at all 


hours of the day, it is said. 
Seo oe 





LIGHTING FIXTURE — Gwvardian Light 
Co., 500 North Bivd., Oak Park, Ill., has 
announced the availability of its Trim Line 
outdoor lighting fixture. The unit features 
six high-output type lamps. The trimly- 
styled fixture housing is 334 inches high. 
Furnished in four, six and eight foot 
lengths, the Guardian unit is also avail- 
able in four-lamp models. The fixture hous- 
ing is all-aluminum, all welded unitized 
construction for rigidity, and to eliminate 
twist or sag, it is said. 

a 
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penser and pump that is said to allow 
dealers to premix and sell windshield 
washer solvent in measured amounts has 
been announced by New Devices and Jack 
P. Hennessy Co., Inc., 110 Lackawanna 
Ave., West Paterson, N. J. Designed to in- 
crease solvent sales, the unit is both a 
point-of-sale display and a_ dispenser. 
Solvent in gallon cans is premixed with 
water right in the three-gallon-capacity 
driveway dispenser according to winter or 
summer needs. New Devices solvent is 
said to keep systems operating to zero de- 
grees and prevent clogging and corroding 
of jets and hose lines. 








DISPENSER-PUMP—A polyethelene dis-| ° 











ANTENNA MIRROR —The Kar Tenna.- 
Mirror, an antenna-mirror combination, 
has been introduced by Flexible Controls 
Corp., 12345 Schaefer Hwy., Detroit, Mich, 
A super-sensitive booster-trimmer device, 
incorporated in the antenna lead-in wire, 
is said to assure maximum performance of 
any car radio throughout the entire broad. 
cast band. Two basic models are offered, 
Both are identical with the exception of 
the telescoping antenna. Model 321 ex- 
tends to seven inches, while Model 322 
extends to 21 inches. Model 321 is ree- 
ommended for use with an existing whip. 
type antenna, Model 322 is designed to 
replace any existing antenna. The patent- 
ed booster-trimmer device is standard on 
both models. 


POLISHER KIT—An automobile polisher 
kit has been added to its line by Portable 
Electric Tools, Inc., 1200 E. State St., Gen- 
eva, Ill. Designated the Model K-1560M, 
the product is engineered for fast polish- 
ing of automobiles without burning lac- 
quer, enamel or acrylic finishes, according 
to the company. A three-ampere motor 
provides the power required for hard 
buffing, and a ball thrust bearing permits 
application of high pressure to weathered 
surfaces. Operating speed is 1,200 revolu- 
tions per minute under load, it is said. In- 
cluded in the kit are a 62-inch diameter 
lambswool polishing bonnet and a 5'- 
inch diameter flexible rubber pad. 

eee 





END LIFT—An improved Sav-T-Jack, air- 
operated multipurpose end lift, has been 
announced by Sav-T-Engineering Co., 316 
E. Beach Ave., Inglewood, Calif. Featuring 
two stages lift—43 inches and 62 inches, 
the Sav-T-Jack has a lifting capacity of 
5,000 pounds, and is said to lift all cars 
and flatbed trucks, The Sav-T-Jack picks 
up by bumper brackets so it will not dam- 
age bumpers, it is said. 
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SELL ALL THREE IN HOLIDAY 


Sell the man and the woman-then you’ve sold 


the import. Holiday’s strong dual appeal 
helps you sell more than 900,000 internation- 
ally-minded families... families who are affluent 
(incomes nearly twice the national median), 
mobile (average annual mileage: 15,971), car-mind- 
ed (more than half own two or more.) No 
wonder that among Holiday's families last 
year import car purchases were 52% higher 
than the national average. No wonder leadin 
imports are sold so effectively wit 
advertising in HOLIDAY MAGAZINE 
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’57 Coronet (8) 4-dr., $390*; Royal (8) 
4-dr. hardtop, $305*. 

’56 Coronet (6) 4-dr., $170*. 

’5S Royal (8) 4-dr., $260* (ps); Corong 
(8) 2-dr. hardtop, $120*, 

’54 Coronet (8) Suburban, $125. 

FORD—’61 Thunderbird (8) 2-dr, hard. 

top, $3,600* (ps). 

’60 Galaxie (8) 4-dr, Victoria, $1,579 





Average Price of Used Cars Sold at Auction 


(Compiled by Automotive News from Auction Reports.) 






















1% (ps); Country Sedan (8) 4-dr. gj. 
2: 400; Fairlane 500 (8) 4-dr., 2 at $1’. 
; 350*, 2 at $1,335", $1,300*, $1,275. 
1 Fairlane (8) 4-dr., $1,250*, $1,125. 
2 1 1 1 Fairlane (6) 2-dr., $1,075*. 
re 1 3 i 1 1 1 1 1 * > eae ton (8) 4-dr., $1,555¢ 
ps), »525* (ps), $1,525"; Gal 
: 1 3 0 0 1 : ee 1 0 1 1 0 (8) 4-dr., $1,310*; 2-dr. Victoria, a 
4 4 7 9 0 4 0 01 5 0 2 265* (ps); conv., $1,145* (ps), $1,086; 
3 8 5 a 4 4 40 0 9 3 09 9 Fairlane 500 (8) 2-dr. Victoria, $1, 
9 2 9 b 6 6 26 1 x 150*; Fairlane (8) 4-dr., $930*; Cus. 
0 9 3 6 5 7 12 9 6 tom (8) 4-dr., $910*, 
a E 32 8 4 3 9 58 Thunderbird (8) conv., $1,800* (ps): 
a 6«66 9 ; 6 Fairlane (8) 4-dr., $700*; Country 
7 4 8 . Sedan (8) 4-dr., $670* (ps); Custom 
300 (8) 4-dr., $670* (ps), S550. 
5 : 2-dr., $560 : 
& 2 ’57 Country Sedan (8) 4-dr., $565*; Fajp. 
5 : lane 500 (8) 2-dr. Victoria, $4999, 
s ee py | fh — 300 (8) 4-dr, 
3 ; 2-dr., le 
56 Fairlane (8) conv., $400* (ps), $135* 
e es : (ps); 2-dr. Victoria, $120*; Country 
% : To. fons’ .$350*; Country Sedan 
es ~ar., ° 
Bs : "55 Custom (6) 4-dr., $300*. 
se ; ’54 Custom (8) 2-dr., $100. 
Be i : we ws ci ’53 Crest (8) conv., $120*; Custom 4-dr,, 
» 60 "59 4°60 59 «°60 "59 =«°60 "60 61 760 «7°61 760 «7°61 760 «°61 760 «61 760 «61 "60 «’°61 60 (61 "60 (61 $100, ; 
‘Sept. Oct. Nov. Dee. Jan. Feb. March April May June July Aug. Seve. a ee Oe 


ps). 
’59 Crown 2-dr. hardtop, $2,025* (ps). 
’57 Crown 2-dr. hardtop, $1,135* (ps); 
Imperial 2-dr. hardtop, $900* (ps), 
MERCURY—’58 Monterey 4-dr, hardtop 
$780* (ps), $525* (ps). : 


Prices of ’61s added and ’53s dropped in November, 1960. Prices of '60s and '52s dropped in December, 1959. 


Figures alongside bars represent dollars. © 1961, by Automotive News 






$2,610* (ps). Air (8) 4-dr., $1,200* (ps), $1,125, station wagon, $430; Two-ten (6) sta- ’57 Montclair 2-dr. hardtop, $670* i 
; oo ap bose - aon '58 (62) 4-dr. hardtop, $1,925° (ps). 2 at $1,075, $1,060, $1,050* (ps), $1,- tion wagon, $265; 4-dr., $245; One- ’56 Montclair 2-dr. hardtop, $590* aw j 
ate @ unit equipre a "BS (62) conv., $890* (ps), $530* (ps). 050; Bel Air (6) 4-dr., $1,190*, $1,095, fifty (6) utility sedan, $170. $300*; Custom station wagon, $159", 
automatic transmission or over- 53 (62) conv., $170*. $1,020, $1,000; 2-dr., $1,175* (ps),| ‘55 Bel Air (6) 4-dr., $385, $100°. 55 Monterey 4-dr., $215*. : : 
drive, and (ps) indicates power | CHEVROLET—’'60 Impala (8) sport sedan, te gine” (ed: Biscayne (6)| ’54 . Be se ae’ conv., $100*; nr ’59 (88) 4-dr, Holiday, 
i $2,020* (ps); conv., $2,020* (ps), $1,- -dr., . . - Me had . see : 
steering. = . > 990* teats Weswerdes (6) 4-dr., $1,- ‘58 Brookwood (6) 4-dr., $985* (ps); 50 Deluxe 4-dr., $100. "58 (88) Super 4-dr. Holiday, $520*. 
600, $1,585; Bel Air 4-dr., $1,590*, Parkwood (6) 4-dr., $950* (ps); Im-| OHRYSLER—’59 Saratoga 4-dr. hardtop, *57 (88) 4-dr., $765* (ps), $665* (ps), 
ALBANY $1,575*, $1,570*, $1,550*; Bel Air (6) pala (8) conv., 2 at $900* (ps); sport $1,580* (ps); Windsor conv., $1,440*| 56 (98) 2-dr, Holiday, $470* (ps). 
4-dr., $1,560*, $1,480, 2 at $1,450, coupe, $700; Biscayne (6) 2-dr., $755. (ps), 55 (98) conv., $325* (ps); 4-dr,, 
Tim Anspach Auto Auction, Sale every $1,435; 2-dr., $1,390; ‘Brookwood (6) $690*; 4-dr., $750*; Delray (6) 2-dr.,| °’58 Windsor 4-dr. hardtop, $965* (ps); $200* (ps). 
Monday. Prices are for sale of Aug. 28. 4-dr., $1,500: Biscayne (6) 2-dr., $1,- $630, 2-dr., $890* (ps). 54 (98) conv., $175* (ps). 
The reason for the low sales percentage 430°. 57 Bel Air (8) conv., $825*; 4-dr., $545* ’57 Windsor 4-dr. hardtop, $705* (ps). PLYMOUTH—’59 Fury (8) 4-dr., $1,190* 
in today’s auction was due to a lot of bum ’59 Impala (8) conv., $1,650* (ps), (ps); Two-ten (8) 2-dr., $525*; One-| COMET—’61 Comet 2-dr., $1,910*. (ps), $1,010* (ps); Belvedere (8) 4-dr,, 
cars for which we have no buyers, Nice $1,600* (ps); sport coupe, $1,500* fifty (8) utility sedan, $400. DeSOTO—’55 Firedome 2-dr. hardtop, $335. $1,005*; Suburban (8) Custom 4-dr,, 
clean salable cars held their own price. (ps), $1,465*' (ps); sport sedan, $1,-| °56 Bel Air (8) sport coupe, $600*; sport | DODGE—'61 Phoenix (8) 2-dr. hardtop, $995* (ps). 
Many buyers attended. Sold 92 cars from 495*” (pe); 4-dr., $1,170* (ps); Park- sedan, $410* (ps); 4-dr., $310*; Bel $2,090* (ps). ’58 Savoy (8) 2-dr. hardtop, $720* (ps), 
135 consignments, wood (6) 4-dr., $1,250*, $1,160*; Bel Air (6) 2-dr., $355*; Two-ten (8) ’58 Coronet (8) 4-dr., $630* (ps). (Continued on Page 85, Col, 1) 





















































BUICK—’60 LeSabre 4-dr. hardtop, $2,- 
090* (ps). 

'57 Special 4-dr., $570*; Estate Wagon 
4-dr., $500* (ps); Century conv., $510* 
(ps). 

OCHEVROLET—’61 Impala (8) sport coupe, 
$2,400*, $2,400* (ps); Bel Air (6) 4- 
dr., $2,000*; Bel Air (8) 2-dr., $1,- 
900*; Corvair (6) station wagon 4-dr., 
$1,850*. 

59 Impala (6) conv., $1,590; Impala 
(8) sport sedan, $1,350*; Bel Air (6) 
4-dr., $1,320, $1,200; 2-dr., $1,270* 
(ps); Bel Air (8) sport sedan, $1,150*; 
Biscayne (6) 2-dr., $960*. 

‘58 Impala (8) conv., $1,400* (ps); 
2-dr., $875*; Biscayne (6) 4-dr., $1,- 
050; 2-dr., $930; Bel Air (6) sport 
coupe, $1,010*; Bel Air (8) 4-dr., 
$850* (ps). 

57 Bel Air (8) sport sedan, $1,000* 


(ps), $785*; 2-dr., $970*; sport coupe, ALABAMA Se NEW JERSEY NEW YORK 








$960* (ps), $775*; tg ga 4- 
dr., $700* (ps); Two-ten (6) 4-dr., A NEW YORK STATE'S OLDEST 
i dg 5650. ee JOHNSON AUTO p tco e Ps © NATIONALLY KNOWN 

’56 Two-ten (6) 2-ar., $625*; Two-ten TIM ANSPACH INC 
(8) station wagon 2-dr., $470*; One- A U Cc T i oO N Ss DETROIT'S e 


= ° 
fifty (6) 4-dr., $450 Albany 5, N. Y. 


"55 Bel Air (6) 4-dr., $425*; conv., 


Oldest, Largest and Very Best aT rae eS ae 








— ’'57 Firesweep 4-dr. hardtop, LAFAYETTE—Syracuse Auto Auction, 


19241 Dix—Toledo Highway—Route 25 


$410*; 2-dr., $375*; Two-ten (6) 2- Huntsville, Ala.—Friday iciiacitinn ine tiene Per | Every Monday —- 11 O'Clock 
dr., $330*, 100% Insured—Neo Registration Fee y 80 car sale average 
canteen © ine teas 4-dr $220* ee ici A tc re) ZIT 0) oT AY All Titles and Checks Guaranteed 
(ps). : AUCTION 
EVERY WEEK YT 





$490*. S 
uae Firedome a-4r. paratep, Pee (ps). COLORADO Just '/p mile from Detroit City Limits one of Empire a Check and 
—’ oya. -dr. hardtop, . ; 
$580* (ps); Coronet. (6) 4-dr., oe | gem. bias aaa MELVINDALE, MICHIGAN itle Protection. (Wed.) 
ee sae nck cay casmene co tae. GrOrace AETS AuctiCn PHONE: DUnkirk 3-0150 NORTH CAROLINA 


FORD—'60 Galaxie (8) Starliner, $1,650*. 
59 Fairlane (8) 4-dr., $1,100*%; Custom 
300 (6) 2-dr., $790; Custom 300 (8) 
2-dr., $775* (ps). 
’58 Fairlane 500 (8) conv., $800*. 
‘57 Fairlane 500 (8) conv., $620* (ps); 


4285 So. Santa Fe, Littleton, Colorado 


Phone: SU 1-782i i 
SALE EVERY TUESDAY aN USS ono ge et ag a 


11:00 A.M. For Fast, Accurate Directions to 

















2-dr. Victoria, $585*; 4-dr., $450*; —_—_—_—_—_—_ 
Fairiane @ ar., ~— 2d. $540"; reer ere sesnaseni- laity Leading U. S. Auto Auctions, Dealers OHIO 
‘ustom -dr., ; Custom Geor ne ee ee 
(6) 2-dr., $385; Custom 300 (8) 2-dr., Owners & Operators LUCA D, the Dealers’ Directory Look in LUCAD. We occ” — Lag oo ogy S. 224, 
$ 250°. ‘ x MILL NACE, General Manager 9 Ch guares 
56 ae (8) ii ar., pe ada E to Leading Auto Auctions. teed. Ea. week, Tues., Thurs., 12:30. 
Fairlane (6) 4-dr., $250; Ranch Wag- Write for FREE Market Reports. PENNSYLVANIA 





on (6) 2-dr., $220. 
IMPERIAL—'57 Imperial 4-dr., $900*. 
MERCURY — '57 Monterey 4-dr. hardtop, 
$550*; Montclair 2-dr. hardtop, $530* 
(ps). 
’53 Custom 4-dr., $195. 
OLDSMOBILE — ’60 (88) 4-dr. Holiday, 
$2,100* (ps); 4-dr., $1,950*. 
’56 (88) 4-dr. Holiday, $460* (ps). 
PLYMOUTH—’60 Savoy (6) 2-dr., $1,000. 
*59 Savoy (6) 2-dr., $590. 
*58 Savoy (6) 2-dr., $700*. 
"57 Plaza (6) 2-dr., $500; Plaza (8) 
4-dr., $385*. 
"56 Savoy (8) 2-dr., $270*; Plaza (6) 
2-dr., $250; Belvedere (6) 2-dr., $215. 
RAMBLER—’59 American (6) Super 4-dr., 
$1,075*; station wagon 2-dr., $575. 
"58 American (6) 2-dr., $610°, $610. 
STUDEBAKER—’59 Lark (6) 2-dr., $700. 
MISCELLANEOUS—’57 Ford %-ton pick- 
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DAYTONA REACH Flak A, | en. oe 
155 Gheveelet %-ton pickup, $460; %-ton saa ho og BEACH — Florida Auto ail 
panel, $150. uction. City Airport. Tues., 10 
CALDWELL. N. J A.M. Dealer-owned. Dealers only. EXCLUSIVELY FOR AUTO DEALERS 
9 . . 
Skyline Auto Auction. Sale every Tues- MARYLAND INSURED PICKUP AND 
day. Prices are for sale of Aug. 29, Market DELIVERY SERVICE 


continues to be very strong on good sharp 


late model cars. Sold 205 cars from 241" 42. checks guaranteed. Cars MINIMUM RATES ° . 
SUCK. "50 etn ¢-r, harap, ste] °4 Ubu 12 noon, Botbl oF) Wk atee ee 18-ft. Seafair Sedan Cabin 
58 Century 2-dr. Riviera, $1,080* (ps); a en Cruiser by GLASSPAR 


4-dr., $1,055* (ps). 





’57 Century 2-dr. Riviera, $550° (ps); insured By THOUSA 
— ne = (ps); North-East-South-West AUCTION INSURANCE AGENCY, fe NDS OF DOLLARS IN CASH PRIZES 


Automotive News' % TONS OF FREE CHICKEN BARBEQUE 


“Leading Used-Car Auction Direc- 


56 Special conv., $300* (ps); 2-dr. 
Riviera, $250* (ps); Super 4-dr, Rivi- 
era, $220* (ps). 






EVERY TUESDAY AT NOONI 


_ Bring the whole family to the Manheim Auto Auction 16th Anniversary Sale 







"86 Special ote. — i Bag miviete, tory" gives the sale day and time ON ROUTE 46 
170; 4-dr, viera, *, $125°; 4- 
dr., 3100"; Super 2-dr. Riviera, $180*|] of top Auto Auctions EVERY Ca See MANHEIM AUTO AUCTION, INC. 
(ps). WEEK. CApitol 8-0100 for Reservations ROUTE 72 e MANHEIM, PA. » MOhawk 5-2401 






"54 Super 4-dr., $100*. 
CADILLAC—’59 (62) conv., $3,095* (ps), 
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51 (62) Coupe de Ville, $195; 4-dr., $170. 
CHEVR 





Used-Car Auction Prices 
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(ps); conv., $535* (ps); (88) Super 4- 400*. 
dr. Holiday, $345*. ’57 Golden Hawk (8) 2-dr. hardtop, 


(Continued from Page 84) 


57 Plaza (8) 2-dr., $550*; Belvedere (8) 
Q-dr. hardtop, $200*. 

156 Savoy (8) 4-dr., $300; Belvedere (8) 
4-dr. hardtop, $135*. 

155 Savoy (8) 4-dr., $275*, $145*; Bel- 
vedere (8) 2-dr. hardtop, $260*; Plaza 
(6) 2-dr., $135. 

PONTIAC— 60 Catalina conv., $2,025*. 

59 Bonneville conv., $1,965* (ps), $1,- 
720* (ps); sport coupe, $1,625* (ps). 

58 Star Chief 2-dr. Catalina, $1,115* 

8). 
amar Chief conv., $450* (ps). 
RAMBLER—’61 American (6) 4-dr., $1,- 


670. 

59 Custom (8) 4-dr., $1,120*. 

*58 American (6) 2-dr., $625. 

157 Custom (8) 4-dr., $750. 

MISCELLANEOUS—’59 Chevrolet (6) 1%- 

ton rack, $900; Ford (8) %-ton pick- 
up, $850. 

57 Ford (8) panel, $110. 

156 Dodge (6) %-ton pickup, $360; Chev- 
rolet (6) delivery sedan, $170. 

50 Ford (8) %-ton panel, $160. 


LOS ANGELES 


Harold Henry’s Los Angeles Dealer Auto 
Auction. Sale every Tuesday. Prices are for 
gale of Aug. 29. 

BUICK—’61 Electra conv., $3,680* (ps). 

"60 LeSabre 2-dr., $2,350* (ps). 

159 LeSabre 2-dr. hardtop, $1,830* (ps). 

58 Special 2-dr. Riviera, $950*. 

‘57 Century Estate Wagon, $710*; Super 
4-dr. Riviera, $680* (ps); Special conv., 
$660* (ps); 4-dr. Riviera, $450* (ps). 

156 Special conv., $435* (ps). 

'55 RM 2-dr. Riviera, $360* (ps); Special 
4-dr. Riviera, $340*; 2-dr. Riviera, 
$330*, $325*, $310*; Super 2-dr. Rivi- 
era, $310* (ps). 

54 Special 2-dr. Riviera, $295*; conv., 
$270*. 

53 RM 4-dr., $200* (ps); 2-dr. Riviera, 
$105* (ps); Super 2-dr. Riviera, $195*. 

°41 Super 2-dr., $325. 

CADILLAC—’60 de Ville 4-dr. hardtop, 
$4,135* (ps); 2-dr. hardtop, $3,555* 
(ps); (62) conv., $3,900* (ps); 2-dr. 
hardtop, $3,850* (ps), $3,550* (ps). 

59 Eldorado Seville, $3,675* (ps); (60) 
Special 4-dr. hardtop, $3,550* (ps), $3,- 
480* (ps), $3,455* (ps); de Ville 4-dr. 
hardtop, $3,485* (ps), $3,400* (ps), 
$3,260* (ps); 2-dr. hardtop, $3,230* 
(ps); 4-dr. hardtop, $3,100* (ps), $2,- 
800* (ps). 

’58 (62) Sedan de Ville, $2,430* (ps), 
$2,365* (ps), $2,285* (ps), $1,930* 
(ps), $1,920* (ps); 2-dr. hardtop, $2,- 
380* (ps); 4-dr. hardtop, $2,035* (ps), 
$1,950* (ps); (60) Special 4-dr. hard- 
top, $2,335* (ps), $2,300* (ps). 

’57 (60) Special 4-dr. hardtop, $1,700* 
(ps), $1,650* (ps); (62) 2-dr. hardtop, 
$1,675* (ps); 4-dr. hardtop, $1,500* 
(ps), $1,425* (ps). 

"56 (62) 2-dr. hardtop, $1,180* (ps); (60) 
Special 4-dr., $975* (ps). 

’55 (62) conv., $775* (ps). 

'54 (62) 2-dr. hardtop, $700* (ps); conv., 
$480* (ps). 

"53 (62) Coupe de Ville, 3340* (ps); (60) 
Special 4-dr., $260* (ps). 

"52 (62) 4-dr., $265. 


OLET—’61 Nomad (8) 4-dr., $3,- 
005* (ps); Parkwood (8) 4-dr., $2,700* 
(ps); Parkwood (6) 4-dr., $2,270; Im- 
pala (8) sport coupe, $2,600* (ps), $2,- 
530* (ps), $2,460* (ps); Corvair Monza 
= 2-dr., $2,200, $2,185, $2,150, $2,- 

. 

60 Nomad (8) 4-dr., $2,410* (ps); Im- 
pala (8) sport coupe, $2,225*, $1,970* 
(ps); conv., $2,025* (ps); Parkwood 
(8) 4-dr., $2,145* (ps), $1,990*; Bel 
Air (8) 4-dr., $1,770* (ps); Corvair 
Monza (6) 2-dr., $1,710; Corvair 700 
(6) 2-dr., $1,505; 4-dr., $1,400*, $1,- 
375*, $1,275; Corvair 500 (6) 4-dr., 
$1,410*, $1,335*. 

"59 Impala (8) sport coupe, $1,735* (ps), 
$1,715* (ps), $1,710*, $1,645; sport se- 
dan, $1,635* (ps), $1,530; Impala (6) 
sport coupe, $1,535; 4-dr., $1,375; 
Kingswood (6) 4-dr., $1,550; Brook- 
wood (8) 4-dr., $1,510*; 2-dr., $1,385; 
Bel Air (8) 4-dr., $1,380*, $1,250*; 2- 
dr., $1,135. 

*58 Corvette (8) conv., $2,040; Impala 
(8) sport coupe, $1,370*, $1,170*, $1,- 
150* (ps), $1,035* (ps); Bel Air (8) 


sport sedan, $1,000* (ps); 4-dr., $800. 
57 Bel Air (8) sport coupe, $1,095* (ps), 
$1,090, $1,035"; 


4-dr., $800*; conv., 





District Manager Cited— 


Roger Miller, left, Chrysler-Plymouth 


San Bernardino (Calif.) district manager, 
accepts keys to an Imperial from Jack B. 
Sparkes, right, regional manager. Miller, 
named ‘‘district manager of the month,” 
's awarded the use of an air-conditioned 
Imperial for one month. The four-state 
contest is based on the individual man- 


ager's allround performance and achieve- 
ments. 





$385 (ps); Two-ten (8) station wagon, 
$870; 4-dr., $510. 

56 Corvette (8) conv., $1,240; Bel Air 
(8) sport coupe, $735*, $495*; 4-dr., 
$690*; Two-ten (8) station wagon, 
$705*; 4-dr., $355*; One-fifty (6) util- 
ity sedan, $410. 

CHRYSLER—’60 (300F) 2-dr. hardtop, $3,- 
500* (ps). 

’59 Saratoga 2-dr. hardtop, $1,800* (ps). 

'57 (300) conv., $1,180* (ps); Windsor 
4-dr. hardtop, $520* (ps). 

’56 NY 2-dr. hardtop, $470* (ps). 
COMET—’60 Comet 4-dr., $1,510. 
DODGE—’61 Lancer (6) 4-dr., $1,620*. 

’60 Matador (8) 2-dr. hardtop, $2,030*. 

’57 Custom Royal (8) 4-dr. hardtop, 
$695* (ps); Coronet (8) 2-dr., $650* 


(ps). 

’56 Coronet (8) 4-dr. hardtop, $495* (ps); 
Custom Royal (8) 4-dr., $435* (ps). 
EDSEL—’59 Villager 4-dr., $1,375* (ps); 

Ranger 2-dr., $785. 

’58 Pacer 4-dr. hardtop, $765* (ps). 

FORD—’61 Thunderbird (8) 2-dr. hardtop, 

$4,150* (ps), 2 at $3,950* (ps), $3,- 

885* (ps), $3,835* (ps), $3,750* (ps); 

Galaxie (8) 4-dr., $2,380, $2,040* (ps); 

Fairlane 500 (8) 2-dr., $1,875* (ps); 

Falcon (6) 4-dr., $1,620*; 2-dr., $1,600. 

60 Thunderbird (8) 2-dr. hardtop, $2,- 
985* (ps); Galaxie (8) 4-dr. Victoria, 
$1,805* (ps); starliner, $1,750*, $1,710* 
(ps’; Fairlane (8) 4-dr., $1,585* (ps); 
2-dr., $1,560* (ps), $985; Falcon (6) 4- 
dr., $1,475*, $1,425*, $1,350*; 2-dr., 
$1,260; Fairlane 500 (8) 2-dr., $1,475*; 
Ranch Wagon (6) 2-dr., $1,385. 

59 Country Squire (8) 4-dr., $1,700* 
(ps); Country Sedan (8) 4-dr. (9 
pass.), $1,660* (ps), $1,530*, $1,525* 
(ps); (6 pass.), $1,525, $1,480*; Gal- 
axie (8) 2-dr. Victoria, $1,605* (ps); 
Fairlane 500 (8) 2-dr., $1,350*; Ranch 





Wagon (6) 2-dr., $1,280; Fairlane (8) 


4-dr., 


$1,160; Custom 300 


(8) 4-dr., 


$1,900*, $1,045*; 2-dr., $1,080; Custom 
300 (6) 4-dr., $900. 


’58 Thunderbird (8) 2-dr. 


hardtop, $2,- 


215* (ps), $2,085* (ps), $2,035* (ps); 
Country Sedan (8) 4-dr., $1,130* (ps), 


$1,085* (ps), 


$1,050* 


(ps), $1,035* 


(ps); Fairlane 500 (8) 4-dr. Victoria, 
$960* (ps); 2-dr. Victoria, $960* (ps); 
Ranch Wagon (6) 2-dr., $785; Ranch 
Wagon (8) 4-dr., $770. 
’57 Fairlane 500 (8) 2-dr. Victoria, $860* 
(ps), $760* (ps); conv., $670*; Coun- 
ery Sedan (8) 4-dr., $810*, $810* (ps), 


$505*; 
$485*. 


Custom 300 


(8) 4-dr., 


$545*, 


’56 Fairlane (8) 2-dr., $625* (ps); 4-dr., 
$560* (ps), $485*, $460; 2-dr. Victoria, 
$450*; Country Sedan (8) 4-dr., $620, 


$430*. 
IMPERIAL—’59 Crown 4-dr. hardtop, $2,- 


750* (ps). 


’58 Crown 4-dr. hardtop, $1,800* (ps). 
’57 LeBaron 4-dr. hardtop, $1,360* (ps). 
LINCOLN—’60 Continental Mark V 4-dr. 
hardtop, $3,895* (ps). 
’59 Premiere 2-dr. hardtop, $2,000* (ps). 
*58 Continental Mark III 4-dr. hardtop, 


$1,950*; 
800* (ps). 


Premiere 2-dr. 


hardtop, $1,- 


’57 Premiere 4-dr. hardtop, $1,110* (ps). 


56 Continental Mark II 2-dr. 


hardtop, 


$4,235* (ps); Capri 4-dr., $435* (ps). 


MERCURY—’59 Monterey 4-dr. 


$1,350* (ps). 


hardtop, 


58 Montclair 2-dr. hardtop, $1,095* (ps). 

’57 Montclair 2-dr. hardtop, $735* (ps); 
4-dr. hardtop, $585* (ps). 

56 Montclair 4-dr. hardtop, $485* (ps); 


Monterey 2-dr, 


hardtop, 


$450* (ps); 


Custom station wagon, £395* (ps). 
OLDSMOBILE—’61 F-85 4-dr., $1,850. 

60 (88) Super conv., $2,335* (ps); (88) 
4-dr., $1,755* (ps). 

"59 (98) 2-dr. Holiday, £2,080* (ps). 

’58 (88) Super Fiesta 4-dr. Holiday, $1,- 
250* (ps); 2-dr. Holiday, $1,110* (ps); 
(98) 4-dr. Holiday, $1,175* (ps). 

’57 (88) Super 2-dr., $760* (ps). 

’56 (98) 4-dr. Holiday, $790* (ps), $600* 


New Passenger-Car Registrations, 50 States for July, 1961-1960 


Car registrations as 


"55 (98) 2-dr. Holiday, $535* (ps); (88) 
2-dr. Holiday, $385*; 2-dr., $250°*. 

"54 (88) 2-dr. Holiday, $335* (ps), $255*, 
$185*; (88) Super 2-dr. Holiday, $280*. 

PACKARD—’55 2-dr. hardtop, $185* (ps). 

PLYMOUTH—’60 Suburban (8) 4-dr. Cus- 
tom, $1,825*; Suburban (6) Custom 
2-dr., $1,410; Fury (8) 2-dr, hardtop, 
$1,800* (ps); 4-dr., $1,585* (ps). 

’59 Suburban (8) Custom 4-dr. (9 pass.), 
$1,335* (ps); (6 pass.), $1,225*; 2-dr., 
$1,290* (ps); Belvedere (8) 4-dr., $1,- 
145*; Savoy (8) 4-dr., $1,045*; Savoy 
(8) 4-dr., $1,045*; Savoy (6) 2-dr., 
$835. 

’58 Plaza (6) 4-dr., $435. 

’57 Belvedere (8) 2-dr., $620*; 4-dr. hard- 
top, $590* (ps), $495* (ps); 2-dr. hard- 
top, $510* (ps); Suburban (8) Custom 
4-dr., $605*, $585*; Savoy (8) 4-dr., 
$435, $430; 2-dr., $390*; Plaza (6) 2- 
dr., $410. 

56 Plaza (6) 2-dr., $195. 

’55 Plaza (6) 2-dr., $275; Savoy (8) 4- 
dr., $275, $220*; Savoy (6) 2-dr., $210. 

’54 Plaza Suburban 2-dr., $170. 

’52 Suburban 2-dr., $160. 

’51 Suburban 2-dr., $150. 

PONTIAC—’61 Tempest (4) 4-dr., $2,080* 
(ps). 

’60 Catalina 4-dr. Vista, $2,215*. 

’59 Catalina 4-dr. Vista, $1,805* 
conv., $1,765* (ps); 4-dr., $1,285. 

"58 Star Chief 4-dr. Catalina, $1,150* 
(ps). " 

‘57 Chieftain 2-dr. Catalina, $780* (ps). 

’56 Chieftain Safari 4-dr. (9 pass.), $495* 


Model Breakdown 
Of Auction Averages 















$825* (ps), $650. 
’56 Golden Hawk (8) 2-dr. hardtop, $485* 
"2. 


’54 Champion (6) 2-dr. hardtop, $150. 
Sept., 1961 Aug., July, M E NE , 
Model To Date 1961 1961 n Ranenaee ee. ae et eee 
1961... ao 366 60 Ford (6) Falcon Ranchero, $1,405; 
pe rice ae + "346 Chevrolet (6) Fleetside %-ton pickup, 
poe 7 ’ , $1,360; (6) El Camino, $1,210. 
1959... 1,392 1,423 1,457 ’59 Ford (6) Ranchero, 7s. 
1958............ 943 984 958 ’58 Ford (8) %-ton pickup, $885; Chev- 
rolet (8) %-ton pickup, $860; (6) %- 
1957... 591 641 650 ton pickup, $805. 
1956... 407 421 422 ’57 Willys (6) station wagon, =: soa 
1955... 292 320 300 (6) %-ton LWB pickup, 0; rd 
(8) %-ton pickup, $800; (8) %-ton 
Be ichsine 208 205 212 pickup, $700*. 
Overall "56 Dodge @) ~ pickup, us 
’55 Willys Jeep, $985; Chevrolet (6) %- 
Average $ 989 $1,021 $1,026 ton pickup, $590; (6) Sub, $480; Ford 





(ps); 4-dr. Catalina, $360*, 

’55 Star Chief 2-dr. Catalina, $450* (ps); 
4-dr., $330*; Chieftain 2-dr., $295; 4- 
dr., $275*. 

’52 Super 2-dr. Catalina, $165*. 

RAMBLER—’60 Rebel (8) Custom station 
wagon, $1,750* (ps); Super (6) 4-dr., 
$1,410; American (6) 4-dr., $1,080. 

’59 Rebel (8) Custom Cross Country, $1,- 
700*; Super (6) Cross Country, $1,465; 
American (6) 2-dr., $935*. 

"58 Super (6) Cross Country, $950. 

’°55 Custom Cross Country, $385*, $340, 
$335; Super 4-dr., $120. 

STUDEBAKER—’60 Lark (8) conv., $1,- 


(8) %-ton pickup, $480; International 
(6) %-ton pickup, $385. 

’54 Chevrolet %-ton pickup, $485, 

’53 Willys station wagon, $600. 

"50 Studebaker (6) %-ton pickup, $170; 
Ford (8) %-ton pickup, $165. 

’49 Studebaker (6) %-ton utility, $200. 

'46 Ford (8) %-ton pickup, $160. 


FLINT 


Flint Auto Auction, Sale every Wednes- 


day. Prices are for sale of Aug. 30. Sold 
177 cars from 300 consignments. 
BUICK—’61 LeSabre 4-dr, ‘:ardtop, $2,715* 


(ps), $2,550*. 
(Continued on Page 86, Col. 3) 





New Commercial-Car Registrations, 
20 States for July, 1961-1960 


Truck 


istrations by states are 
released compil 


y, as 


week! ed 
by R. L. Polk representatives in 
state capitals. 








*—Connecticut not reported for second quarter. 















































32 States Previously Reported ‘6 46| 11610} 120-1743] «11861 2418) 5353 403) 194, 499 1202) ««:1286| 36741 
For July 60 43| 10352; 122] +1732} +9844) +~—«3350| ~«—«4601| += 608} += 246] += 71] ~—«*1:253|-~—«1397| 34219 
Alabama él | 473 z 54) «373 80) ‘122 32 4] 9 12 7 1188 
60 553 4 42} 462) 133] 143 2% 36 14 54) 1467 

Arizona él | 343 | 69|  285| +4108, ~—«136) | i 3| 7 B| TI 
60 348 2 7) 32i) 1B 57| 10 22 22 47| 1019 

Arkansas 61 869 2 85, 705, +(165| +232 4| 10 18 i a 2132 
60 974 4 78} 791| 230) ~—-241 7 19 é 4 29| 2383 

California él | 3678 14] 417| 3372) 467, ~—~«843 21 67; 100|.22l| +—«415| +~«9615 
60 3344 17| 381] 2866) + —800|_—603 15 84 77|___180| __706| 9073 

IMlinois él 967 14) 159/967) 89992 13 9) ~*73 asi Il] 2872 
‘601 899 20| +119} +824] 280 50 36 44) 59 67| _172| 3050 

Indiana 6 604 . %| 7 127| 275 2% 23| +32 79| a 1849 
60 622 7| 012). Bae tae 2I 23). 39 94| 1854 

Kansas él 897 ; Til} 743| (190/322 i 7 56 | 33| 2394 
60 670 1 63} 499] ~—166] 163 | 21 12 16 20| 1632 

Kentucky él | 374 I 40| 310 7 167 12 a é 28 39| 1051 
60 439 1 a3). San Gl ae 14 6 13 37 34} 1280 

Massachusetts 6 9) 278 2 63) 435 %| 257 38 8 B 91] 123) +1423 
60 4| 261 2 58} 388| 125] 166 17 7 33 50 70} 1181 

Michigan ell 759 3 166) 867| +184, +278 10 19 23 %| | 2499 
"60! 1276 6] 233} +1230] += 420)_~— 385 16 28 53 99}  207| 3953 

Mississippi 6 437 28| 386 mI 19 14 1 2| i 17| 1085 
60 | 3744 | 45| 338 89 79 4 10 7 20) 967 

Missouri él | 847 5| 107) 690, +136) +~=«246 12 9 % 62 40| 2200 
60 723 8 Bi} 554] 224) 265 7 ul 18 23 44| 1958 

Nevada él] 83 mi 21 4 | 2 i é 4) 355 
"60 120 17 98 34 34 oe 59| 386 

New York él 55| 1094 i 253, 1105| 368 +757| ~«4138 17|__159|296| +269 +~«45a7 
601 4i} 1152 11} 233} ~—«1180) += 448] = Bat] 122 21} 162} += 210) ~— 316] «4737 

Oklahoma 6 | 1152 | 69) 634) ~+161| «27! ig a 30 12 29| 2588 
60 | 709 106} 489} 121] —s188 3 9 14 12 16| 1667 

Oregon 61 | 753 I 74, 494, +(165| «342 2; 38 52 60) +114) «2105 
‘60! 446 48} 337} —«139|,—s«127 ie eae 4l 97| 1435 

Texas 61 H 2510 9|  176| 1752)  356| 610 2 15 mI 97, ‘141| 5761 
‘60! 1] 2409 5} 200) 1678] 399) 455 30 34 72 71] ___155| __ 5509 

Washington él | | 459 145) 432) —~«157 = é| ? 15 57 67| 1567 
60) 349 3 74) 393) ~=—«219)—s«157 16 20 10 30 90} 1361 

50 States Reported él 111] 26187| 202)  3876| 26190| 5530) 10986) 7e8|  463| 1219|  2471| 2940| 82963 
For July 60 89} 260201 214] 3732] 23140| 7519] +9575] +944] «= 19] ~—«1460] +2192] +3627] 79131 
Year 61 523| 173950|  1085| 23037| 165553| 38551| 61243| 5148|  3301| 7764| 15782| 19783| 515720 
To Date 60 695| 192641 1628} 25659| 169601; 48429| 67183] 6865] 2987| 9397| 16626| 26622| 568333 













































































compiled by R. L, Polk Stude- 
& Co, baker 
32 States Previously *61| 15260) 3607 341} | 9007| 12182| 25137| 54360 669 4748! 8241| 68018] 11278)  3993| 61932] 10526] 13461) 101190) 2211| 14551| 226367 
Reported for July *60| 17494 2875 485 944| 16041] 17600] 37945| 46764 535 4791 | 6040} 58130; 8274 427\| 64640} 11015} 13908) 102108 3941| 19546] 239164 
Alabama ‘él 337 76 12 | 163 256 507 1325 17 | 196 1637 279| 70| = =1712 269 259 2589 47 423 5540 
*60 390 66 14 26 337 414 857 1559 14 109 199 1881 309} 141] 2494 408 416 3768 88 678 7662 
Arizona ‘él 245 38 5 | 125 164 332 672 16 90 181 959| 109| 74 791 148 179 1301 53 189 3079 
‘60 332 16 12 IN 225 242 506] 642 23 90 106 861 | 89} 90 910 184 221 1494 54 251 3498 
Arkansas ‘él 205 36 4 | 76 152) 268 1003 10 7I 116 1200 160 56 1181 153 191 1741 10 166 3590 
*60) 207 28 4 it 186 232 461 912 5 104 te} 1122 124 64 1297 198 261 1944 53 206 3993 
California *61| = 3127 667 81 | 1760 2201 4709| 11073) 381 1003; 1854) 14341 2186 1248| 11029 1943 2541| 18947 493 4655| 46242 
*60 3632 464 122 116 2765 3793 7260} 10455 149] 956| 1706] 13266 1150 1433] 11792 1754 2466| 18595 694 5898| 49345 
Illinois ‘él 2240 483 57 | 1032 1419 2991 7297 120 717 821 8955 1999 789| 10685 1702 2524| 17699 234 1546| 33665 
*60| 2570 423 8! 97 2458 1959 5018 6632 104 667 881 8284 1562 803] 10772 1915 3017} 18069 24 | rt 36212 
Indiana ‘6l| 762 195 ai | ore 616 1415 3231 44 269 308 3852 | 771 256 4219 930 867 7043 241 745| 14058 
*60 1155 164 35 81 1216 1056 2552 3484 35| 475 365 4359 812 301 4987 1142 1239 8481 563 748; 17858 
Kansas ‘él 388 97 10 | 326 329| 762 1715 21| 170} 202 2108 414 125 2287 369 385 3580 48 385 727\ 
*60| 551 84 12 27 452 470| 1045 1628 20 171 146 1965 329 112 2179 358 446 3424 | (ol 348 7443 
Kentucky ‘él 310 53 10 | 164 324 551 1400 8 99| 151 1658 289 él 1625 303 267 2545 33 293 5390 
*60 395 39 4 18| 357 515 933! 1334 7 124 149 1614/ 255 80 1925 372 474 3106 71 434 6553 
Massachusetts ‘él 1193 221 13 | onl 923 1762 3718 50 242 492 4502 670 238 3856 653 746 6163 118 1304| 15042 
"60! 1468 162 2i 51 1049 1161 2444 2881 32 275 307 3495 477 245 3530 702 708 5662 262 1245| 14576 
Michigan ‘él 1053 332 17 | 833 1412 2594 6324 8 713 984 8102| 1379 526 6511 1400 1625| 11441 105 1212| 24507 
"60 1906 308 67 185 2679 2607; 5846; 8520 94 1055 1258} 10927] 1651 692 9769 1841 2494| 16447 375 1621| 37122 
Mississippi “él 172| 38 3 88 127 256 Bil 9 8 113 1014 174 44 1057 195 186 1656 15| 202 3315 
‘60 155} 31 4 13 101 178} 327 693 8 64 55 820 144 44 1089 2 199 1684 39} 205 3230 
Missouri ‘él 642 131 14 | 388 514 1047 2708 24 186 281 3199 530 209 3694 560 601; 5594, ~=«75 550| 11107 
*60 808 107 23 27 843 6% 1696 2509 15 206 254 2984 404 210 3864 543 714 5735 152 617] 11992 
Nevada ‘él 52 12 i| | 31 49 33| 113 ‘| 23 15 159 i 26 126 4l 60 264 ii 50 630 
"60 55 15 4 5 54 65) 143 2i1 14 35 46 306 20 26 193 37 | 353 16 161 1034 
New York ‘él 3750 1041 90 | ayer | 3547 6666) 11244 160 1093 2115| 14612! 2696 1296| 13339 2750 3134| 23180 482 4315| 53003 
"60| 4516 Bil 118 160 3681 4558 9328 9030 116 1027 1345) 11518 1799 1264) 12451 2721 3125| 21360 992 4657| 52371 
Oklahoma ‘él 300 56 i | | 160 356 1250 i 86 136; 1483) 199 % 1687 292 281 2555 38 219 4951 
*60 434 él 14 15 283 330 703 1390 12 123 116] 1641] 245 109] 2070 38 392 3181 ad 231 6259 
Oregon ‘él 798 78 8 320) 390 7% 1397 28 175 268 1868 377 108 2204 287) 367 3343 136 
*60/ 532 34 ‘| t4| 254| 338 647 1017 13 | 168 1297 183 73 1409 237) 267 2169 164 428 bay 
Texas “él 889 247 34 498 778; 1557 5265 70 345 619 6299; = 1101) 452 6800 1161 1288] 10802 112 1074| 20733 
"60 1393 234 79 s8| 1144 | 1528 3043 5930 59 361 585 6935| 1050) 567 8646 1668 1741] 13672 271 2957| 2827: 
Washington ‘él 458 75 7 286 263) 631 1348 21 132 257 1758 280 63 1483 210 329 2365 58 
*60 572 7a| o| 345 404 809 1147 9 124 193 1473 152 93 1232 203 312 1992 152 ay Bo 
50 States Reported ‘6l| +3218! 7483 733 18409| 25806) 52431| 116254 1746| 10344) 17350) 145694) 24902 9695| 136218) 23892| 29291| 223998 4520| 33455! 4 
For July "60! 38565 5962 W117 1868| yaav0| 38146 81563} 106738 1264} 10856] 14020) 132878] 19029} 10618} 145249] 25871| 32477) 233244 $062} 42863 oa7768 
Year *61| 205686) 52075 6167 131544] 173744| 363530| 767909 69248| 106281| 960346| 163304| 82001| 920321| 177611| 208765|1552002| 40881| 22 
To Date *60 een 46565 9351 16538| 225922| 274374| 572755| 826590) 13086 916291 68381 $9988 153626] 86440] 1025283] 202700 738690 1706759) 66945 aise |S le7s8 


*-Connecticut not reported for second quarter, 








—- << cause 
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AUTOMOTIVE GUIDE 
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OFFICIAL 


USED CAR GUIDE 


THE RECOGNIZED AUTHORITY 
IN THE USED CAR FIELD 


Complete Information 
at your fingertips 





Average Wholesale 
Average Retail 

Average Loan (in most areas) 
Insurance Symbols 


Easy to identify scale drawings of both 
domestic and imported passenger cars 


New Edition every 30 days 

Imported Car Section 

Simplified and Expanded Truck Section 
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reflect conditions in your own market 


Make sure your key personnel have this valuable 
Guide on hand to Buy—Sell or Trade Used Cars— 
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12 ISSUES PER YEAR 










Fill Out And Mail Now! 
SUBSCRIPTION ORDER FORM 


National Automobile Dealers Used Car Guide Co. 


SUB 9, 
2000 K Street, N.W., Washington 6, D.C. sun '1700 

SUB 25.00 
Please enter our order for..... New ____ bay =e 
Additional _____ yearly subscriptions to SUB 42.00 
the NADA OFFICIAL USED CAR i. = aa 
GUIDE. 100 or more subs. $5.50 oq 


These rates effective only 
on subscriptions mailed to 
one subscriber. 


(] Remittance enclosed 
() Will remit on receipt of invoice 


Please Type or Print 
si ease, CRM OR TUN RRNINGEEOAMD |. _;......sscsiseceitsatnnnncsvobscbaisbene 





(ps); Special 2-dr., $265* (ps), $220*. 
’55 Super 4-dr., $195* (ps); 2-dr. Riviera, 
$170* (ps), $160* (ps), $155* (ps). 


(ps); 4-dr., $675* (ps). 


CHEVROLET—’61 Impala (8) 4-dr., 


$1,590. 

’60 Impala (8) sport coupe, $2,080* (ps), 
$1,780; 
825*; Parkwood (8) 
Brookwood (6) 4-dr., 
(6) Monza 2-dr., $1,620*; Corvair (6) 
500 4-dr., $1,310, $1,050; Biscayne (6) 
4-dr., $1,535, $1,500; 2-dr., $1,450*, 
$1,445*, $1,425; Bel Air (8) 4-dr., $1,- 
350°. 

*59 Impala (8) conv., $1,475*; Kingswood 
(6) 4-dr., $1,420; Bel Air (8) 4-dr., 
$1,275* (ps); 2-dr., 
(6) 4-dr., $1,100, $1,085* (ps), $970*, 
$970*; 2-dr., $905*. 


4-dr., $1,780*; 


dr., $685* (ps); Biscayne (6) 2-dr., 
$815* (ps), $735; 4-dr., $720; Yeoman 
(6) 4-dr., $920*. 

’57 Bel Air (8) conv., $915*; Bel Air (6) 
2-dr., $790; 4-dr., $735*; Two-ten (8) 
station wagon 4-dr., 3845* (ps); 4-dr., 
$800; 2-dr. hardtop, $730; 2-dr., $635*; 
Two-ten 46) 2-dr., $810*. 

"56 Two-ten (8) station wagon 4-dr., 
$440*; 4-dr., $370*; Two-ten (6) sta- 
tion wagon 4-dr., $170; Bel Air (6) 4- 
dr., $160*. 

55 Nomad (8) 2-dr., $490*, 

’53 Bel Air conv., $205. 

CHRYSLER—’56 NY 4-dr., $380* (ps). 

DeSOTO—’58 Fireflite 4-dr., $765* (ps). 

DODGE—’60 Matador (8) 4-dr., $1,600* 


(ps). 
’57 Coronet (8) 4-dr., $435. 
’56 Royal (8) 2-dr., $200*. 

FORD—’ 60 Galaxie (8) conv., $1,610* (ps), 
2 at $1,605* (ps); starliner, $1,500* 
(ps); Ranch Wagon (6) 4-dr., $1,500, 
$1,025; Falcon (6) station wagon 4- 
dr., $1,395; 4-dr., $1,205; 2-dr., $1,200; 
Fairlane 500 (8) 4-dr., $1,385*; Fair- 


lane 500 (6) 4-dr., $1,030*; Fairlane 
(8) 4-dr., $830. 
"59 Galaxie (8) conv., $1,375* (ps); 


Country Sedan (6) 4-dr., $1,350; Coun- 
try Sedan (8) 4-dr., $1,290* (ps); Cus- 
tom 300 (8) 2-dr., $1,105, $945*, $630; 
Custom 300 (6) 2-dr., $1,015*, $845; 
4-dr., $900. 

’58 Custom (6) 2-dr., $645; Fairlane (8) 
4-dr., $625* (ps); Custom 300 (8) 4- 
dr., $550*, $500; Custom 300 (6) 2-dr., 
$540°. 

’57 Fairlane 500 (8) 2-dr. Victoria, $590*, 
$560*; Ranch Wagon (8) 2-dr., $530*; 
Custom 300 (8) 4-dr., $510*; Country 
Sedan (8) 4-dr., $420*. 

’56 Fairlane (8) conv., $415*; 2-dr. Vic- 
toria, $180*; 4-dr., $175*, $160*; Cus- 
tom (8) 4-dr., $160. 

755 Custom (8) 2-dr., $160*%; 4-dr., 
$100*. 

IMPERIAL—’58 Imperial 4-dr. 
$1,515* (ps). 

MERCURY—’58 Montclair 4-dr. 
$550*. 

’57 Montclair 4-dr., $560* (ps). 

’56 Montclair 4-dr. hardtop, $380* (ps). 

OLDSMOBILE—’61 (88) 4-dr. Holiday, $2,- 
645* (ps); F-85 station wagon 4-dr., 
$1,910. 

"60 (88) Super 4-dr., $2,175* (ps); (88) 
4-dr., $2,155* (ps), $2,020*; conv., $1,- 
915. 

’59 (88) 2-dr. Holiday, $1,880* (ps); 4- 
dr., $1,685* (ps); conv., $1,600* (ps); 
(98) 4-dr. Holiday, $1,825* (ps); (88) 
Super 4-dr., $1,800* (ps). 

’57 (98) 4-dr. Holiday, $750* (ps); (88) 
Fiesta 4-dr., $640*, 

"56 (88) 4-dr., $255*. ‘ 

PLYMOUTH—’60 Suburban (8) Custom 4- 
dr., $1,475* (ps). 

’58 Belvedere (8) 4-dr., $415*, 

’56 Plaza (8) 2-dr., $315*. 

PONTIAC—’60 Bonneville :port coupe, $2,- 
305* (ps); Catalina conv., $2,080*, $2,- 
020* (ps). 


hardtop, 
hardtop, 


759 Catalina conv., $1,530* (ps); sport 
coupe, $1,410*. 
"58 Star Chief 4-dr. Catalina, $1,010* 


Chieftain 4-dr. Catalina, $850* 


(ps) ; 
(ps). 
’57 Star Chief 4-dr. Catalina, $665* (ps); 
Chieftain 2-dr. Catalina, $620*. 
’56 Star Chief 4-dr., $395*; Super Chief 
Safari 4-dr., $305*. 
RAMBLER—’60 Custom (8) station wag- 
on 4-dr., $1,500* (ps). 
’58 American (6) Deluxe 2-dr., $550. 
’57 Custom (8) station wagon 4-dr., $410. 
STUDEBAKER—’60 Lark (6) Deluxe 2- 
dr., $1,025, $900. 
’59 Lark (6) Deluxe 4-dr., $620. 


CHICAGO 


Greater Chicago Auto Auction. Sale every 
Thursday. Prices are for sale of Aug. 31. 
A red hot sale on a hot day, Sharp cars 
in big demand, Sold 354 cars from 572 
consignments, 


BUICK—’61 Invicta 2-dr, hardtop, $2,850* 
(ps); Special station wagon, $2,195*. 

’60 Electra 2-dr. hardtop, $2,295* (ps). 

’59 Electra 4-dr. hardtop, $1,635* (ps); 
Invicta 2-dr. hardtop, $1,500*. 

’58 Super conv., $1,150*; 4-dr. Riviera, 
$990* (ps), $835* (ps); Special 4-dr., 
$1,150* (ps). 

’57 Century Estate Wagon, $810* (ps), 
$7715* (ps); Special 2-dr., $600*; 4- 
dr., $585*; 2-dr. Riviera, $485* (ps), 
$400* (ps), $385* (ps). 

CADILLAO — ’61 deVille 4-dr. hardtop, 
$4,850* (ps); (62) conv., $4,550* (ps). 

’60 de Ville 2-dr. hardtop, $4,150* (ps); 
4-dr, hardtop, $3,840* (ps); (62) 4- 
dr. hardtop, 2 at $3,800* (ps), $3,460* 
(ps), $3,405* (ps); 2-dr. hardtop, $3,- 
650* (ps), $3,560* (ps), $3,400* (ps). 

"59 de Ville 4-dr. hardtop, $2,990* (ps); 
(62) 4-dr. hardtop, $2,900* (ps), $2,- 
700* (ps); conv., $2,650* (ps). 





’60 LeSabre Estate Wagon 4-dr., $2,400* 


(ps); conv., $2,250* (ps); 2-dr. hard- 
top, $1,925*. 

’59 Electra 2-dr. hardtop, $1,715* (ps); 
4-dr. hardtop, $1,650* (ps); Invicta ‘4- 
dr. hardtop, $1,710* (ps); LeSabre 4- 
dr. hardtop, $1,675* ‘ps); 4-dr., $1,- 
475*; 2-dr., $1,365*. 

*58 Super 4-dr., $940* (ps); Special 4- 
dr., $915* (ps), $795* (ps); 2-dr., 
$735. 


56 RM 2-dr. Riviera, $525* (ps); 4-dr., 
$315* (ps); Super 4-dr. Riviera, $305* 


CADILLAC—’56 (62) 2-dr. hardtop, $740* 


$2,- 
135; Corvair (6) Monza 2-dr., $2,050, 
$1,925*, $1,710*; Corvair (6) 700 4-dr., 


Impala (6) sport coupe, $1,- 
$1,725; Corvair 


$1,215; Biscayne 


’58 Biscayne (8) 4-dr., $950*, $550*; 2- 
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(60) 
(ps); 


’58 Eldorado 4-dr. hardtop, $3,400; 
Special 4-dr. hardtop, $2,200* 
(62) 2-dr. hardtop, $1,900* (ps). 

’57 (62) Coupe de Ville, $1,125* 
4-dr. hardtop, $1,100* (ps). 

’56 (62) Sedan de Ville, $990* 
$850* (ps), $750* (ps), $505* 
Coupe de Ville, $615* (ps); 
$595* (ps). 

"55 (62) 2-dr. $695* 
conv., $675* $575* 
$495* (ps). 

’54 (62) conv., $500* 
4-dr., $445* (ps). 

CHEVROLET—'61 Impala (8) sport coupe, 
$2,260* (ps), $2,095* (ps); Biscayne 
(6) 2-dr., $1,775. 

"60 Impala (8) 
(ps); sport coupe, $1,940* (ps), 
915*, $1,910*; conv., $1,775* (ps); 
Impala (6) conv., $1,915* (ps), $1,- 
835; sport sedan, $1,845, $1,690*, $1,- 
650* (ps); Biscayne (6) 4-dr., $1,800*, 
$1,275; 2-dr., $1,320; Bel Air (8) 2- 
dr., $1,610, $1,375*. 

’59 Impala (8) sport coupe, $1,480* (ps), 
$1,390; Bel Air (8) sport sedan, $1,- 
340; 4-dr., $1,250*, $1,235*; Bel Air 
(6) 2-dr., $1,090; Biscayne (6) 4-dr., 
$1,110*; Brookwood (6) 4-dr., $1,060* 
(ps). 

58 Impala (8) sport coupe, 
(ps), $1,175* (ps). 

’57 Bel Air (8) sport coupe, $900* (ps); 
4-dr., $850* (ps); Bel Air (6) sport 
coupe, $880* (ps); 4-dr., $755* (ps). 

’56 Bel Air (8) sport sedan, $595* (ps). 

‘55 Bel Air (8) sport coupe, $570*, 
$450*; conv., $435* (ps); 4-dr., $395*. 

’53 Bel Air conv., $455*. 

CHRYSLER—’59 Windsor conv., $1,790* 
(ps), $1,485* (ps); 2-dr. hardtop, $1,- 
455* (ps). 

’58 Saratoga 4-dr. hardtop, $1,105* (ps). 

"57 NY 4-dr,. hardtop, $695* (ps); Wind- 


(ps); 


(ps), 
(ps) ; 
convyv., 


(ps) ; 
(ps), 


hardtop, 
(ps); 4-dr., 


(ps); (60) Special 


$1,980* 
$1,- 


sport sedan, 


$1,255* 


sor 4-dr. hardtop, $670* (ps); 4-dr., 
$650* (ps); Saratoga 2-dr, hardtop, 
$645* (ps). 
COMET—’61 Comet 4-dr., $1,725. 
’60 Comet 4-dr., $1,520*. 
DODGE—’60 Phoenix (8) 2-dr. hardtop, 


$1,585* (ps), $1,535* (ps); Seneca (6) 
4-dr., $1,085*. 

"57 Coronet (8) 4-dr., $535*. 

’55 Royal (8) conv., $325*. 

EDSEL—’58 Corsair 4-dr. hardtop, $590*. 
FORD—’61 Thunderbird (8) 2-dr. hardtop, 
$3,400* (ps), $3,300* (ps); Falcon (6) 
4-dr., $2,025*, $1,550; station wagon, 
$1,750; Galaxie (8) 2-dr. Victoria, $1,- 
700; Fairlane (6) 2-dr., $1,525*. 

"60 Thunderbird (8) 2-dr, hardtop, $2,- 
595* (ps), $2,490*, $2,350* (ps); Gal- 
axie (8) conv., $1,650* (ps); Starliner, 
$1,555* (ps), $1,550* (ps), $1,100* 
(ps); Ranch Wagon (6) 2-dr., $1,390; 
Fairlane (8) 4-dr., $1,380*; Fairlane 
(6) 4-dr., $1,240*; Falcon (6) 4-dr., 
$1,225; 2-dr., $1,170. 

’59 Thunderbird (8) 2-dr. hardtop, $2,- 
090* (ps), $1,970* (ps), $1,775* (ps); 
Galaxie (8) Skyliner, $1,560* (ps); 
2-dr. Victoria, $1,435* (ps), $1,195* 
(ps); conv., $1,280* (ps), $1,255*, $1,- 
240*; 4-dr., $1,110*; Galaxie (6) 2-dr. 
Victoria, $1,315*, $550*; Ranch Wagon 
(8) 4-dr., $1,275*; Ranch Wagon (6) 
4-dr., $840; Fairlane (8) 4-dr., $1,190* 
(ps), $840. ‘ 

’58 Fairlane (8) 4-dr., $700*; Fairlane 
(6) 2-dr., $650*; Custom 300 (8) 4- 
dr., $680*, $610*. 

"57 Country Sedan (8) 4-dr., $875* (ps); 
Country Squire (8) 4-dr., $770* (ps); 
Ranch Wagon (6) 2-dr., $630, $450; 
Fairlane (6) 2-dr., $500; Fairlane (8) 
conv., $490*, $450* (ps). 

’56 Fairlane (8) 4-dr., $480* (ps); Cus- 
tom (8) 2-dr. Victoria, $425*. 

es ving — '61 2-dr. hardtop, $4,150* 
ps). 

’57 LeBaron 4-dr, hardtop, $1,260* (ps). 
’55 Imperial 2-dr. hardtop, $575* (ps). 
LINCOLN—’59 Continental Mark IV 4-dr. 

hardtop, $2,490* (ps). 

’58 Continental Mark III conv., $1,850* 
(ps); Premiere 2-dr, hardtop, $1,650* 
(ps); 4-dr. hardtop, $1,290* (ps). 

’57 Capri 4-dr. hardtop, $870* (ps); 
Premiere 4-dr. hardtop, $765* (ps). 
MERCURY—’60 Monterey 4-dr., $1,625* 

(ps). 

’59 Monterey 4-dr. hardtop, $1,185* (ps); 
Montclair 4-dr. hardtop, $1,065* (ps). 

’58 Montclair conv., $700* (ps). 

’57 Monterey 2-dr. hardtop, $630* (ps); 
conv., $580* (ps); 4-dr., $530*. 

’56 Monterey 4-dr. hardtop, $350*. 

OLDSMOBILE — ’60 (88) conv., $2,190* 


(ps). 

759 (98) 2-dr. Holiday, $1,870* (ps); 
(88) 4-dr., $1,400* (ps). 

’58 (98) 4-dr. Holiday, $1,295* (ps), $1,- 
265* (ps); (88) 4-dr., $1,050* (ps); 
conv., $920* (ps); 4-dr. Holiday, $895* 


(ps). 

57 (88) 2-dr. Holiday, $800* (ps), $700* 
(ps); 4-dr. Holiday, $720* (ps); 4-dr., 
$610* (ps); (98) ‘conv., $715* (ps); 


4-dr., $625* (ps). 





Driver's Compartment— 


The driver's compartment of the Dodge 
Motor Home is equipped with two swivel 
seats. The compartment also features a 
console-type radio and a table top. 














il 
"56 (88) 4-dr., $465* 4-dr, Holi. 
day, $310* (ps). 
’55 (98) 4-dr. Holiday, $290* (ps); (88) 
4-dr. Holiday, $285*. 
PLYMOUTH—’'60 Valiant (6) 4-dr,, $1,. 
270; Savoy (8) 4-dr., $1,135 ' 
’59 Belvedere (8) 4-dr., $945; Savoy (8) 
2-dr., $830*, 
’57 Savoy (6) 2-dr., $390*. 
PONTIAC—’61 Bonneville sport coupe, g2. 
875* (ps); conv., $2,850* (ps); 4-4, 
Vista, $2,750* (ps). 7 
60 Catalina 4-dr. Vista, $2,135* (ps); 


(ps); 


sport coupe, $1,680*; 4-dr., $1,645 
$1,165". ; 
’59 Catalina sport coupe, $1,440* (ps); 
4-dr., $1,305* (ps). ; 


’58 Bonneville sport coupe, $910* (pg). 
Super 2-dr. Catalina, $895* 
dr., $870* (ps). 

’57 Star Chief 4-dr., 
4-dr. Catalina, $400*. 

RAMBLER—’60 Rebel (8) Custom station 
wagon, $1,450*; Super station wagon 
$1,370; 4-dr., $1,285; Ambassador (8) 
Super 4-dr., $1,365. 

MISCELLANEOUS — ’59 Chevrolet (8) 3 
Camino, $1,275* (ps). 

’53 Chevrolet pickup, $310. 


FONTANA, WIS. 


Fontana Auto Auction, Sale every Thurs. 
day. Prices are for sale of Aug. 31. Market 
holding steady on sharp units with goog 
percentage being sold. Sold 188 cars from 
247 consignments. 

BUICK—’60 LeSabre 4-dr., $1,800*, 

’59 LeSabre 4-dr, hardtop, $1,700* (Ds); 

2-dr., $1,400*. ’ 

’57 Special 2-dr. Riviera, $700* (ps); 4. 
dy. Riviera, $525* (ps); conv., $500*; 
Super 4-dr., $695* (ps); 4-dr. Riviera, 
$625* (ps); conv., $450*. 

’56 Century 2-dr. Riviera, $685* (ps), 

’54 Special 4-dr., $200*. 
CADILLAC—’59 de Ville 4-dr. 

$2,790* (ps), $2,550* (ps). 

’57 (62) conv., $1,110* (ps). 

’56 (62) conv., $1,320* (ps); (75) 4-dr,, 
$690* (ps). 

’55 (62) conv., 
top, $610*. 

CHEVROLET—’'61 Impala (8) conv., $2, 
385* (ps); 2-dr., $2,100; Corvair 709 
(6) station wagon 4-dr., $1,845*; Big. 
cayne (6) 2-dr., $1,730. 

*60 Corvette (8) conv., $2,550* (ps); Im- 
pala (8) sport sedan, $1,990* (ps); 
conv., $1,900; Biscayne (8) 4-dr., $1,- 
445. 

’59 Impala (8) conv., $1,400* (ps), $1,- 
100; Bel Air (8) 4-dr., $1,215*; Big- 
cayne (6) 4-dr., $1,100; 2-dr., $980. 

’58 Biscayne (6) 4-dr., $900* (ps); 2-dr,, 
$850; Biscayne (8) 4-dr., $815* (ps), 

’57 Two-ten (8) 2-dr., $730*; 4-dr,, 


$590*; Chieftain 


hardtop, 


$685* (ps); 2-dr. hard. 


$625*; Two-ten (6) 2-dr., $695; 4-dr., 


$685*; One-fifty (6) 2-dr., $585. 


56 Bel Air (8) 2-dr, hardtop, $685*; 4. | 


dr. hardtop, $660*; conv., $490*; sta- 

tion wagon 4-dr., $475; Two-ten (8) 

station wagon 4-dr., $540*; 2-dr., 
= 


$330*. 
’55 Bel Air (8) 2-dr. hardtop, $555*; 4- 
dr., $500*; Two-ten (6) 4-dr., $300*. 
’54 Bel Air 2-dr. hardtop, $285*. 
DeSOTO—’59 Firedome 2-dr. hardtop, $1,- 
255* (ps). 
DODGE—’61 Lancer 770 (6) station wagon 
4-dr., $1,740*. 
"60 Dart (8) Seneca 2-dr., $1,385. 
’57 Coronet (8) 4-dr., $450*. 
"56 Coronet (8) 4-dr., $270. 
EDSEL—’58 Ranger 4-dr., $520*; Villager 
4-dr., $490*. 
FORD—’61 Thunderbird (8) conv., $3,740* 


(ps). 

"60 Galaxie (8) starliner, $1,650*; Fal- 
con (6) 4-dr., $1,335*; Custom 300 (6) 
2-dr., $1,220*, 

"59 Country Sedan (8) 4-dr., $1,350* 
(ps); Galaxie (8) 4-dr., $1,350*, §$1,- 
300*, $1,000*; 2-dr. Victoria, $1,320*; 
Fairlane (8) 4-dr., $1,135* (ps), $1,- 
095*; 2-dr., $1,100. 

’58 Fairlane 500 (8) conv., $800* (ps); 
Fairlane (8) 2-dr., $675*; Custom (8) 


2-dr., $535. 
’57 Country Sedan (8) t-dr., $605*; Fair- 
lane (8) 4-dr., $600*, $525*; 2-dr., 


$485*, $420*; 2-dr. Victoria, $425; 
conv., $450; Ranch Wagon (8) 2-dr., 
$390*; Custom (6) 2-dr., $275. 
’56 Custom (8) 2-dr., $375*; Fairlane (8) 
2-dr., $350. 
’55 Fairlane (8) 4-dr., $250*, 
LINCOLN — ’60 Premiere 2-dr. 
$2,830* (ps). 
’57 Premiere 4-dr. hardtop, §870* (ps). 
’56 Premiere 4-dr., $610* (ps). 
MERCURY—’ 57 Montclair 4-dr., $1,130. 
’55 Monterey 4-dr., $300*; 2-dr. hardtop, 


hardtop, 


$280*. 
OLDPSMOBELE—’60 (88) 4-dr. Holiday, $2,- 
$300* (ps). 
’58 (98) conv., $1,225* (ps); (88) conv., 
$1,190* (ps). 
’57 (88) 4-dr., $585* (ps); (98) 2-dr. 


Holiday, $535* (ps). 
’56 (88) 4-dr., $530* (ps), $500* (ps). 
755 (88) 2-dr. Holiday, $550*; 2-dr., 
$250*; 4-dr., $320*. 


PLYMOUTH—’58 Suburban (8) Custom 4- | 
dr., $700*; Belvedere (6) 2-dr., $595* | 


(ps); Belvedere (8) 2-dr, hardtop, 
$550 (ps). 
’57 Belvedere (8) 2-dr., $505*. 
PONTIAC—’61 Bonneville conv., $3,100* 


(ps). 
’60 Catalina 4-dr. Vista, $2,150* (ps). 


’59 Catalina sport coupe, $1,585* (ps); 


4-dr., $1,400*. 


RAMBLER—’60 American (6) Custom sta- © 


tion wagon 4-dr., $1,800; 4-dr., $1, 
500*. 
’59 American (6) Super 4-dr., $960*. 
’58 Ambassador (8) Deluxe 4-dr., $585°; 
Super 4-dr., $580*. 
56 Custom (6) station wagon 
$560*; 2-dr., $550*. 
MISCELLANEOUS—’61 Chevrolet (6) Cor- 
vair panel, $1,800; Ford (6) 
pickup, $1,385. 


’60 Ford (6) %-ton pickup, $1,110. 


4-dr., 


’59 Ford (8) Ranchero 2-dr., $1,010, $1,- J 
$780; 


000*. 
"58 Chevrolet (6) %-ton pickup, 
Ford (8) %-ton pickup, $585. 
’54 Ford (8) %-ton pickup, $380, 


DAYTONA BEACH, FLA. 


Florida Auto Auction, Sale every Tues- 
day, Prices are for sale cf Aug. 29. 
had a great sale despite the stormy weather 
today, We had more cars registered and 


more cars sold than the past two weeks. 
BUICK—’61 LeSabre 4-dr., $3,280* (ps). 


’59 Electra 4-dr., $1,940* (ps). 


’57 RM 4-dr. Riviera, $700* (ps); Cen- © 
tury 2-dr. Riviera, $665* (ps). 
’56 Special 4-dr, Riviera, $450*, $435° 


(ps); 2-dr. Riviera, $300*. 
CADILLAC—’61 de Ville 2-dr. 
$4,350* (ps). 
(Continued on Page 87, Col. 1) 
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160 (62) 4-dr. hardtop, $3,500* (ps). 

56 (62) 4-dr., $615* (ps). 

155 (62) conv., $510* (ps). 

51 (62) Coupe de Ville, $360*, 
VROLET— 61 Impala (8) 4-dr., $2,- 
405* (ps); Bel Air (8) 4-dr., $1,925*; 
Corvair 700 (6) 4-dr., $1,650*. 

160 Impala (8) 4-dr., $1,855* (ps). 

+59 Bel Air (6) 2-dr., $945*; 4-dr., $875; 
Biscayne (6) 4-dr., $850; 2-dr., $830. 

158 Bel Air (8) 4-dr. hardtop, $955* (ps) ; 
Brookwood (6) 4-dr., $725; Delray (6) 
-dr., $580. 

‘” Bei’ ir (8) 4-dr. hardtop, $865* (ps) ; 
4-dr., $630*; 2-dr., T5e30" Two-ten (8) 

tion wagon 2-dr., 5 

+55 Bel Air (8) conv., $515; 4-dr., $205. 

54 Bel Air 4-dr., $360; Two-ten station 
wagon 2-dr., $265. : 

CHRYSLER—’ 61 Windsor 4-dr., $2,395 


Ss). 
pe paratoge 4-dr., $1,590* (ps). 
154 NY 2-dr., $285*. 
pODGE—’58 Sierra (8) 4-dr., $790* (ps). 
57 Coronet (8) 4-dr. hardtop, $615*. 
*56 Custom Royal (8) 2-dr. hardtop, 


$590*. 
L—’58 Ranger 2-dr., $555*. 
aED— él Thunderbird (8) conv., $3,585* 
(ps), $3,530* (ps), $3,490* (ps); Fal- 
con (6) station wagon 2-dr., $1,700*; 
-dr., $1,525. 

o Si eaaeand (8) 2-dr. hardtop, $2,- 
885* (ps), $2,800* (ps); Fairlane 500 
(8) 4-dr., $1,465* (ps), $1,275*; Fair- 
lane (6) 2-dr., $1,010. 

59 Galaxie (8) conv., $1,290* (ps), $1,- 
215* (ps); 2-dr. Victoria, $1,225*; 
Country Sedan (8) 4-dr., $1,215*; 
Ranch Wagon (6) 4-dr., $1,135, 

158 Fairlane 500 (8) skyliner, $970* (ps); 
4-dr, Victoria, $705*; Ranch Wagon 
(8) 2-dr., $655, $590. 

57 Custom (6) 2-dr., $390. 

+56 Custom (8) 2-dr., $450*, $220*. 

*50 Custom (8) 2-dr., $395. 

LINCOLN—’61 Continental conv. 4-dr., 
$4,685* (ps). 

156 Premiere 2-dr. hardtop, $500* (ps). 

MERCURY—’61 Monterey 4-dr., $2,300* 


iS). 
sop montelair 2-dr. hardtop, $1,040* (ps). 
’56 Monterey 4-dr., $435*. 
OLDSMOBILE—’'60 (88) 2-dr. Holiday, $2,- 
360* (ps). 
59 (88) 4-dr. Holiday, £1. 790* (ps). 
58 (98) conv., $1,050* (ps). 
56 (88) 4-dr. Holiday, $355* (ps). 
54 (98) 4-dr., $310* (ps). 
"52 (88) 4-dr., $170*. 
PLYMOUTH—’60 Belvedere (6) 2-dr., $1,- 
275*. 
59 Savoy (8) 4-dr., $800; 2-dr., $720*. 
’57 Belvedere (8) 4-dr., $560*, 
PONTIAC—’61 Catalina Safari 4-dr., $2,- 
715* (ps). 
60 Catalina 2-dr., $1,760* (ps). 
’57 Chieftain Safari 4-dr., $715* (ps). 
56 Chieftain 4-dr., $395* (ps). 
54 Chieftain 2-dr. Catalina, $265*. 
53 Chieftain 4-dr., $125*. 
RAMBLER—’60 American (6) Deluxe 4- 
dr., $1,150. 
59 American (6) Custom station wagon 
4-dr., $1,300. 
STUDEBAKER—’60 Lark (6) Deluxe 4- 
dr., $925. 
MISCELLANEOUS — ’59 Chevrolet %-ton 
pickup, $1,000; Ford %-ton pickup, 


$900. 
58 Ford F-600, $705. 
’56 Dodge pickup, $480. 


WAREHOUSE POINT, CONN. 


Southern Auto Auction, Sale every Wed- 
nesday. Prices are for sale of Aug, 30. 


BUICK—’60 LeSabre 4-dr. hardtop, 
140°. 
’59 LeSabre 2-dr. hardtop, $1,330*. 
*58 Century 2-dr. Riviera, $1,100*. 
"57 Century conv., $680*; Special conv., 
$600* (ps). 
’56 Special 4-dr., $335*. 
'55 Special 4-dr., $420*, $230* 
Super 2-dr. Riviera, $180* (ps). 
CADILLAC—’60 (62) conv., $4,050* (ps). 
‘59 (62) 4-dr. hardtop, $3,040* (ps); 
conv., $2,859* (ps). 
"58 (62) Coupe de Ville, $2,175* (ps). 
"51 Hearse, $130. 
CHEVROLET—’61 Impala (6) sport coupe, 
$2,150*, $2,130; Corvair (6) 2-dr., $1,- 


$2,- 


(ps) ; 


550. 

’60 Parkwood (8) 4-dr., $1,840* (ps); 
Bel Air (8) 4-dr., $1,600*; Bel Air 
(6) 4-dr., $1,550*, $1,525*; Corvair 
(6) 4-dr., $1,175; Biscayne (8) 2-dr., 
$1,030 (police). 

‘59 Impala (8) sport sedan, $1,850* 
(ps); canv., $1,425* (ps); Impala (6) 
sport coupe, $1,550*; Bel Air (6) 2-dr., 
$1,205*; 4-dr., $1,050; Brookwood (6) 
4-dr., $1,140. 

‘58 Impala (8) conv., $1,230* (ps); Bel 
Air (8) 4-dr., $1,060*; sport coupe, 
$955*; Delray (6) 2-dr., $880*, 2 at 
$830*; Nomad (6) 4-dr., $838*; Brook- 
wood (6) 4-dr., $840*, $710*. 


"57 Two-ten (8) 4-dr., $765*; One-fifty 
(6) 4-dr., $590, $440; Bel Air (8) 
4-dr., $540*. 


"56 Corvette (8) conv., $1,325*; Bel Air 
(6) conv., $570*; Bel Air (8) 4-dr., 
$525*, $250*; sport coupe, $435*; Two- 
ten (6) 2-dr., $175*. 

'55 Bel Air (8) sport coupe, $520*; Bel 
Air (6) sport coupe, $435* (ps); Two- 


ten (8) station wagon 4-dr., $245; 
One-fifty (6) 2-dr., $210. 

53 Two-ten (6) 4-dr., $190; station 
wagon 4-dr., $100; Bel Air 4-dr., 
$105*. 

CHRYSLER—’59 Saratoga 4-dr. hardtop, 
$1,700* (ps); Windsor 2-dr, hardtop, 


$1,500* (ps), 
58 NY 4-dr., $1,060* (ps). 
57 Windsor 2-dr. hardtop, $775* (ps). 


anne —’59 Sierra (8) 4-dr., $1,325* 

Ps), 

a Coronet (8) 2-dr. hardtop, $535* 
ps). 


FORD—'61 Thunderbird (8) 2-dr. hardtop, 
$3,400* (ps); Fairlane 500 (8) 4-dr., 
$1,850*, 

*60 Thunderbird (8) conv., $2,625* (ps); 

: Fairlane (8) 4-dr., $1,040*. 

59 Galaxie (8) conv., $1,250* (ps). 

‘58 Fairlane 500 (8) Skyliner, $925* 
(ps); 4-dr. Victoria, $800*; 2-dr. Vic- 
toria, $600*; Country Sedan (8) 4-dr., 
$630*; Custom 300 (8) 4-dr., $560; 

: Custom 300 (6) 4-dr., $485*. 

57 Custom 300 (8) 4-dr., $675*, $500*, 
$340; Country Sedan (8) 4-dr., $670* 
(ps), $525*; Fairlane (6) 2-dr., $600*; 
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2-dr. Victoria, $460*; 
Wagon (8) 4-dr., $320*. 
’56 Fairlane (8) 2-dr, Victoria, $675* 
(ps); 4-dr., $350* (ps); conv., $400* 
(ps), $300; Custom (8) 4-dr., $450*; 
Country Sedan (8) 4-dr., $295* (ps). 
"55 Custom (8) 4-dr., 2 at 415*; Main 


(ps); Ranch 


(6) 4-dr., $325*; Country Sedan (8) 
4-dr., $230*, $180*. 
HUDSON—’56 Wasp (6) 4-dr., $200* (ps). 


MERCURY—’61 Montclair conv., 
(ps). 
60 Montclair conv., $1,825* (ps). 
’57 Montclair 2-dr. hardtop, $460*; Mon- 
terey 4-dr., $310* (ps). 
’56 Monterey 4-dr. hardtop, $315*, $185*; 
cise 4-dr., $185* (ps); Custom 4-dr., 
OLDSMOBILE—’61 (98) 4-dr. Holiday, $1,- 
200* (ps). 
"60 (88) 2-dr. Holiday, $2,000* (ps). 
’57 (88) 2-dr. Holiday, :875* (ps); 4-dr., 
$590* (ps). 
"56 (8) 2-dr., $365*. 
PACKARD—’55 Clipper 2-dr. hardtop, 
$200* (ps). 
PLYMOUTH—’60 Valiant (6) 4-dr., $1,150. 
’59 Belvedere (8) 4-dr., $875; Suburban 
(6) Deluxe 4-dr., $875. 
’58 Suburban (8) Custom 4-dr., $475. 
"57 Savoy (8) 4-dr. hardtop, $375*; Bel- 
vedere (6) 4-dr., $300*. 
’56 Suburban (8) Custom 4-dr., $155*. 
’55 Savoy (8) 4-dr., $320*; Savoy (6) 2- 
dr., $275; Plaza (6) 4-dr., $145. 
PONTIAC—’59 Catalina Safari 4-dr., $1,- 
512*; 2-dr., $1,335*. 
’58 Chieftain conv., $700* (ps). 
’57 Star Chief 2-dr. Catalina, $750* (ps). 
"56 Chieftain station wagon 4-dr., $455*. 
’55 Chieftain 2-dr. Catalina, $190* (ps); 
Chieftain (870) 4-dr., $150*. 
RAMBLER—’56 Custom (6) Cross Country 
4-dr., $395. 
wae Regal (8) 4-dr., $1,- 
‘0. 
MISCELLANEOUS — ’59 Chevrolet %-ton 
utility, $180. 
'57 Ford %-ton pickup, $450. 
’51 Ford %-ton utility, 7160, $150. 


WEST PALM BEACH, FLA. 


West Palm Beach Auto Auction. Sale 
every Thursday. Prices are for sale of Aug. 
31, Extra nice selection of clean cars were 
offered. Sales slow in area and sellers were 
— “high’’ in their units as prices 

ipped. 

B K—’59 LeSabre 4-dr. rardtop, $1,410. 

’58 RM 4-dr. Riviera, $1,150* (ps); Spe- 
cial 2-dr., $775*. 

’57 Special Estate Wagon, $660* (ps); 
conv., $555* (ps); Century 4-dr. Rivi- 
era $640*, $410* (ps). 

’56 Super 4-dr. Riviera, $410* (ps); 2-dr. 
Riviera, $410* (ps). 

’55 Century 2-dr. Riviera, $430*; Special 
conv., $260* (ps), 

’54 Super 2-dr. Riviera, $225*; RM 4-dr., 
$200* (ps); Century 2-dr. Riviera, 
$200*; 4-dr., $100* (ps); Special 2-dr. 
Riviera, $200*. 

CADILLAC—’61 (62) conv., $4,900* (ps), 
3 at $4,650* (ps), $4,200* (ps). 

*60 de Ville 2-dr. hardtop, $4,000* (ps); 
(62) 4-dr. hardtop, $3,850* (ps), 3 at 
$3,810 (ps), $3,200* (ps). 

’59 de Ville 2-dr. hardtop, $3,160 (ps), 
$2,925* (ps), 2 at $2,580* (ps); (62) 
conv., $2,800* (ps); 4-dr. hardtop, $2,- 

nardtop, 


635* (ps). 

’58 (60) Special 4-dr. $2,000* 
(ps); (62) conv., $1,480* (ps). 

’57 Eldorado Seville, $1,2350* (ps), 

’56 (62) Sedan de Ville, $750. 

’55 (75) 4-dr., $650* (ps); (62) 4-dr., 
$510* (ps), 

’53 (62) 4-dr., $180* (ps). 

CHEVROLET—’ 61 Impala (8) sport sedan, 
2 at $2,690* (ps), $2,600* (ps); conv., 
$2,400* (ps); sport coupe, $2,210*; Cor- 
vair Monza (6) 2-dr., $1,875; Bel Air 
(6) 2-dr., $1,840* (ps). 

’60 Impala (8) sport coupe, $1,825; Cor- 
vair 700 (6) 2-dr., $1,185. 

"59 Impala (8) conv., $1,480* (ps); sport 
sedan, $1,400* (ps); 4-dr., $1,375* 
(ps); Biscayne (6) 2-dr., $920. 

"58 Impala (8) conv., $875* (ps), 2 at 
$780* (ps); Brookwood (8) 4-dr., 
$855*, 2 at $750* (ps). 

’57 Bel Air (8) sport sedan, $890* (ps); 
Two-ten (8) 4-dr., $605, 2 at $580. 

’56 Bel Air (6) 4-dr., $625; Two-ten (8) 
station wagon 4-dr., $550* (ps), $410. 

"55 Bel Air (6) 4-dr., $440*; Bel Air (8) 
2-dr., $385*; One-fifty <8) station wag- 
on, $415*; Two-ten (6) Delray, $355; 
station wagon, $255*. 

’54 Two-ten station wagon, $275* (ps); 
Bel Air station wagon, $260*; One-fifty 
station wagon, $175. 

’53 Bel Air 2-dr., $250. 

CHRYSLER—’58 NY 4-dr. hardtop, $1,130* 
(ps). 

’57 Windsor 4-dr, hardtop, $675* (ps); 
Saratoga 4-dr. hardtop, $525 (ps). 

"55 NY 4-dr., 2 at $325*, $275*. 

’54 Windsor 4-dr., $100*. 

"53 NY 4-dr., $225* (ps). 
COMET—’61 Comet 4-dr., $1,705*. 
DeSOTO—’58 Adventurer 2-dr. 

$935* (ps); Firedome conv., 
(ps); Fireflite 4-dr., $710* (ps). 

’57 Fireflite 4-dr. hardtop, $640* (ps); 
4-dr., $575* (ps); Firesweep 2-dr. hard- 
top, $485* (ps). 

’56 Firedome 4-dr., $390* (ps). 

DODGE—’60 Seneca (8) 4-dr., $930*. 

’56 Coronet (8) 2-dr., $230*. 

’54 Coronet (8) 4-dr., $175. 

’53 Coronet (8) 4-dr., $110*. 

FORD—’61 Thunderbird (8) 2-dr, hardtop, 
3 at $3,735* (ps), $3,660* (ps), $3,460* 
(ps); Falcon (6) 4-dr., $1,680*; 2-dr., 
$1,600, $1,410. 

"60 Thunderbird (8) 2-dr. hardtop, $2,- 
575 (ps); Galaxie (8) 4-dr, Victoria, 
$1,645; Country Sedan (8) 4-dr., $1,- 
530* (ps); Fairlane 500 (8) 4-dr., $1,- 
325* (ps); 2-dr., $1,150; Falcon (6) 4- 
dr., $1,230*; 2-dr., $1,150; Custom 300 
(8) 4-dr., $1,090*. 

*59 Thunderbird (8) 2-dr. hardtop, $2,- 
180* (ps); Galaxie (8) 4-dr. Victoria, 
$1,400* (ps); 4-dr., $1,205* (ps); Coun- 
try Sedan (8) 4-dr., $1,325, 2 at $1,- 
175*; Custom 300 (8) 4-dr., $1,030; 
Custom 300 (6) 2-dr., $760. 

’*58 Thunderbird (8) 2-dr, hardtop, $1,- 
600* (ps); Country Sedan (8) 4-dr., 
$780* (ps); Fairlane 500 (8) 4-dr. Vic- 
toria, $780* (ps); Custom 300 (8) 4-dr., 
$735*. 

‘57 Fairlane 500 (8) 4-dr., $600*, 2 at 
$380*; Country Sedan (8) 4-dr., $540; 


$2,450* 


hardtop, 
$745* 


Fairlane (8) 2-dr., $450*; Custom (6) 
2-dr., $265. 

’56 Fairlane (8) conv., $580*; 2-dr., 
$490*; Country Sedan (8) 4-dr., 3 at 
$450* (ps), $370*, $330; Parklane (8) 
2-dr., $415*; Ranch Wagon (8) 2-dr., 
$320*; Custom (8) 4-dr., $215. 

’55 Fairlane (8) 2-dr., $290* (ps), 2 at 
$250*; 4-dr., $240*; Custom (8) 4-dr., 
$150". 

’54 Country Sedan (8) 4-dr., $285*, 

’53 Main (8) 2-dr., $160. 


LINCOLN—’61 Continental 4-dr., 
(ps). 
*59 Premiere 4-dr. hardtop, $1,980*. 
’56 Capri 4-dr., $655* (ps). 
MERCURY—’58 Montclair 4-dr. hardtop, 
$985* (ps); Commuter 4-dr., 2 at $955* 
(ps), $925* (ps). 
’57 Monterey 2-dr. hardtop, $670* (ps); 
4-dr., $475* (ps). 
’56 Montclair 2-dr. hardtop, $450*. 
’55 Monterey station wagon, $350*, 
OLDSMOBILE — ’60 (98) 4-dr. Holiday, 
$2,405; (88) conv., $2,200* (ps). 
’59 (98) 4-dr. Holiday, $1,950* (ps), $1,- 
100* (ps), 3 at $1,030* (ps). 
"58 (88) conv., $1,160*; 4-dr., $1,035"; 
(88) Super 4-dr. Holiday, $1,030* (ps). 
’57 (98) 4-dr. Holiday, $890* (ps); 4-dr., 
$795*; (88) 4-dr. Holiday, 2 at $775* 
(ps), $765* (ps). 
’56 (98) conv., $605* (ps); (88) 2-dr., 
$405*; 4-dr. Holiday, $160* (ps), 
"55 (88) 2-dr., $295; 4-dr., $280*; 2-dr. 
Holiday, $175. 
*53 (98) 2-dr. Holiday, $125* (ps). 


$4,550* 


PLYMOUTH—’'61 Valiant (6) 4-dr., $1,- 
635". 
’59 Fury (8) conv., $1,175* (ps); Sub- 


urban (6) Deluxe 2-dr., 3790; Belvedere 
(6) 2-dr. hardtop, $775*. 

’57 Savoy (8) 2-dr. hardtop, 2 at $520*, 
$425* (ps). 

’56 Savoy (8) 4-dr., $300*. 

’55 Belvedere (8) 2-dr. hardtop, $250*; 
conv., $175*. 

PONTIAC—’60 Ventura sport coupe, $2,- 
170* (ps), 2 at $1,150* (ps). 

’59 Catalina Safari 4-dr., $1,765 (ps). 

’56 Star Chief Safari 4-dr., $490* (ps); 
4-dr., $375, 

’55 Star Chief station wagon, $460*; 4- 
dr., $255* (ps). 

’53 Chieftain 4-dr., $165*. 

RAMBLER—’61 American (6) 
260*. 

’°59 Custom (6) 4-dr. hardtop, $1,060. 

’58 Rebel (8) Custom Cross Country, 
$895*, $885*, 

*54 Super 4-dr., $110. 

’53 Super station wagon, $150, $105. 

STUDEBAKER—’'60 Lark (6) 4-dr., $970*; 
2-dr., $960, 2 at $755*. 

’59 Lark (6) 2-dr., $800, 2 at $660. 

MISCELLANEOUS—’61 Ford (6) F-100 
pickup, $1,430. 

60 Ford (6) Ranchero, $1,200; Chevrolet 
(6) Apache %-ton pickup, $965. 

’58 Ford (8) F-100 %-ton pickup, $625; 
International (6) A110 stake, $450; 
Dodge (8) D100 panel, $385. 

’57 Willys (4) DJ3A pickup, $350. 

’55 Chevrolet (8) 1900 dump, $350. 


DETROIT 


Aptco Auto Auction. Sale every Wednes- 
day. Prices are for sale of Aug. 30. 


BUICK—’59 LeSabre 4-dr. hardtop, $1,240*. 

"47 Super 4-dr. Riviera, 3710* (ps). 

CADILLAC—’60 (62) 4-dr. hardtop, §$3,- 
775*, $3,420* (ps). 

’57 (62) conv., $1,310* (ps); 4-dr. hard- 
top, $1,290* (ps). 

CHEVROLET—’61 Impala (8) sport coupe, 
$2,350". 

60 Impala (8) 4-dr., $2,000; sport coupe, 
$1,900*; Impala (6) conv., $1,725; 
Brookwood (8) 4-dr. (9 pass.), $1,890; 
Biscayne (8) 2-dr., $1,535*; Biscayne 
(6) 2-dr., $1,300. 

"59 Impala (8) sport sedan, $1,530* (ps), 
$1,510*; sport coupe, $1,435*; 2-dr., 
$1,415; Parkwood (8) 4-dr., $1,520* 
(ps); Bel Air (8) 4-dr., $1,260*; Bel 
Air (6) 2-dr., $1,125*; Biscayne (6) 2- 
dr., $1,015. 

758 Impala (8) sport coupe, $1,210*; Bel 
Air (8) 2-dr., $830*; Biscayne (8) 2- 
dr., $675; Biscayne (6) 2-dr., $630*. 

’57 Bel Air (8) 4-dr., $825*; One-fifty (6) 
2-dr., $460. 

56 Two-ten (6) 4-dr., $490; Bel Air (8) 
4-dr. hardtop, $390*. 

CHRYSLER—’59 Saratoga 2-dr. 
$1,600* (ps). 

’57 Windsor 4-dr. hardtop, $530* (ps). 

’56 NY 4-dr., $555* (ps). 

*55 Windsor 2-dr. hardtop, $250* (ps). 

DODGE—’61 Dart (8) Phoenix 2-dr. hard- 
top, $2,210* (ps). 

°60 Dart (6) Pioneer 2-dr. hardtop, $1,- 
450*. 

’°59 Custom Royal (8) 4-dr., $1,390* (ps). 

’58 Custom Royal (8) conv., $1,005* (ps). 

’57 Royal (8) 4-dr. hardtop, $575* (ps); 
Coronet (8) 4-dr., $525*; 2-dr. hard- 
top, $500*. 

°55 Royal (8) 2-dr. hardtop, $275* (ps). 

EDSEL — ’59 Villager (8) 4-dr., $1,020* 


4-dr., $1,- 


hardtop, 


(ps). 

FORD—’61 Thunderbird (8) conv., $3,525* 
(ps), $3,450* (ps); 2-dr. hardtop, $3,- 
380* (ps); Falcon (6) Deluxe 4-dr., 
$1,610. 

°60 Thunderbird (8) 2-dr,. hardtop, $2,- 
675* (ps), $2,650* (ps); Galaxie (8) 
2-dr. Victoria, $1,620* (ps), $1,540*; 4- 
dr., $1,580*; Falcon (6) Standard 2- 
dr., $1,190; Deluxe 2-dr., $1,140; Cus- 
tom 300 (6) 2-dr., $1,165. 

"59 Galaxie (8) 4-dr. Victoria, $1,500* 
(ps), $1,265* (ps); conv., $1,270* (ps); 
Fairlane 500 (8) 4-dr. Victoria, $1,400* 
(ps); 2-dr. Victoria, $1,390* (ps), $1,- 
370*; Ranch Wagon (8) 2-dr., $1,210*; 
Custom 300 (8) 4-dr., $1,115; Custom 
300 (6) 2-dr., $1,050*; Fairlane (8) 4- 


dr., $1,010*. 
*58 Ranch Wagon (6) 2-dr., $720*; Fair- 
lane 500 (8) 4-dr. Victoria, $710*; 


Custom 300 (8) 4-dr., $625; Custom 300 
(6) 2-dr., $520. 
’57 Fairlane 500 (8) 2-dr. Victoria, $570* 


(ps); conv., $560*; Ranch Wagon (8) 
2-dr., $460; Custom ‘6) 2-dr., $440*; 
4-dr., $425. 


’56 Fairlane (8) 4-dr., $540*, $320* (ps); 
conv., $400*; Country Sedan (8) 4-dr., 
$375*; Ranch Wagon (8) 2-dr., $290*. 

IMPERIAL—’59 Imperial 4-dr. hardtop, 
$2,145* (ps); 4-dr., $1,950*. 

LINCOLN—’60 Continental Mark V 4-dr., 
$3,500* (ps). 

MERCURY—’60 Comet station wagon 2- 
dr., $1,665; 4-dr., $1,405*. 

’59 Park Lane conv., $1,500* (ps); Mont- 
clair 4-dr., $1,435* (ps). 

’57 Montclair 2-dr., $550*. 

"56 Monterey 4-dr., $550*. 

OLDSMOBILE — ’61 (88) 2-dr. Holiday, 
$2,500; F-85 (8) 4-dr., $2,085*. 

"60 (88) Fiesta 4-dr., $2,380* (ps). 

"59 (88) Super 2-dr. Holiday, $1,735* 
(ps). 

(Continued on Page $8, Col. 3) 
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OFFICIAL USED CAR GUIDE 
The Recognized Authority 
in the Used Car Field 


@ The NADA 15 Day Wholesale Book is furnished to 
subscribers on the first and fifteenth of each month. 
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—which in turn reflects the true trading value of 


the car. 


The NADA USED CAR GUIDE CO. has pub- 
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buy or trade used cars profitably. 
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What do they 
have in common? 








the uncommon 
motor oil! 





Motorists who care for their cars . . . and serv- 
icemen who care for their customers . . . agree 
that WoLF’s HEaD Oil is truly the finest of the 
fine. There’s a reason—WOLF’s HEAD is 100% 
Pure Pennsylvania, Tri-Ex refined three impor- 
tant extra steps and scientifically fortified for 
the finest engine protection. The result is un- 
common lubrication . . . uncommonly low op- 
erating and upkeep costs . . . truly uncommon 
quality. That’s why motorists who care for their 
cars always insist on WOLF’s HEAD. Keep your 
customers coming back with WoLF’s HEAD... 
the motor oil that commands uncommon cus- 
tomer loyalty the country over. 


WOLF’S HEAD OIL REFINING CO. 


Helps Sell Overhauls, Instead of Tune-Ups 


MotoMeter 


sion Tester includes complete accessories to fit any engine, 
domestic or foreign. fitted hardwood case and fifty charts. 


Write Today for FREE CATALOGUE! 


FiSHER PRODUCTS 


21-GA 44th DRIVE - L. |. CITY 1, N.Y. 
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Used-Car Auction Prices 


(Continued from Page 87) 


’56 (88) Super 2-dr. Holiday, $500* (ps). 


PLYMOUTH—’60 Belvedere (8) 2-dr, hard- 


top, $1,680*; Valiant (6) V-200 4-dr., 
$1,270, $1,200; V-100 4-dr., $1,220, 
$1,180; Savoy (8) 2-dr., $900. 

’59 Suburban (8) Custom 4-dr. (9 pass.), 
$1,125* (ps); Savoy (8) 4-dr., $755. 

"58 Savoy (8) 4-dr., $475. 

’57 Belvedere (8) " 2-dr. hardtop, $600* 
(ps); conv., $540* (ps). 
’56 Suburban (8) Custom 4-dr., $270*; 

Plaza (6) 4-dr., $200. 
PONTIAC—’ 61 Bonneville sport coupe, $2,- 


900* (ps). 

"60 Bonneville 4-dr. Vista, $2,400* (ps); 
Safari 4-dr., $2,305* (ps); Star Chief 
4-dr., $2,090* (ps); Catalina sport 
coupe, $1,990* (ps); 4-dr. Vista, $1,- 
960* (ps). 


’59 Catalina Safari 4-dr., $1,780* (ps), 
$1,600* (ps); sport coupe, $1,710* (ps), 
$1,690* (ps); 2-dr., $1,630*; conv., $1,- 
650* (ps). 

RAMBLER—’60 American (6) Deluxe 4-dr., 
$1,185, $1,070. 


’59 Ambassador (6) Custom 4-dr., $1,- 
225* (ps), $1,130* (ps); station wagon 
4-dr., $1,120; Super 4-dr., $980. 


’57 Super (6) 4-dr., 


SACRAMENTO 


Sacramento Auto Auction, Sale every 
Thursday. Prices are for sale of Aug. 31. 


BUICK—’60 LeSabre 4-dr., $1,700* (ps). 
58 Century 4-dr. Riviera, $970* (ps). 
’57 Super 4-dr. Riviera, $865* (ps); 2- 

dr. Riviera, $800* (ps), 
’56 Century 2-dr. Riviera, $485*; 4-dr. 
Riviera, $480* (ps); Super 4-dr., $380* 


$680*. 


(ps). 

’55 Super 2-dr. Riviera, $465* (ps); Cen- 
tury 2-dr. Riviera, $410* (ps); Special 
2-dr. Riviera, $345*. 


CADILLAC—’60 de Ville 2-dr. 
$3,575* (ps). 

’58 (62) 2-dr. hardtop, $2,235* (ps), $2,- 
200* (ps). 

"57 (62) Coupe de Ville, $1,540* 
(62) 4-dr. hardtop, $1,210* (ps). 

56 (62) Sedan de Ville, $1,080* 
2-dr. hardtop, $940* (ps). 

CHEVROLET—’61 Bel Air (6) 2-dr., $1,- 
900*; Bel Air (8) 4-dr., $1,800*. 

"60 Corvette (8) conv., ” $2,600; Impala 
(8) sport coupe, $2,100* (ps), $2,100, 
$2,020*; Kingswood (8) 4-dr., $2,065*; 
Parkwood (8) 4-dr., $1,980* (ps); Bel 
Air (8) 4-dr., $1,740*%; Corvair (6) 2- 

r., $1,180; 4-dr., $1,150. 

’59 Impala (8) conv., $1,790* (ps); sport 
coupe, $1,740* (ps); sport sedan, $1,- 
580*; Impala (6) sport coupe, $1,550*; 
Brookwood (8) 4-dr., $1,450; Bel Air 
(8) 4-dr., $1,295*, $1,280° (ps); Bis- 
cayne (8) 4-dr., $1,020. 

"58 Impala (8) sport coupe, $1,165*; 
conv., $950 (ps); Brookwood (8) 4-dr., 
$1,125* (ps); Biscayne (8) 4-dr., $750*. 

"57 Two-ten (8) station wagon 4-dr., $1,- 
065*; (9 pass.), $1,030*; 4-dr., $925*; 
Two-ten (6) station wagon 2-dr., $880; 
Bel Air (8) station wagon 4-dr., $990*; 
conv., $970*; sport sedan, $770; 4-dr., 
$730°. 

"56 Corvette (8) conv., $1,050*; Bel Air 
(8) conv., $755*; 2-dr., $735*; sport 
sedan, $715*; 4-dr., $600*, $570*, 
$480*; Bel Air (6) 2-dr., $390; Two-ten 
(8) 2-dr., $680*; station wagon 4-dr., 
$590°; 4-dr., $370*; Two-ten (6) 4-dr., 


$640*. 
’55 Bel Air (8) 4- dr., $590*, $500*, $380*; 
CHRYSLER—’57 NY 4-dr. hardtop, $1,080* 


hardtop, 


(ps); 
(ps) ; 


Two-ten (8) 4-dr., $270*. 


(ps); Saratoga 4-dr. hardtop, $715* 
(ps). 
COMET—’60 Comet 2-dr., $1,525. 


DesOTO—’55 Firedome 4- dr., 
2-dr. hardtop, $265*. 
DODGE—’60 Seneca (8) station wagon, 
; 4-dr., $1,520*; Seneca (6) 4- 


59 Coronet (8) 2-dr. $1,035*. 

*57 Sierra (8) 4-dr., $680*. 

’56 Coronet (8) Sierra 4-dr., $470* (ps). 

FORD—’61 Thunderbird (8) 2-dr. hardtop, 
$3,495* (ps). 

60 Thunderbird (8) 2-dr. hardtop, $2,- 
890* (ps), $2,680* (ps); Galaxie (8) 
4-dr., $1,620* (ps), $1,525* (ps), $1,- 
500* (ps); starliner, $1,600*; Fairlane 
500 (8) 2-dr., $1,450* (ps); Falcon (6) 
2-dr., $1,270, $1,195. 

*59 Thunderbird (8) 2-dr, hardtop, $2,- 
480* (ps), $2,275* (ps); Galaxie (8) 
conv., $1,500* (ps); Ranch Wagon (8) 
2-dr., $1,250; 4-dr., %1,200; Fairlane 
(8) 4-dr., $1,165*, $1,100*; Custom 300 
(8) 2-dr., $1,090; 4-dr., $970*. 

$1,030*, 


$330* (ps) ;" 


"58 Country Sedan (8) 4-dr., 
$950*; DelRio (8) 2-dr., $940* 
Fairlane 500 (8) 2-dr. Victoria, 
(ps). 

57 Thunderbird (8) conv., $1,890* (ps); 
Country Sedan (8) 4-dr., $870* (ps), 
$850*; Fairlane 500 (8) 2-dr., $700*; 
4-dr., $670*; Ranch Wagon (8) 2-dr. 
$660*; Fairlane (8) 2-dr. Victoria, 
$650* (ps); Custom 300 (8) 4-dr., 
$350*. 

$550*, 


’56 Country Sedan (8) 4-dr., $540*, 


$495* (ps); Fairlane (8) 2-dr. Victoria, 
$510*, $450*; Ranch Wagon (8) 2-dr., 
$435* (ps), $375*; Custom (8) 4-dr., 
$380*, $340*. 

55 Country Sedan (8) 4-dr., $430* (ps); 
Fairlane (8) 2+dr., $360; conv., $340; 
2-dr. Victoria, 2 at $340*; 4-dr., $275*, 
$210; Ranch Wagon (8) 2-dr., $260 
(ps), $220°*. 


’54 Custom (8) 2-dr., $215; Ranch Wagon 
(8) 2-dr., $200; Country Sedan (8) 4- 
dr., $180* (ps). 

*53 Country Sedan (8) 4-dr., $230. 

LINCOLN—’58 Continental Mark IV 2-dr. 
hardtop, $2,210* (ps). 
MERCURY—’60 Monterey 4-dr., $1,990*. 

*59 Monterey 2-dr., $1,440*; 2-dr. hard- 
top, $1,400* (ps). 

’57 Montclair 4-dr. hardtop, $560* (ps); 
2-dr. hardtop, $550*. 

’56 Medalist 4-dr. hardtop, $400*; Custom 
2-dr. hardtop, $300*; Montclair 2-dr. 
hardtop, $245*. 

’55 Monterey 2-dr. hardtop, $375*. 

OLDSMOBILE—’58 (98) 4-dr. Holiday, $1,- 
150* (ps). 

’57 (88) Fiesta 4-dr., $1,090* (ps). 

56 (98) 2-dr. Holiday, $660* (ps); 
Holiday, $490* (ps); (88) 2-dr. 
day, $530* (ps). 

’55 (88) 2-dr. Holiday, $480*. 

"54 (88) 4-dr., $250. 

PLYMOUTH—’60 Valiant (6) Suburban 4- 
r., $1,535*; 4-dr., $1,300, $1,265, $1,- 


4-dr. 
Holi- 


185. 
’58 Belvedere (8) 2-dr. hardtop, $960*; 
4-dr. hardtop, $725* (ps). 







































’57 Belvedere (8) 2-dr., $630* (ps); 
Plaza (6) 4-dr., $390. 
56 Savoy (8) 4-dr., $320*; 2-dr. hardtop, 


$300. 


PONTIAC—’61 Bonneville 4-dr. Vista, $2,- 
800* (ps); sport coupe, $2,580* (ps). 
60 Ventura 4-dr, Vista, $2,350* (ps); 
Bonneville sport coupe, $2,275* (ps). 
‘59 Bonneville 4-dr. Vista, $2,150* (ps); 
Catalina 4-dr. Vista, $1,090*. 
’57 Chieftain 2-dr. Catalina, $730*; 
$630*. 
56 Star Chief 2-dr. Catalina, $450*, 
(ps); Chieftain 2-dr. Catalina, 


$. 

"55S Star Chief 2-dr. Catalina, $385*; 4- 
dr., $375*; Chieftain 4- dr., $370*; 
Chieftain 2-dr. Catalina, $330*; 2-dr., 
$295, $210*. 

RAMBLER—’60 Custom (6) station wagon 
4-dr., $1,780*; Deluxe (6) station wag- 
on, $1,750*; 4-dr., $1,210; American 
(6) station wagon, $1,535. 
’59 American (6) 2-dr., $865. 
STUDEBAKER—’60 Lark (8) 2-dr. hard- 


2-dr., 


top, $1,410*. 

’56 Commander (8) 2-dr., $390*; 4-dr., 
$335, $290. 

’55 President (8) 2-dr, hardtop, $320* 





Al 
Ford (English)—’59 Zephyr 4-dr., $625. 
Lloyd—’ 58 2-dr., $125; station wagon, $110. 
Metropolitan—’57 conv., $360. 
Simea—’58 Aronde 4-dr., $300. 


Bordentown, N. J. 
Austin-Healey—’61 conv., $2,025, $1,315. 
Borgward—’59 station wagon 2-dr., $750. 
Lancia—’59 4-dr., $750 
MG—’52 conv., $435. 

Opel—’60 station wagon 2-dr., $1,015. 

’59 2-dr., $750. 

Prinz—’59 2-dr., $312. 
Simca—’ 60 4-dr., $795, $445. 
Triumph—’61 conv., $1,940. 

’60 2-dr. hardtop, $900. 
Vauxhall—’59 4-dr.,. $615. 
Volkswagen—’60 2-dr., $1,270. 

"56 conv., $550. 


Caldwell, N. J. 
Borgward—’56 2-dr., $140. 
Jaguar—’55 XK140 roadster, $630. 
MG—’60 MGA conv., $1,370. 
Taunus—’59 2-dr., $400. 
Vauxhall—’59 4-dr., $495. 

*58 Victor station wagon 4-dr., 
Volkswagen—’59 2-dr., $1,050. 
Volvo—’61 2-dr., $1,550. 


$570. 


Chicago 
Ford (English)—’58 Anglia, $300. 
MG—’58 conv., $750. 
Metropolitan—’60 2-dr., $1,510. 
Renault—’ 60 4-dr., $480. 


Goodyear Claims 
Longer Wear for 


New Synthetic 


CHICAGO. — Goodyear Tire & 
Rubber Co. has announced a new 
synthetic rubber that, it says, will 
provide 35 percent more tread wear 
and eventually may nearly double 
tire life. 

The rubber, known as Budene, 
stems from a $5 million research 
and development program. Made 
from a petroleum derivative called 
butadiene, it will go into commercial 
production nex: month at the com- 
pany’s new $20 million plant at 
Beaumont, Tex. 

In addition to its tire applica- 
tions, the new material is expected 
to find wide use in conveyor belts 
and industrial rubber goods, ac- 
cording to H. R. Thies, general 
manager of Goodyear’s Chemical 
Division, who made the announce- 
ment at the fall meeting of the 
American Chemical Society’s Rub- 
ber Division. 

He reported that tests have 
shown that the new rubber gives 
up to 35 percent better wear on 
passenger-car tire treads than con- 
ventional synthetic rubber and, 
when blended with natural rubber, 
provides 25 percent better wear in 
heavy duty truck tires than natural 
rubber alone. 

In its present development state, 
Budene is processed most success- 
fully in a 50/50 blend with styrene 
butadiene rubber (SBR), the syn- 
thetic most commonly used in tire 
treads, Goodyear chemists ex- 
plained. 

They declared, however, that 
mileage increases as high as 90 per- 
cent may result if a method can be 
developed to use 100 percent Budene 
in tire treads. 

Goodyear plans to produce 45 
million pounds annually of both 
Budene and Natsyn, another new 
synthetic which will go into produc- 
tion at Beaumont next year. 


Used Imported Cars 
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MISCELLANEOUS—’61 Chevrolet (6) Cor. 
vair panel, $1,590. 

"60 Chevrolet (6) %-ton pickup, $1 170, 

’59 Ford (8) Ranchero, $1,275; (6) stake, 
$870. 

*58 Chevrolet (8) %-ton pickup, $780; (6) 
¥%-ton pickup, $770. 

’57 Ford (8) %-ton pickup, $750*. 

’56 Ford (8) %-ton pickup, $680; GMc 
(6) %-ton pickup, $580; Dodge (8) y%. 
ton pickup, $530*. 

’55 Willys (6) pickup, 
(6) %-ton pickup, 
F-100 pickup, $420*. 

’54 Chevrolet pickup, $370. 

’53 Chevrolet pickup, $230. 

"52 Ford (8) pickup, $275. 
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$570; 


Chevrol 
$525; a 


Ford (8) 


— Auctions in Brief — 
BORDENTOWN, N. J. 


National Auto Dealers Exchange. 
every Wednesday (Aug. 30). Coming ho}. 
day had no effect on activity, Buyers had 
ample selection to choose from and Sellers 
were well satisfied with prices. Earlier 
models remain in great demand as dealers 
report marked increase in second car buy- 
ing. Sold 73 — = -_ consignments, 


CHICAGO 

Arena Auto Auction. Sale every Tuesday 
(Aug. 29). Market red hot, Sharp cars jp 
great demand. Sold 397 cars from 605 con. 
signments. 

* * * 
MANHEIM, PA. 

Manheim Auto Auction. Sale every Fri. 
day (Sept. 1). Some slight sign of market 
weakness appeared. Sold 74 percent of 757 
consignments. 









"59 4-dr., $405, $350. 

Volkswagen—’61 2-dr., $1,450. 
’59 sunroof 2-dr., $1,065, $1,020. 
’58 sunroof 2-dr., $790. 


Daytona Beach, Fla. 
Hillman—’56 2-dr. hardtop, $275, 
Lancia—’61 4-dr., $2,675. 


Detroit 
Ford (English)—’60 Anglia 2-dr., 
Volkswagen—’58 2-dr., $700. 


Dothan, Ala. 
MG—’59 4-dr., $625. 
Renault—’60 4-dr., $400. 
Triumph—’58 4-dr., $200. 


Dyer, Ind. 
Renault—’58 4-dr., $150. 


Fontana, Wis. 
bec aati Microbus, $830; 2-dr., 
100. 


’58 Karmann-Ghia 2-dr. hardtop, $700. 


Kansas City 
Renault—’59 4-dr., $500, $492, $305. 
Simea—’60 4-dr., $717. 
Volkswagen—’57 2-dr., $500. 


Los Angeles 
Alfa-Romeo—’58 roadster, $1,230. 
Austin-Healey—’60 roadster, $1,900. 
DKW—’59 2-dr., $320. 

Ford (English)—’59 Anglia 2-dr., $365. 

’58 Consul 4-dr., $390. 
MG—’58 MGA 2-dr., $900. 
Morris—’58 Minor 4-dr., $275. 
Sunbeam—’60 Rapier, $800. 

’57 Rapier 2-dr. hardtop, $335. 
Volkswagen—’61 2-dr., $1,550, $1,455. 

60 sunroof 2-dr., $1,300. 

hardtop, $900; 


’57 Karmann-Ghia 2-dr. 
2-dr., $825. 

$600; sunroof 2-dr., $590. 

Volvo—’58 station wagon, $700, $585. 


’56 2-dr., 

Manheim, Pa. 
Austin-Healey—’60 2-dr., $1,075. 
Borgward—’60 station wagon, $1,090. 
Mercedes-Benz—’58 219, $775. 

’57 190SL 4-dr., $1,925; 4-dr., $890. 
Metropolitan—’61 conv., $1,310; 2-dr., $1,- 
150, $1,125, 
Morris—’59 Minor conv., $490. 
Porsche—’60 4-dr., $910. 
Vauxhall—’60 station wagon 4-dr., $875. 
Volkswagen—’61 2-dr., $1,520; sunroof 2- 
., $1,485, 
’60 Karmann-Ghia, $1,680, $1,375; 2-dr., 
$1,420, $1,190. 
’59 2-dr., $1,050. 
58 2-dr., $730. 


Sacramento, Calif. 
Hillman—’59 Minx 4-dr., $630. 

’58 station wagon 2-dr., $275. 
MG—’60 roadster, $1,420, $1,350. 
Renault—’59 Dauphine 4-dr., $535. 
Simca—’60 4-dr., $610. 

’59 2-dr. hardtop, $500. 

’57 4-dr., $200. 

Volvo—’ 59 2-dr., $970. 


Salt Lake City 
Hillman—’59 4-dr., $470. 


$830, 


an 
“3 z 


’57 4-dr., $340. un 
Triumph—’59 roadster, $1,000. 
Volkswagen—’61 conv., $1,600; 2-dr., $1- oa 
585, $1,420. 
*59 2-dr., $1,010; Microbus, $875. — 
58 2-dr., $990. ithe 
Warehouse Point, Conn. ) offic 
Renault—’59 4-dr., $450, $375. a 
pe 
West Palm Beach, Fla. tere 
Borgward—’ 61 Isabella station wagon 2-dr., H 
$1,600, 2 at $1,400; 2-dr., 2 at $1,200, of | 
$850. gOb 
Ford (English)—’59 Consul 4-dr., $550; §Witl 
Anglia 2-dr., $525, I fe 
Hillman—’57 Minx 4-dr., $310. wid 
Mercedes-Benz—’ 60 2208S 4-dr., $3,050*. the 
Peugeot—’60 403 4-dr., $830. and 
59 403 4-dr., $690. l 
Renault—’59 Dauphine 4-dr., $570, 2 at assl 
440. ble,’ 


+58 4-ar., $275. 

Volkswagen—’58 2-dr. sunroof, $870; 
2 at $845. 

Volvo—’57 444 2-dr., 


2-dr., # 


$325. 





The back pages of every issue of AUTO- 
MOTIVE NEWS contains the WANT AD 
SECTION. Others are profiting from 
AUTOMOTIV® NEWS WANT ADS! Aw 
you? 
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co. $Hood Lines Lowered... 


4170, 
take, 


> (6) 
GMC 
) 


Tolet 
(8) 









DETROIT.—Introduction of die- 
se] power in medium and heavy- 
duty models, two new larger-dis- 
placement engines, broader power 
team options across the line, lower 
hood lines for improved driver vis- 


Sale pility, and extra-heavy-duty op- 
‘a ee front suspensioas highlight 
llers @the 1962 Chevrolet truck line, 
lier Other features include extend- 
alt ed-life mufflers on all gasoline 
ts. engines, restyled radiator grille to 
include single headlamps in all 
but three series, optional alter- 
7 nating curent generators on gas- 
con- = oline models and directional sig- 
) nals as standard equipment on all 
4 ne series. 
Fri- weThis new line of 198 different 
tket Bmodels offers our customers the 
757 widest choice of trucks in our his- 


tory,” said James E, Conlan, Chev- 
rolet’s assistant general sales man- 
ager for trucks. “The need for more 
models designed for specific hauling 
jobs is typified by our entry into 
the growing diesel market in the 
medium and heavy-duty field with 
15 new models.” 

Engines available for the first 
time in the 1962 Chevrolet truck 
line include one General Motors 
diesel—a 212-cubic-inch, 130-horse- 
power in-line four,—and two gaso- 
line V-8s of 327 and 409 cubic 
inch displacement, developing 185 
and 252 horsepower respectively. 

Four six-cylinder engines with 
pasic displacement of 145, 235, and 
261 cubic inches and two V-8s of 
283 and 348 cubic inches are con- 
tinued for a total of nine power 
iplants. One version of the 283-cubic- 
inch and one of the 248-cubic-inch 
engines are discontinued. 

To make its gasoline power 
plant lineup much more under- 
), standable, Chevrolet has adopted 

a meaningful engine identification 
system. Each engine carries a 
decal on the rocker cover with 
the word “High-Torque” followed 
by a number corresponding to its 
displacement. 

In answer to customers’ requests, 
the 261-cubic-inch six is being made 


Bank Loan Plan 
Is Simplified 
By U.S. Agency 


WASHINGTON. — A new bank- 

participation program has been 
launched by the Small Business Ad- 
“ministration in an effort to encour- 
‘age more private financing and to 
speed up handling of loans to busi- 
ness, Administrator John Horne 
hopes the plan will quickly expand 
the volume of bank-participation 
loans. 
Banks will use their own forms 
of agreements and will handle the 
servicing and SBA will accept the 
bank’s credit judgment. “To help 
speed up disbursement of bank- 
serviced immediate participation 
loans, the necessary loan docu- 
ments will not be examined by SBA 
prior to disbursement but immedi- 
ately thereafter.” 

Under the new program, a bank 
may participate with SBA in a loan 
to a small business with the govern- 
}ment providing up to $350,000 in 
}funds for any one loan. The partici- 
‘pating bank must take at least a 
25-percent share in the loan. The 
interest charged on SBA’s share of 
ithe loan is 5% percent, except in 
) officially designated areas of sub- 
» stantial unemployment, where it is 
f 4 percent. The bank may set the in- 
terest rate on its share of the loan. 



















0; #With bank participation, However, 
I feel that we should enlist far more 


widespread bank participation in |. 


the interest of government economy 
and in providing as much financial 


aeennce to small firms as possi- 
e,” 


at 


3 Map of Midwest 

4 CLEVELAND.—A map of Indi- 
/ana, Ohio, Michigan and Pennsyl- 
)vania is available free to farm 
marketers from Home State Farm 
Publications, 1010 Rockwell Ave., 
eveland 14, O. 


\ 






Horne said: “Presently 63 percent ‘ 
of SBA’s business loans are made 


-direction 
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Chevy Truck Offers 
Diesels in 1962 Line 


available for the first time as a reg- 
ular option in light and medium- 
duty trucks, except forward-control 
models. An oil-filter now is standard 
equipment on all engines. 

Suspension systems for 1962 
largely carry over the design in- 
troduced two years ago, featuring 
independent front wheel suspension 
with torsion bar springing. Minor 
modifications have been made, 
however, for increased durability 
and capacity, the division said. 

For extreme off-road operations, 
two new extra-heavy-duty optional 
I-beam front suspensions with leaf 
springs are available for most mod- 
els in Chevrolet’s heaviest-duty se- 
ries. The suspensions are rated at 
9,000 and 11,000 pounds capacity. 

The Corvair 95 line is contin- 
ued for 1962 with further refine- 
ments in the advanced design in- 
troduced last year. An automatic 
choke replaces the manual con- 
trol used in 1961. A limited slip 
differential is made optionally 
available. 

Other changes include redesigned 
double-side-door locking mechan- 
isms in panel models for easier op- 
eration and convenience of the 
driver, an optional single-passenger 
seat which folds forward to permit 
easier access to the panel load com- 
partment, and improved sealing 
against water and dust. 

The diesel lineup consists of 15 
conventional cab models on five 
wheelbases ranging from 133 to 197 
inches with cab/axle dimensions 
from 60 to 124 inches. GVW range 
is from 15,000 to 23,000 pounds, 

Power in the diesel line is sup- 
plied by the four-cylinder, two- 
cycle GM “4-53” engine. It develops 
130 horsepower and 271 pounds foot 
torque. With a high ratio of horse- 
power to weight, size and displace- 
ment, it offers lower fuel costs, 
long life, and reduced maintenance 
and downtime, the division said. 

The 4-53 develops maximum 
torque at relatively low engine 
speed and retains it over a wide 
revolutions per minute range. The 
flat torque curve offers an im- 
portant advantage in maintain- 
ing road speed on long grades 
without excessive downshifting. 

Electrical equipment on the diesel 
includes a 12-volt system with an 
alternating current generator 
standard with a five-speed close 
ratio unit optional. 

The 327 and 409-cubic-inch gas- 
oline engines give Chevrolet two 
larger displacement truck engines 
with higher power and torque for 
moving heavy loads more effici- 
ently. 

The 327-cubic-inch engine, rated 
at 185 horsepower and 305 pounds 
foot torque, has a bore of four 
inches and stroke of 3% inches. Cyl- 
inder block bulkheads are heavily 
reinforced, and all critical connect- 
ing rod sections are heavier for in- 
creased strength and rigidity. High 
heat-resistant heavy-duty M-500 
aluminum alloy connecting rod 
bearings are used. 

Aluminum alloy pistons feature 
a new head configuration. A cir- 

cular cast recessed sump with 
” 


Chevrolet Truck for '62— 


two sump notches adds to com- 
bustion chamber volume and as- 
sures adequate valve clearance. 


Other features of the 327 engine 
are hard-tip push rod inserts, heavy 
valve springs designed to prevent 
“bottoming out,” large heavy-duty 
air cleaner for increased breathing, 
and 13-inch clutch for positive ac- 
tion and longer life. 

The 409-cubic-inch engine is par- 
allel in design to the 348 V-8, but 
with markedly higher power and 
torque resulting from its greater 
displacement and new combustion 
chamber design. With a bore and 
stroke of 45/16 by 3%, it develops 
252 horsepower and 390 pounds foot 
of torque. 

The cylinder block has extra 
heavy bulkheads, proportional to 
the higher output. Connecting rods 
are %-inch shorter than those in 
the 348 engine and are stronger in 
all sections, with M-500 aluminum 
alloy, heat-treated bearings for 
added durability. Valve seats in the 
cylinder head are induction harden- 
ed for greater durability. 

Several important changes have 
been made in chassis features 
and in available options for more 
flexibility in fitting trucks to par- 
ticular hauling jobs. 

On light-duty models, full circle 
wheel pilots are used front and 
rear. Wheels are centered over a 
machined shoulder on the front hub 
and rear axle shaft flange rather 
than on bolt studs. Close tolerance 
between wheel hole and hub shoul- 
der assures a more concentric and 
positive alignment, minimizing cab 
bounce. 

K-type frames formerly used on 
long wheelbase medium and heavy- 
duty models are replaced by a lad- 
der-type frame to facilitate mount- 
ing back-of-cab power equipment. 

Two new 17,000-pound single and 
two-speed vacuum shift rear axles 
of Chevrolet design and manufac- 
ture replace the 16,000-pound units 
previously used. Also available is a 
new two-speed 17,000-pound Eaton 
axle. 

A new cab feature offefed as a 
dealer-installed item is a sliding 
rear window for all but tilt mod- 
els. A double channel fits into the 
opening and is equipped with two 
overlapping panes which slide 
right or left for ventilation. 

Tinted glass is now available as 
a regular option for windshield only 
or for all cab and panel body glass. 
As a convenience for drivers, front- 
door locks have been moved to the 
left-hand door. 

On tilt-cab models, clutch and 
brake pedals now are floor mount- 
ed, reducing pedal pressure 40 per- 
cent. 

Extended-life mufflers are offer- 
ed on all gasoline-powered models. 
In the light-duty series, an alu- 
minized shell inhibits corrosion. 
Medium and heavy-duty model 
mufflers feature heavier gauge baf- 
fles for increased life. 

Available for the first time are 
alternating-current generators as 
optional equipment with gasoline 
engines. The generators have 
high output at relatively low en- 
gine speeds and are rated 42, 52 
and 62 amperes. 

Two changes have been made in 
lighting equipment. Turn signals 
now are included as standard equip- 
ment on all Chevrolet trucks ex- 
cept forward control models. The 
restyled grille provides for single 
eight-inch sealed beam headlamps 
on all but tilt-cab, Corvair 95, and 


low-cab-forward models. 
* * ok 





Entry into the diesel field with 15 medium-duty models is a feature of the 1962 
Chevrolet truck line. Other changes include lower hood lines for better road visibility, 


signals as standard equipment and single headlamps on most models. 


A 261 cubic inch six is newly optional on all light-duty models with manual trans- 


missions, except forward control units. 


More Power— 


Two higher-powered V-8 engines of 185 
and 252 horsepower, directional signals 
as standard equipment and longer life 
mufflers highlight the improvements in 
tilt-cab models of the 1962 Chevrolet truck 
line. New optional equipment includes 
alternating current generators, tinted glass 
and a dealer-installed sliding rear cab 
window for increased ventilation. 





Diesel Power— 


A four-cylinder General Motors two- 
cycle diesel fits compactly into the engine 
compartment of Chevrolet's 1962 medium- 
duty truck line. The engine brings diesel 
efficiency and economy to Chevrolet for 
the first time. Included as standard equip- 
ment is an alternating current generator 
for greater output at low engine speeds. 


Research Service ... 
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34 More Dealers 
Get Franchises 


To Handle Simca 


DETROIT. — Thirty-four Simca 
dealers have been appointed by 
Peter Nunez, general sales man- 
ager, United States Simca Sales, 
Export-Import Division, Chrysler 
Corp. They are: 

Dilmark Motors, Inc., 379 Bloom- 
field Ave., Bloomfield, N. J.; Rezza 
Motors, Inc., 514 River Drive, Gar- 
field, N. J.; Blue Ribbon Garage, 
Inc., 283 Fairfield Ave., Bridgeport, 
Conn.; James F.. Waters, Inc., 38-15 
Northern Blvd., Long Island City, 
N. Y. Foster Automobile Corp., 484 
Bedford Rd., Pleasantville, N. Y.; 
Setauket Foreign Motor Sales, Main 
St., East Setauket, N. Y.; Stevens 
Simca Sales & Service, East Jericho 
Turnpike, Huntington Station, 
N. Y.; Ace Automobile Sales Co., 
Inc., 1122 Coney Island Ave., Brook- 
lyn, N. Y. 

Robert H. Baker, 44 £ .ai‘n St., 
Middletown, N. Y.; Dursi Motor 
Sales, Inc., 51-53 Main St., Danbury, 
Conn.; Hessel Motor Sales, 485 N. 
Colony St., Wallingford, Conn.; 
Covi Car Imports, Inc., 429 N. Broad 
St., Elizabeth, N. J.; Sun Motors, 
Inc., 237 St. George Ave., Rahway, 
N. J.; Riteway Motors, Inc., 1520 
Bushwick Ave., Brooklyn, N. Y.; 
Pilmer Motors, Inc., 188 S. Broad- 
way, Yonkers, N. Y.; Friendly 
Motor Sales, 237 Roosevelt Dr., 
Derby, Conn.; Parkway Motors of 
Leonia, Inc., 335 Grand Ave., Le- 
onia, N. J. 

Station Motors, Inc., 44 Franklin 
Ave., Ridgewood, N. J.; Nanuet 
Dodge, Route 59A, Nanuet, N. Y.; 
Jarman Motors, Inc., 301 W. 29th, 
and Hoffman-Green Motors, Inc., 
4010 W. Belvedere Ave., Baltimore; 
Gurley’s, Inc., 123 S. Liberty, Cum- 
berland, Md.; C. F. Schwartz Motor 
Co., R. 13-Bypass, Dover, Del.; Paul 
Latka Motors, 800 Otsego St., Havre 
De Grace, Md.; Ray Teets Garage, 
43-45 Oak St., Oakland, Md.; Mid- 
dlekauff Motors, 800 Potomac Ave., 
Hagerstown, Md. 

Smith Motor Co., Inc., Old Phil- 
adelphia Rd., White Marsh, Md.; 
Watkins-Burdette Motor Co., 301 E. 
Fourth St., Frederick, Md.; Gene 
Gould, Inc., 15 E. College Ave., 
Westerville, O.; Sport Cars, Inc., 
Fairfield-Yellow Springs Rd., Fair- 
born, O.; Schuster Dodge, Inc., 8185 
Beechmont Rd., Cincinnati; Baker 
Auto Sales, 945 W. Main St., Hills- 
boro, O.; Bob Knapp Motors, 2655 
E. Colorado, Pasadena, Calif., and 
Luegers & Sternberg, Inc., High- 
way 162, Jasper, Ind. 





Auto Advertising 


By Martin L. Whitmyer 
Staff Writer 


The fruits of a multi-billion dol- 


lar research program are now} 


being offered to America’s busi- 
nessmen by the Department of 
Commerce. 

Through a campaign bearing the 
official seal of the Advertising 
Council, businessmen are being ap- 
prised of the various services 
available to them through the de- 
partment’s headquarters in Wash- 
ington and the 33 field offices lo- 
cated throughout the nation. 

These services include aid in de- 
veloping new products and services 
and advice and assistance in tap- 
ping the resources of both domestic 
and foreign markets. 

Communities and businessmen 
alike are further offered the results 
of continuing studies made by the 
department in the field of area de- 
velopment. 

* co 


Merritt Owens Picked 


Merritt Owens Advertising Agen- 
cy, Kansas City, Kans., has been 
named to handle advertising and 
sales promotion for the Kansas 
City Area Rambler Dealer’s Assn. 

Spot radio, television and news- 
paper advertising will initiate an 


intense merchandising campaign. 
of 7 ak 


Station Reps in Detroit 


Station Representatives Assn., 
Inc., has established a Detroit 
chapter of the association. 

Officers are Charles Fritz, man- 
ager of the Detroit office of John 





Blair Co., president; William W. 
Bryan, manager of the Detroit of- 
fice of Peters, Griffin, Woodward, 
vice-president; Robert D. Cook, tel- 
evision account executive in the 
Detroit office of the Katz Agency, 
secretary, and William E, Morgan, 
manager of the Detroit office of 
Adam Young, Inc., treasurer. 
* * * 


Agency for Jaguar Unit 

Malcolm - Howard Advertising 
Agency, Chicago, has been ap- 
pointed as advertising agency for 
Mid-States Jaguar, Ltd., Midwest- 
ern distributors for Jaguar auto- 
mobiles. A schedule of newspaper, 
radio and television advertising is 
being prepared, officials said. 

* * * 


Another Client for GMM&B 


Consolidated Aero-Tech Corp., 
New York, has appointed Geyer, 
Morey, Madden & Ballard, Inc., as 
the agency for Redi-Spare, the new 
puncture-sealing, tire inflating 
aerosol product which repairs tires. 

The agency is undertaking test 
campaigns in several markets in 
preparation for full national distri- 
bution and advertising. 





Achild... 
one of tens 
of thousands 
who need 
your help. 


Please give 
to the 
MARCH FOR 
MUSCULAR 
DYSTROPHY 
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Secret of Sales Success... 
It’s Not the Sex, It’s the Effort 


By Sally Pfeiffer 
Staff Correspondent 
ATLANTA.—A business-like desk 
at Crain-Daly Motors, 1937 Peach- 
tree Rd., is the base of operations 
for a petite, dynamic titian-haired 
saleswoman named Ruby McCord. 
From this plain desk in the 
cashier’s office, she moves quickly 
about the Volkswagen dealership, 
maintaining her record as a suc- 
cessful purveyor of cars, trucks 
and buses—new or used. 
“Selling such transportation is a 
fine profession for a woman,” Mrs. 
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“LOAD-STER"’ 
HELPER SPRING 


Extra profits are yours when you sell and install the Prior 
“LOAD-STER” Helper Spring, the only spring that takes 
effect only when needed to carry excessive loads caused 
by weight or rough roads. 12 “LOAD-STER” models fit 
most passenger cars and station wagons and all 1-ton 
and 34-ton pickup trucks. Load capacity is increased by 
1,000 to 1,500 pounds making the “LOAD-STER” ideal 
for passenger cars pulling utility trailers, for salesmen 
with heavy sample cases or for pickup trucks with an 
over-load problem. The ease of installation, complete 
absence of maintenance and nearby warehouses will 
make the “LOAD-STER” one of the most profitable and 


salable items you carry. 
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McCord says. “More women ought 


You wonder how this dainty 
woman in her softly tailored suits 
and high heels can talk the lan- 
guage and clinch a sale in this 
male-dominated field. Then you find 
out that she can change a tire, 
drive a truck and discuss with au- 
thority such basic facts as horse- 
power, wheelbase, weight, mileage 
and warranties. Her record spells 
out success. For example, in July, 


Miles F. Daly, president, says of 
“Mrs. McCord is an out- 
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manner without high pressure.” . 

So let’s backtrack a moment 
and see what went into such a 
career. 

Mrs. McCord and her two chil- 
dren moved to Atlanta from Pa- 
ducah, Ky., in 1953. She had beeri a 
private secretary with a high rate 
of pay. She tried real estate but 
didn’t like that profession. 

Then she saw an ad for sales- 
women by Central Chevrolet Co. 
She was one of three hired from 40 
applicants. “Selling automobiles ex- 
ceeded my expectations. In that 
first year I knew it was to be my 
profession.” 

Next, Ruby McCord joined the 
sales force at Downing Motors for 
seven years, selling Nash cars and, 
later, imports. In April of this year, 
she moved to Crain-Daly, bringing 
her loyal following with her. Old 
customers send her more prospects 
than she can supply with cars of 
their choice. Yet, in any lull, she 
does cold-turkey prospecting, mak- 
ing as many as 150 calls a day. 

With her son just out of col- 
lege and with a daughter in high 
school, Ruby keeps contact with 
many age groups. The children 
are proud of their mother’s pro- 
fession. Many of their school 
friends become her prospects, too. 

“I think maturity helps anyone 
in selling to any age.” she says. 
“When single, I made it a point 
never to date my clients or to get 
on a personal basis with them. In 
the automobile field, most of the 
customers are men, You must keep 
on a business level as business and 
pleasure do not mix well. 

“You have to know your product 
and be enthusiastic about people 
and about cars. Each client has a 
different problem and personality. 
You must gauge your sales ap- 
proach to that particular personal- 
ity.” 

In selling cars to a couple, 
Ruby believes it is very important 
to talk the woman’s lauguage and 
get her viewpoint. Women seem 
to trust her. They’ll reveal to her 
the color and type of car they 
wish. They often have the last 
say. 

Usually, the man talks finances 
but the woman keeps the budget. 


SBA Loans in 


WASHINGTON—The Small 
Business Administration approved 
a record 338 business loans for $20,- 
826,000 in July, an increase of 45 
percent in number over those ap- 
proved in July a year ago and a 
gain of 83 percent in the dollar 
amount. Fifteen auto dealers were 
among those who received loan ap- 
provals. 

Following are conditional loan 
approvals of interest to the automo- 
bile industry: 

Braswell Motor Co., Tuskegee, 
Ala., retail car dealer — $80,000 
participation loan. 

Electric Car Co, of California, 
Inc., Long Beach, Calif., producer of 
electric powered vehicles — $25,000 
direct loan. 

Roy’s Auto Parts, Inc., Key West, 
Fla., wholesaler and retailer of auto 
parts—$20,000 participation loan. 

Kirkpatrick Motor Co., Metro- 
polis, Ill., retail auto dealer—$20,000 
direct loan. 

John McKelfresh Implement Co., 
St. Francisville, Ill, retail farm 
machinery—$12,000 direct loan. 

Law Bee-Line Rambler, Brazil, 
Ind., retail car dealer—$20,000 par- 
ticipation loan. 

Muncie Buick, Inc., Winchester, 





Dayton Doubles Output 

DAYTON.—Dayton Tire & Rub- 
ber Co., since April 1 a wholly 
owned subsidiary of Firestone Tire 
& Rubber Co., has doubled produc- 





tion and increased employment by 
20 percent, according to C. M. 
Barnes, president. 


standing sales person. One secret of 
her success is constant hard work 
with regular office hours. Many cus- 
tomers have told me that she sells 
them in a businesslike but easy 


Mark, 15 Go to Dealers 
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The woman will decide if they will 
buy at that time. Again, a man may 
want to buy a Volkswagen but must 
rely on Ruby to persuade his wife 
to go along with the choice. 


In summary, Ruby gives this ad- ? 


vice to women considering automo- 
bile sales as a career. “Many 
women get into this field but don’t 
stay. Some dealers are reluctant to 
hire a woman; some salesmen re- 
sent the fact that a woman is sell- 
ing cars beside them. For example, 
one dealer wanted to hiré me when 
I was ready to make a change, His 
salesmen didn’t want to work with 
a woman, I went elsewhere. 

“I’d advise any woman wanting 
to enter this line that it’s a great 
business. However, she should 
make sure when she goes into a 
dealership that she will have the 
same cooperation from manage- 
ment as from the salesmen, If 
there’s jealousy or resentment, 
you’re in for trouble. 

“Keep all your business dealings 
on an impersonal basis. And work 
about twice as hard as the men.” 


Speaks Softly— 


Ruby McCord speaks softly but turns iy 
an impressive sales record at Crain- 
Motors, an Atlanta Volkswagen dealership, i 
Her knowledge of the product wins cys 
tomers from both male and female pros. 
pects. 






Safety Groups Reports on Poll... 


Seat Belts in 2 Million Cars 


WASHINGTON.—The Auto In- 
dustries Highway Safety Commit- 
tee estimates that more than two 
million cars are equipped with seat 
belts. 

The estimate, based on results of 
a nationwide poll of seat-belt in- 
stallation and use, indicates a grow- 
ing acceptance of this proven auto- 
motive safety feature, the commit- 
tee said. 

In revealing results of the poll, 
M. R. Darlington jr., committee 
managing director, said: “The 
fact that 3.3 percent of our auto- 
mobiles are equipped with seat 
belts is surprisingly high in view 
of the relatively recent public 
acceptance of their use. 

“It is also particularly encourag- 
ing to note that more than one- 
third of the seat belt users con- 
tacted in the poll use them at all 
times to protect their families and 
friends. 

“It would seem apparent that 
regular seat-belt users have become 
aware of the facts that three out of 
four traffic deaths take place with- 
in a radius of 25 miles of home,” 
he added, “and more than one-half 
of injury-producing or fatal acci- 
dents occur at speeds of less than 
40 miles an hour. 

“Substantial increases 


July Set 


in seat 


Ky., retail car dealer — $25,000 

participation loan. 

O’Meara Pontiac, Inc., Beverly, 
Mass., retail car dealer—$20,000 par- 
ticipation loan. 

Erickson Bus & Equipment Sales, 
Iron River, Mich., new and used 
school buses — $34,000 participation 
loan. 

Cambridge Rambler, Cambridge, 
Minn., retail auto dealer—$20,000 di- 
rect loan. 

Missoula Rambler Sales, Inc., 
Missoula, Mont., retail auto dealer— 
$17,000 participation loan. 

Hastings Motors, Ponca City, 
Okla., retail auto dealer — $15,000 
participation loan. 

Bud Small Lincoln-Mercury, 
Inc., Jeanette, Pa., retail auto 
dealer — $105,000 participation 
loan. 

Gow Motors, Wellsboro, Pa., re- 
tail auto dealer—$30,000 participa- 
tion loan. 

W. J. Tarte Motors, Lake City, 
S. C., retail auto dealer — $75, 000 
participation loan. 

Earley Auto Supplies, Inc., Greer, 
S. C., auto parts wholesale jobbers— 
$25,000 participation loan. 

Senftner Chevrolet Co., Herreid, 
S. D., retail auto dealer—$8,400 par- 
ticipation loan. 

Hollenback Motors, Inc., Spokane, 
retail auto dealer—$40,000 direct 
loan. 

Jim Lucas Motors, Spokane, used- 
car sales—$10,000 direct loan, 

Oneida Motor Sales, Rhinelander, 
Wis., retail auto dealer—$52,000 par- 
ticipation loan. 


-percent of the purchasers had beet) 


















belt sales, as well as public knowl. 
edge that all ’62-model cars will be 
equipped with seat-belt anchorages, 
should bring about a decided 
change in future polls,” Darlington 
said. 

“Public officials and organizations 
urging the installation and use of 
seat belts are confident a_notice- 
able improvement will also be re- 
flected in traffic accident statistics,” 


The committee said that recent 
studies indicate that 5,000 lives: 
might have been saved last year if 
all occupants of automobiles had 
been using seat belts and that seri- 
ous injuries to occupants could 
have been reduced by at least one- 
third. 

This nationwide poll of seat 
belt use was conducted during 
May and June in 47 states and 
the District of Columbia in con- 
nection with the National Vehicle 
Safety-Check program. More than 
60 percent of participating com- 
munities and auto dealers report- 
ed results of their surveys. A sim- 
ilar poll is planned for 1962 and 
subsequent years. 

Advance information on results 
of the poll was presented to Presi-' 
dent Kennedy and referred to in his 
recent letter to Mrs. E. Lee Ozbirn, 
president, General Federation of 
Women’s Clubs. The President 
commended the federation on its 
“Women’s Crusade for Seat Belts,’ ” 
cosponsored by the Auto Industries” 
Highway Safety Committee. 


The poll was conducted among 
757,164 drivers, of whom 24,897 said 
they had seat belts in their ve 
hicles. This is an installation rate 
of 3.3 percent. 

The drivers of 73 percent of the 
24,897 seat-belt-equipped vehicles 
responded as follows to questions 
regarding seat-belt use: 

Always use seat belt—34.5 per 
cent. 

Use seat belt on long trips only— 
37.3 percent. 

Seldom use seat belt—29.4 per 


cent. 
* 


Zink Survey Notes Rise 


In Seat-Belt Demand 


FREMONT, O.—A steadily in 
creasing demand for seat belts has 
been noted by N. G. Zink, national 7 
manager of Sure-Fit Division, 
Howard Zink Corp. He reported on) 
a survey taken in 61 Sure-Fit) 
stores across the nation. 

Most of the buyers, he said, re 
ported that they had been influ- 
enced by the campaigning of safety — 
organizations. Only 19 percent ever) 
had used belts before. ; 

The survey found that nearly 10) 


* * 










involved in an accident shortly be) 
fore buying the belts. 4 

Zink said that 83 percent of the? 
customers were men and that the] 
average buyer was 37 years old) 
The survey found that 82 percent 
bought two belts, 8 percent bought 
three or more and 10 percent) 
bought a single belt. About 7 per 
cent of the belts sold were installed 
by the customer, 









Be mine Oe bee hee ot 


el a al ee le eas ae 


ee ee a ae ae 


a te ie teat ak 


ee 


eo. o> 


= oe Fm hel — am =? Se oh &s ete 


a owt es (ee 


na—D --« - 





urns ip 
in-Doly 
lership, 
MS cup 
P Pros. 


nowl- 
ill be 
‘ages, 
ided 
agton 


tions 
Se of 
»tice- 
e re- 
tics,” 
ecent 
ives: 
ar if, 
had 
seri- 
uld 
one- 


-on- 
jicle 
h 
om- 
ort- 
im- 
and 


seat 
ring 
and 

an 


sults) 
resi-— 


1 his 
birn, 
1 of 
ent 


| its 
Its,” 
tries 
long 
said 

ve- 
rate 


the 
cles 
ions 
per- 
ly 


per! 






— 


(Continued from Page 6) 


. total is the dealer’s investment in 


his inventory of new and used ve- 


B hicles As Draper points out: ‘If 


this is red, you are out of trust.” 
When the four-page balance sheet 
is completed at the end of the 
month, the dealer has a statistical 
picture of his dealership which can 
be used in managing it in the fu- 
ture. The figures entered on the 
four pages, for the most part, are 
those which must be prepared for 
the financial statement form which 
the dealer files with his factory 
each month. 

After the four pages devoted to 
the balance sheet, the next 10 
pages in the manual are set aside 
for figures on dealership opera- 
tion. The full 14 pages make up 
the financial report which the 
dealer has prepared each month. 
The manual comes in a loose-leaf 
binder which has dividers so that 
the 14-page report on each month 
for a year can be filed in order. 

The first page in the section on 
operations is a profit and loss state- 
ment (statement of income and ex- 
pense) on the full dealership for 
month in question. It contains the 
information usually found on a 
profit and loss statement—sales 
total, gross profit total, amounts de- 
ducted from gross profit for indi- 
vidual expenses and net profit. 

2 J 


THER columns on the page con- 
tain spaces for the comparable 
year-to-date totals and for record- 
ing both the monthly and year-to- 
date figures as a percentage of the 
sales total. The sheet also contains 
some advice on analyzing the state- 
ment. 
In the middle of the page is a 


Truck Sales Rise; 
Registrations Hit 


82,963 in July 


(Continued from Page 6) 


1.05 points; Dodge, 23,037 units, 
447 percent, down 0.04 points; 
White, 7,764 units, 1.51 percent, 
down 0.14 points. 

Mack, 5,148 units, 1.00 percent, 
down 0.21 points; Diamond T, 1,085 
units, 0.21 percent, down 0.08 points; 
Brockway, 523 units, 0.10 percent, 
down 0.02 points, and miscellane- 
ous, 19,783 units, 3.84 percent, down 
0.84 points. 





* * * 


As HAS frequently been the case 
in the past, California and 
Texas ranked one-two as the top 
truck-buying states in July. The top 
10 states and their registrations for 
July of this year and last were: 


duly, duly, 

1961 1960 
1. California ............. 9,615 9,073 
Be OMS i.sessccsvcsecisnoses 5,761 5,509 
3. New York ............. 4,527 4,737 
4, Pennsylvania. ...... 3,161 3,360 
PMID oo vps fsvasechonsceitscd 2,957 3,016 
My MANURE i asccsscccscacsae 2,872 3,050 
7. Oklahoma. ............ 2,588 1,667 
8. Michigan .............. 2,499 3,953 
® Virginia. ...............: 2,426 1,458 
10. Kansas .................. 2,394 1,632 


_ Reflecting the national increase 
in sales, 30 states reported that July 
registrations topped the July, 1960, 
total. Drops were recorded in 19 
states and the District of Colum- 
bia. The Polk estimate indicated a 
gain in Connecticut. 





Volvo Getting 
New U.S. Chief 


ENGLEWOOD CLIFFS, N. J.— 
Hans Larsson arrived in the United 
States last week to take over his 
new duties as president of. Volvo 
Import, Inc., and Volvo Distribut- 





ing, Inc. 

_ He will replace Ake Hogman, who 
is returning to Sweden for family 
reasons. Hogman had served as 
President of Volvo’s American or- 
ganizations since 1958. 

Larsson, formerly sales manager 
of the Parts Division of AB Volvo, 
the parent firm in Sweden, once 
Spent two years in the U.S. survey- 
ing metal industries for the Royal 
Wwedish Board of Commerce. 
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NADA Program Is 3-Pronged ... 


~ Management Aids Analyzed 


column for listing the dealership’s 
goals. Draper feels that a dealer- 
ship should make an operating 
profit of 3 percent on sales by show- 
ing a gross profit of 15 percent on 
sales and limiting expenses to 12 
percent on sales. These goals are 
printed in the proper boxes in the 
goals column. 

For those dealers who will 
break down dealership operations 
by department there is one page 
each for the profit and loss state- 
ment of each of the four depart- 
ments. These forms are much like 
the P&L statement for the full 
dealership. 

There are three other pages for 
analysis of the gross-profit show- 
ings in the new-car, used-car and 
parts-service operations: On these, 
the key figures of each operation 
are brought out for a close look 
and Draper adds some comments 
on controlling each operation. 

* * J 
ANOTHER page brings the ad- 
ministrative expenses out for 





examination in dollars and percent- 


system calls for considering finance 
and insurance income as an addi- 
tion that is made to the profit total 
under “miscellaneous additions” 
and after all major expenses have 
been deducted. 

oe ee 


ages for the month and year to 1. manuals have some strong 


date. Again, there is a goal column. 
Draper feels that administrative ex- 
penses should not exceed one per- 
cent on sales, 

The final page of the 14-page 
monthly report has space for listing 
the miscellaneous additions and de- 
ductions from profit. There are also 
some comments on these items. 

Draper said that the system of 
accounting used in the manuals is 
much like that used by General 
Motors dealers although there are 
some significant variations. In 
practice, Chrysler Corp., Ameri- 
can Motors and Studebaker-Pack- 
ard dealers use an accounting 
system and monthly financial 
statement form that is much like 
the GM system and form. Ford 
Motor Co. dealers use somewhat 
different tools, particularly their 
statement forms, 


boints: Some rather complex 
matters are presented an item at a 
time so that they can be studied 
closely. Many of the management 
tips offered represent the best ex- 
perience of successful dealers over 

the years. 

On the debit side are these 
points: The figures compiled each 
month are rather extensive— 
analysis of key figures: may. be 
almost as rewarding and less 
time-consuming. Deciding what 
are the key figures is the problem 
here. The goals suggested, such 
as a 15-percent gross profit, are, 
like most general goals, rather 
arbitrary. The best goals are 
those set by the individual dealer 
in the light of the facts of busi- 
ness life in his dealership. 

(On the question of saving time 
by analyzing fewer figures, the 
dealer who gathers figures for the 

whole dealership, rather than for 
each department, would reduce the 


Like the GM system, the Draper| time consumed.) 
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Miami Dealers 
To Hold Auto 
Show, Feb. 2-7 


MIAMI. — The Greater Miami 
Auto Dealers Assn. has completed 
plans for an automobile show at 
Dinner Key Auditorium Feb. 2-7. 

Frankie Watts (imported cars) is 
chairman of the show committee, 
aided by Ray Fogarty (Don Allen 
Chevrolet), Ben Tutan (Dodge), 
Burt Kahn (Pontiac) and associa- 
tion president, Charles Grentner 
(Simca). 

Plans call for giving away a car 
each day, and the local newspapers 
are already planning to issue show 
editions. 

* cd a 


Pasadena’s Fourth Show 
Is Set for Oct. 19-21 


PASADENA, Calif. — Pasadena 
new car dealers will stage their 
fourth annual Pasadena auto show 
Oct. 19-21 in the parking area of 
the J. W. Robinson Pasadena store. 

The Independent Star-News is 
developing a special auto show edi- 
tion for Oct, 17-18. 
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NOW FULL LINE COVERAGE 


... for 94% of imported cars in U. S. service 


Every day thousands of imported cars are 
moving into the market for major repairs, 
Now, with Weatherhead’s Imported Car Parts 
Program, you can get the parts you need to 
service this market. Cash in on this rapidly 


expanding business! 


Here’s the stor 


New Booklet free! 
Describes various makes. 
Tells how simple they are 


to service. 
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ORIGINAL EQUIPMENT QUALITY 
YOU MAKE YOUR FULL PROFIT 


Brake Systems Shocks 

Fuel Systems Valves & Guides 
Ignition Systems Universals 
Electrical Systems } Bush Bearings 
Front End Parts Ball Bearings 
Clutch Parts Seals 


Answers the 

question, ‘‘Should you 
repair imported cars?” 
Mail the coupon now. 


The Weatherhead Company 
300 East 131st Street + 


Send me [J Service Hints 
Name 

Address 

City 


By 





Cleveland 8, Ohio 
| am interested in learning more about servicing imports. 
Send me [] Tune-Up Guide 
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Pistons, Pins, Rings 

Oil & Gas Lines 
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U.S. Jury Indicts | 
2 Men for Fraud 
In Deal for VWs 


DETROIT.—A Federal grang 
jury here indicted two men oy 
charges of swindling two Detroit 
residents out of more than $5,009 
in a scheme to obtain 528 Volks. 
wagens. 


Charles E, Leggett, Chicago, ang 
Oscar C, Stewart, Springfield, 0, | 
were accused of defrauding Roland 
McLean and Peter Maisano, the 
Detroiters, 

The defendants approached the 
Detroiters in 1957 with a promise 
to sell them the cars at $900 each, 
according to James F. Finn, as. 
sistant United States attorney, 

He said McLean paid a deposit 
of $10 for each auto, while Maisano 
went with the defendants to Ger. 
many to speed up the delivery that 
never took place. L 

Finn added that the trip cost 
Maisano $4,000 because he paid the 
hotel expenses for Stewart and 
Leggett. The two-count indictment 
carries a maximum penalty of a 
$10,000 fine and 10 years in prison 
on each count, he said. 



























Lawsuits Affecting Dealers ... 
Court Decisions 


is given the oppoitunity of earning 
a commission or a bonus, not by 
lot or chance, but by endeavor and 
ability to advertise a product — if 
he doesn’t apply. himself, he earns 
nothing but at the same time loses 
nothing by way of a consideration. 
a * * 


By Leo T, Parker 
Attorney at Law 

ECENTLY some doubt has ex- 

isted in the minds of numerous 
auto dealers whether or not a com- 
mission can be lawfully paid to a 
customer for as- 
sisting the dealer 
to sell an auto. 

It is well known 
that lotteries are 
illegal in the 
United States. A 
review of higher 
court decisions 
discloses that in 
order to have a 
luttery, the deter- 
mination as _ to 
who gets a prize 
or how much of a prize he gets 
must be dependent at least, pre- 
dominately upon the element of 
chance. In other words, “lottery” 
is “a chance for a prize at a price,” 
or “a device whereby anything of 
value is, for a cunsideration, al- 
lotted by lot or chance.” 





















Diligence Rewarded 


“"IYHIS contract, in my opinion, 

is one that rewards diligence, 
initiative and industry, It is a con- 
tract by which commission can 
only be earned, not through 
“chance” as is contained in the 
definition of “lottery,” but by rea-~- 
son of the volition of Bodnark and 
the application by him of judg- 
ment, plan and will.” 

With respect to the further ar- 
gument that Bodnark violated a 
state law by not having a sales- 
man’s licence, the higher court 
held that this was no concern or 
responsibility of officials of De- 
Witt Motor Co, In this respect, 
the court said: 

“Under this contract whether he 





Leo T. Parker 


A Swedish Saab-Shaker— 


Svenska Aeroplan AB, manufacturer of the Saab automobile, has designed and 
introduced a special ‘shaking machine” for endurance testing of complete automobiles. 
The device is used at the factory in Trolhattan, Sweden. When being tested, both 
front and rear wheels roll on rotating drums equipped with movable blocks which 
make the car bump and vibrate at a controlled rate. The machine places the entire 
structure of the car under severe but controlled stresses. 












































Therefore, a contract igs not a 
lottery by which an auto dealer 
offers to pay a commission to a 
customer or other person who sub- 
mits names of prospects who may 
later purchase autos. Hence, such 
contracts are vajid and enforce- 
able. 

For illustration, in DeWitt 
Motor Co. v. Bodnark, 169 N. E. 
(2d) 660, the testimony showed 
facts, as follows: On July 14, 1959, 
DeWitt Motor Co, entered into a 
contract with one Bodnark for 
the purchase of a new 1959 Dodge 
station wagon. 

By the terms of the contract, a 
Buick owned by Bodnark was to 
be traded in. The balance of the 
purchase price was to be financed 
by Pacific Finance Loans. On the 
same day Bodnark entered into an- 
other contract with DeWitt Motor 
Co., which contract is as follows: 

Bodnark would submit the names 
of individuals and his friends to 
DeWitt Motor Co. as prospective 
purchasers of new Dodges, Plym- 
ouths or Rambler autos. 

If the sale is made to any of 
these prospective customers within 
30 days, he would receive the sum 
of $100. And if the latter purchaser 
submitted a name to DeWitt Motor 
Co. and a sale wes made to that 
person, Bodnark would receive the 
sum of $50. This new or latter pur- 
chaser also would receive $100 as 
per his contract with DeWitt Motor 
Co. 


needs a salesman’s license or not 
does not go to the life or merit of 
the contract. Bodnark does not 
agree to sell without a license if 
one is necessary. If he violates the 
law he can be fined, but such vio- 
lation would be his own responsi- 
bility and is not so associated with 
the agreement to buy the Dodge 


automobile as to vituate it.” 
oe * + 


Fair Trade Act Is Valid, 


Ohio Appeal Court Rules 


CLEVELAND.—A ruling handed 
down by the Eighth District Court 
of Appeals upheld the constitution- 
ality of Ohio’s 1959 fair trade law, 
which permits manufacturers to 
establish minimum resale prices for 
their trademarked products. 

The ruling upset a lower court 
decision which found the law to be 
unconstitutional. The law was chal- 
lenged by Hudson Distributors, Inc., 
which operates a discount drug 


store in Cleveland. 
ok * + 


GM, Dealer Face Suit 


For $500,000 in Crash 


CINCINNATI. — A $500,000 dam- 
age suit has been filed against Su- 
perior Chevrolet Sales Co., 4124 
Spring Grove Ave., and General 
Motors Corp. by the estate of Rob- 
ert T. McIntyre jr. 

The suit, filed in Common Pleas 
Court, claimed the death of Mr. 
McIntyre and his wife, Carol Rae 
Bowling McIntyre, was caused by 
a faulty steering mechanism on an 
auto sold by Superior and built by 
GM’s Chevrolet Division. 

The couple died Aug. 27, 1960, in 
Canada in a head-on collision with 
a truck. 

The suit said the automobile had 
been returned to Superior on “at 
least three occasions” after pur- 
chase because the steering appara- 
tus worked hard on turns and 
sometimes locked. 


Business Barometer 


Automotive News Economic Index— 


106.2 Percent of Last Week 
117.2 Percent of Like Week Last Year 

















By Allen Sommers 
Staff Correspondent 

PHILADELPHIA, — For many 
auto dealers here, the passing of 
the ’61 model year is a welcome re- 
lief. The advent of the ’62s means 
a chance to make up in both volume 
and profit losses suffered during 
the past season. 

However, Charles A. Bott, pres- 
ident of the Philadelphia Auto- 
mobile Dealers Assn., warned 
there is “no savior coming along” 
to help dealers on the brink of 
having to close their doors. 

In fact, Bott, who heads a Chrys- 
ler outlet, feels that the seven-mil- 
lion year predicted by many for 
1962 should have been modified. 

“I think we would be better off 
not to overproduce,” he said. “We 
priced ourselves out of the world 
markets and can no longer dump 
our surplus on the foreign mar- 
kets.” 

Surplus is no problem this year 
as dealers here close out their ’61 
stock. Most have just enough for 
an easy transition into the start of 
the new models. Some might get 
caught short, but they don’t seem 
to mind. 

Pletcher Ford had 70 cars to 
move in the last week in August. 
“Just about enough to get me in 
right,” said Jim Pletcher. Busi- 
ness in general, he reported, “was 
fine for the entire year.” 

Taking into account the improved 
economic condition of the consumer 
and the prospects of getting a ‘hot 
car” for ’62, Thorton Fuller Co. 
(Dodge) looks with optimism to the 
coming year. 

“It’s a line,” said Joseph Pitchon, 
new-car sales manager, “that will 
cater to about 85 percent of the 


* * * 


Ruled Lottery by State 
ATER, Bodnark learned that 

4 the “commissicn” contracts had 
been declared by the state’s Attor- 
ney General to be a “lottery,” and 
therefore in violation of law. Ther 
Bodnark claimed he had the right 
to disavow and repudiate the con- 
tract for the purchase of the new 
Dodge, and thereafter he refused 
to make any further monthly pay- 
ments to the finance company. 

Suit was filed aganist Bodnark 
by DeWitt Motor Co., whose law- 
yers contended that the “com- 
mission” contract was not unlaw- 
ful or a lottery. 

It is interesting to observe that 
the higher court held that thc 
“commission” contract is not a lot- 
tery, but a valid, lawful and en- 







forceable contract whereby Bod- Ps eF Foreent b of, 
i - ‘ercent 0 
nark could not repudiate the con aS 7 a. 





tract for purchase of the Dodge 
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said, the Willys subsidiary was paid 
$3,282,977. 
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market.” Among the prospects will 
be owners of 1957 and 1958 makes 
who “are ready to buy again,” he 
added. 

Thorton Fuller, like other dealer- 
ships, is offering no “special in- 
centive” to clear its stock. It doesn’t 
have to. It has only a month’s sup- 
ply left. In addition, Pitchon noted, 
the firm gives good discounts and 
tradein allowances the entire year. 

Good years and low stock also 
were reported by Potamkin Chev- 
rolet and Pollow Chevrolet. From 
April to July, said Sonny Port- 
man, Potamkin made up for los- 
ses incurred during the bad win- 
ter months and wound up 
improving business over 1960. 

Chevrolet will have something 
new to show customers—its Chevy 
II line—according to Mark Pollow. 
The firm, left with only 42 cars to 





Aluminum Seen 
Slicing 510 Lbs. 
Off 2-Ton Auto 


PORTLAND, Ore.—Liberal use of 
aluminum in today’s cars could 
carve 510 pounds of unnecessary 
weight from a two-ton auto, ac- 
cording to James M. Smith, man- 
ager of automotive engine develop- 
ment for Aluminum Co. of America. 

Immediate advantages of this 13 
percent weight reduction are lower 
fuel requirements and improved 
acceleration, “the latter an impor- 
tant factor on our crowded streets 
and highways where nimbleness 
and throttle response become, in 
some respects, measures of safety,” 
Smith told the national West Coast 
meeting of the Society of Automo- 
tive Engineers. 

Using the two-ton auto as his 
example, Smith explained his 
theory: 

“A reduction in engine weight of 
180 pounds makes it possible to 
reduce the weight of the front 
by an equal weight, since they now 
must support less. 

“The lighter front end reduces 
front-wheel load. These wheels may 
be lighter, since they now support 
less. Since tire size is determined 
by front-wheel loading, adoption of 
the next smaller tire may be war- 
ranted. This all adds up to a con- 
siderable saving in front tire- 
ground reaction. 

“Carrying the influence of front 
end loading further, the lateral 
force at the ground for steering 
control is reduced by the lower 
vehicle inertia. A further weight 
saving in steering gear housing 
and linkage is permissible,” he said, 

Smith noted that when Alcoa’s 
detailed studies were inaugurated 
in 1956, the average auto contained 
35.2 pounds of aluminum, and that 
by 1961 it had jumped to 63 pounds. 
Alcoa expects this figure to double 
by 1966, when it says most autos 
will be powered by aluminum en- 
gines, 














Phila. Dealers Eagerly Await ’62s 


move at the end of August, sold its 
merchandise “a little faster than 
normal” in 1961 and expects an even 
better year coming up, said Pollow, 
Compacts accounted for 20 percent 
of the sales, he added. 

Two Plymouth dealers, Southern 
Motors and Allen’s & Son, Inc., ex- 
perienced a decline in business in 
1961 although stock was reported 
below normal by the former and 
about par by Allen’s. 

Hagdorn Motors, Inc. (Studebak- 
er), had a “normally good year,” 
according to Edward Burke, sales 
manager, and “the lowest year as 
far as stock.” 

Among the bigger-make dealers, 
Buick and Cadillac operators report 
a good year and low stock and look 
optimistically to ’62. 

Clifford Sweeney, sales man- 
ager, Davis Buick, said salesmen 
are enthusiastic about the new 
line, “which is half the battle of 
selling. 

“But if the car is not accepted 
by the buying public, the enthusi- 
asm is just for nought,” he added. 

The firm had nine cars left at the 
time, leaving it in “excellent con- 
dition,” Sweeney said. 

Among the most optimistic was 
Alvin G. Eckenhoff, Scott-S mith 
Cadillac, distributors for 19 dealers 
and four retail outlets. 

“T feel that with the new line, we 
are going to have one of the best 
years ever,” Eckenhoff said. “The 
new merchandise is the best diver- 
sified line of cars we ever had.” 


Tribute Is Paid 
McLaughlin, 90, 
Canada GM Chief 


OSHAWA, Ont. — Residents of 
this city, home town of General 
Motors of Canada, last week paid 
tribute to R. S. (Sam) McLaughlin, 
90-year-old chairman of the com- 
pany. 

McLaughlin, who still puts in six 
hours a day at his office and who | 
looks like a man of 70, predicted an 
early demise for the compact car. 

“People aren’t happy with small 
cars; they like lots of room,” he ~ 
said. 

McLaughlin started work at 16 
as an apprentice in the upholstery 
department of his father’s carriagé | 
business, and produced his first car, 
the McLaughlin, in Oshawa in 1907. 

After 11 successful years, he sold 
the business in 1918 to General Mo- 
tors and remained as president of 
GM of Canada. 

Much of his spare time now is 
devoted to philanthropy, which he 
describes as “trying to do a little 
good in the world.” He has given 
several million dollars to charitable 
causes, and established the R. S. 
McLaughlin Foundation to send 
Canadian doctors ‘abroad for study. 

“If I were a young man again © 
I'd go straight back into the motor | 
industry,” he said. “There’s a mar- 
velous future ahead.” 
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Dallas 
A total of 2,948 new cars and 443 
new trucks were registered in Dal- 
las in July. 
New-car registrations in July 


. were: Chevrolet, 711; Ford, 323; 


Falcon, 291; Buick, 177; Rambler, 
169; Oldsmobile, 162; Pontiac, 160; 
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THE 


CK 
FORT 
SHELBY 


Lafayette Bivd. at First St 


Only 2% blocks 
from Cobo Hall 


900 air-conditioned 
rooms from $6. 


Television and radio 
in all rooms 


Cee eeeeeeeeeeseseeseseeeses eevee 


Parking on all sides of hotel 


Jerry Moore, gen'/. mgr. 
WOodward 3-7100 
FREE TELETYPE RESERVATIONS 


AT ALBERT PICK HOTELS 
AND MOTELS 








The new edition of Martin H. Bury’s 


book, “The Automobile Dealer,’ is 
rammed with meaty information, data 
and suggestions. 

If you put the original edition to 
Profitable use, you'll find the updated 
version still more helpful. It treats 
every important operating phase of the 
— business expertly, and in 


This is a book you'll consult often. 
It's a book you'll buy to use and use to 
increase profits: A book that won't 
gather dust on your reference shelf. 


320 pages, $6.30 postpaid. 


if after 10 days you are not con- 
vinceed that this book is a valuable 
Permanent reference, return it and your 
money will be refunded. 


| PHILPENN PUBLISHING COMPANY 
1750 N. Broad St., Philadelphia 21, Pa. 


Send_____copy (copies) of the new book, 
The Automobile Dealer" 


l 
| 
| 
O Check enclosed at $6.30 each | 
he Send books C.O.D., plus postage 
! 
| 
| 
| 
| 


| Name 





| Street__ 


O— 
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Corvair, 142; Renault, 110; Cadillac, 
82; Tempest, 78; Comet, 67; Volks- 
wagen, 65; Valiant, 53; F-85, 48; 
Plymouth, 46; Mercury, 45; Buick 
Special, 44; Dodge, 41; Chrysler, 31; 
Austin-Healey, 17; Lancer, 17; Stu- 
debaker, 12; Lincoln, 10; MG, 10; 
Imperial, 5; Metropolitan, 5; Simca, 
5; Willys, 4; Triumph, 3; Volvo, 3; 
Hillman, 2; Jaguar, 2; Mercedes- 
Benz, 2, and miscellaneous, 6. 

Truck registrations were: Chev- 
rolet, 149; Ford, 104; White, 88; In- 
ternational, 53; GMC, 21; Dodge, 10; 
Volkswagen, 6; Reo, 4; Mack, 2; 
Studebaker, 2; Willys, 2; Hendrick- 
son, 1, and Renault, 1. 


—Rusy FENOG.LIO 
ok ok * 


Louisville 

More new cars were registered 
in July than in June in Louisville, 
1,612 to 1,479. 

By makes, the July count was: 
Ford, 490; Chevrolet, 433; Ram- 
bler, 105; Oldsmobile, 89; Buick, 
88; Plymouth, 79; Pontiac, 66; 
Comet, 49; Dodge, 44; Volkswag- 
en, 41; Mercury, 32; Cadillac, 22; 
Chrysler, 17; Renault, 15; Metro- 
politan, 8; Saab, 6, and all the 
rest, five cars or less. 

New-truck sales also rose in July, 
to 158 units from 138 the previous 
month. By makes: Ford, 46; Chev- 
rolet, 43; International, 29; GMC, 7; 
Volkswagen, 5; Dodge, 3; Mack, 3; 
Diamond T, 1; Hendrickson, 1; 
White, 1; Willys, 1, and miscellane- 
ous, 18. 


—A. W. WILLiAMsS 
Es * * 


Buffalo 

New-car sales in Buffalo and Erie 
County, N. Y., for the first half of 
1961 declined to 23,239 from 26,331 
in the corresponding period of 1960, 
a decline of 11.7 percent. 

However, sales for the first half 
this year were a trifle better than 
1959 and were the fifth best on rec- 
ord for any first half. 

Sales of imported cars contin- 
ued to fall sharply in the first 


Hall Shuts Down 
Plant in South, 


Returns to Detroit 


DETROIT.—C. M. Hall Lamp Co., 
which moved about 75 percent of its 
manufacturing operations South to 
escape rising production costs in 
the North, has closed its Clinton 
(N. C.) plant as a “costly experi- 
ment” and returned to Detroit, ac- 
cording to Harry D. Hirsch, presi- 
dent. 

All die castings, plating and 
metal- finishing operations were 
moved to Clinton in 1959, while 
stamping work continued in the 
Detroit plant of the firm, which has 
been an automotive supplier since 
1909. 

Hirsch cited a number of reasons 
for the decision to concentrate all 
production in Detroit. 

He said Michigan offered freight 
advantages, better available techni- 
cal know-how, particularly in the 
supervisory categories, and was 
closer to Hall customers. 

“We had lost much of our flexi- 
bility because of time and distance,” 
Hirsch said. “Swift liaison between 
customer and supplier was im- 
paired.” 

He said the wage differential be- 
tween the South and Detroit has 
been narrowed and “the gap will 
continue to diminish in the years 
to come.” 


New Credit Bill 
Offered in House 


WASHINGTON.—Another truth- 
in-lending bill has been introduced 
in the House. Rep. William Fitts 
Ryan, New York Democrat, said 
that his bill “would not in any way 
interfere with the buyer-seller rela- 
tionship.” 

After extensive hearings in the 
Senate, the truth-in-lending bill 
sponsored by Senator Paul A. 
Douglas, Illinois Democrat, will not 
be reported this year. National as- 
sociations of both new and used car 
dealers opposed the bill. 








’Sales Conditions in Various Areas .. . 


Auto Market Reports 





six months as the American com- 
pacts grabbed larger slices of the 
new-car market. Imported makes 
in the first six months of this 
year totalled only 960, down 27 
percent from a year ago. 

In June, new-car sales in the 
Buffalo area amounted to 4,372, 
compared with 5,425 in June, 1960. 


—Georce E. Toes 
* * +. 


Vancouver, B. C. 

New-car registrations in British 
Columbia for June showed a slight 
gain over June, 1960, This was the 
first monthly gain reported this 
year. 

Registrations showed 3,542 pas- 
senger cars, compared with 3,476 
last June and 1,125 commercial ve- 
hicles, compared with 1,024 a year 
before. 

The June passenger-car registra- 
tions, however, were not enough to 
bring the six-month total up to last 
year’s, being 12,593, compared with 
last year’s 14,163. 

Commercial new registrations for 
the first half were 2,266, compared 
with 2,339 a year ago. 

—F. H, FULLERTON 
ca OK * 


Cleveland 


July new-car registrations in the 
Cleveland area totalled 5,866, com- 
pared with 6,833 in June and 6,394 
in July last year. 

By makes, registrations were: 
Chevrolet, 1,304; Ford, 897; Fal- 
con, 483; Pontiac, 470; Comet, 
403; Corvair, 398; Buick, 346; 
Oldsmobile, 286; Rambler, 272; 
Dodge, 208; Plymouth, 133; Mer- 
cury, 129; Valiant, 119; Cadillac, 
106, and Volkswagen, 77. 

Chrysler, 64; Studebaker, 28; Re- 
nault, 20; Lincoln, 17; Triumph, 11; 
Metropolitan, 10; Volvo, 10; Fiat, 
9; Imperial, 9; Hillman, 6; Mer- 
cedes-Benz, 6; Austin, 5; Opel, 5; 
Peugeot, 5; Checker, 4; Citroen, 3; 
Jaguar, 3; Lancia, 3; MG, 3; Simca, 
3; Alfa-Romeo, 2; Morgan, 2; Saab, 
2; Sunbeam, 2, and miscellaneous, 3. 

Used-car sales in July numbered 
28,076, compared with 25,656 a year 
age. 

New-truck registrations totalled 
501 in July, compared with 466 a 
month earlier and 398 a year ear- 
lier. 

By makes, they were: Ford, 
127; GMC, 97; Chevrolet, 81; 
White, 81; International, 52; 
Dodge, 27; Corvair, 15; Willys, 8; 
Falcon, 4; Volkswagen, 4; Mack, 
3; Autocar, 1, and Reo, 1. 

Used-truck transactions totalled 
1,019, compared with 990 a year ear- 
lier. 


—SANFORD MARKEY 
* * * 


Milwaukee 

A total of 3,108 new cars were 
registered in Milwaukee County in 
July, compared with 3,706 a month 
earlier and 3,806 a year earlier. 

By makes, they were: Chevrolet, 
742; Ford, 456; Rambler, 276; Fal- 
con, 208; Buick, 182; Pontiac, 163; 
Oldsmobile, 161; Dodge, 106; Cor- 
vair, 105; Cadillac, 79; Plymouth, 
68; Comet, 66; Buick Special, 56; 
Tempest, 54; Chrysler, 47; Mercury, 
44; Valiant, 40; Studebaker, 32; 
F-85, 31; Lancer, 23; Imperial, 5; 
Lincoln, 5, and miscellaneous, 159. 

* cE * 


Miami 

Although Miami car sales for the 
year are 18 percent lower than they 
were in 1960, July sales of domestic 
units were almost on a par with 
last year. 

Imports continued to drop, with 
the exception of a few makes, not- 
ably Volkswagen and Simca. 

Domestic trucks were within 10 
percent of last year’s figures, but 
imported trucks have fallen more 
than 50 percent. 

The 2,794.July new-car regis- 
trations compared with 2,812 in 
June. For domestic cars alone, 
July was up to 2,519, compared 
with 2,499 a month earlier. 

By makes, July new-car regis- 
trations were: Chevrolet, 514; Fal- 
con, 348; Ford, 309; Corvair, 232; 
Rambler, 203; Volkswagen, 127; 
Oldsmobile, 107; Buick, 105; Pon- 
tiac, 101; Comet, 91; Valiant, 78; 
Tempest, 69; Dodge, 67; Cadillac, 
58; Simca, 55; Plymouth, 52; Lan- 





cer, 40; F-85, 37; Mercury, 37; Mer- 
cury, 37; Buick Special, 31; Lincoln, 
15; Metropolitan, 15; Chrysler, 14; 
MG, 10; Renault, 8; Mercedes-Benz, 
7; English Ford, 6; Fiat, 6; Morris, 
6; Studebaker, 6; Austin, 5; Impe- 
rial, 4; Triumph, 3; Opel, 2; Vaux- 
hall, 2, and miscellaneous, 24. 

July new-truck registrations to- 
talled 227, compared with 245 the 
previous month. By makes, they 
were: Ford, 89; Chevrolet, 61; In- 
ternational, 27; GMC, 17; Volks- 
wagen, 13; White, 7; Dodge, 6, and 
miscellaneous, 7, 

—Trescot Goope 
* * oe 


Sioux City, Ia. 

August new-car registrations 
totalled 238 in Woodbury County 
(Sioux City), Ia., compared with 

260 a month earlier and 306 a year 
earlier. 

By makes, registrations were: 
Chevrolet, 77; Ford, 50; Plym- 
outh, 20; Rambler, 17; Buick, 14; 
Pontiac, 12; Oldsmobile, 10; 
Comet, 7; Dodge, 6; Cadillac, 5; 
Chrysler, 4; Volkswagen, 4; Mer- 
cury, 3; Studebaker, 2; Vespa, 2; 
Willys, 1, and miscellaneous, 4. 

New-truck registrations amount- 
ed to 35 in August, compared with 
41 in July and 38 in August, 1960. 
By makes: Ford, 15; Chevrolet, 10; 
International, 5; GMC, 3; Dodge, 1, 
and Volkswagen, 1. 
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TURNTABLES 


PORTABLE 





TURNTABLES 


PARAVANE for big cars 
PARAVANETTE for small 


No tools required 


SEND FOR FREE CATALOG 


Matlin 


MACTON MACHINERY COMPANY, INC. 
STAMFORD 9% CONNECTICUT 





AutoServ International 
The Imported Car Repair Manual 


for © Dealers © Garages ® Service Stations 


Price $38.50 


The only complete service manual dealing exclusively with 


British & Continental European 


imports. Covers in 947 


pages 19 makes and 90 models ranging from 1953 to 1960 
incl. in most cases (1946 to '60 for MGI). Gives detailed 
information on each under the following specific headings: 


© Tune Up 


© Torque Figures 


© Top Overhaul 


© Engine © Gearbox © Rear Axle ¢ Front Suspension 


© Steering 


947 pages 

255 exploded views 

Cars covered: > Austin 
x Jaguar 
yy Renault 

x Vauxhall 


yx Rover Simca 
xx Volkswagen 


e Clutch 


267 photos 
72 diagrams 
yx Austin Healey 3 Fiat y¢ Ford  }¢ Hillman 
yy Land Rover Morris 
x Singer 


© Electrical 
248 drawings 


© Brakes 


250 cross sections 
33 charts 


x MG Peugeot Porsche 
yx Sunbeam =x Triumph 


COMPONENTS are covered in a separate Service Section under the following headings: 


Brakes (drum & disk); Carburetors 


(S. U., Solex, Zenith & Weber); Clutches; Fuel 


Pumps; Girling Shocks; Lucas Electrical (incl. Generators, Starters, Distributors, Regu- 
lators, etc.); Nuffield Rear Axles; Steering Gears & Transmissions. 


Please send remittance with order. $10.00 deposit on COD's. 
In California add 4% ($1.54) sales tax. 
Inquiries from field men & distributors invited. Illustrated leaflet on request. 





AUTOBOOKS 2900 Magnolia Bivd., Burbank 50, Calif. 213-VI 9-1294 


Dealerships Available! 


THE ALL NEW D-B LeMANS 
4 PLACE CONVERTIBLE! 





Charles Stuart Motor Co. 


Distributor for D-B in the U.S.A. 


2757 N. W. 36th Street 


Miami, Florida 


We are interested in the sales and profit 
opportunity in the D-B Franchise. 
Please send us full information. 





Company Name 





Address 





State 





City 
Tel. Number 





Makes of cars currently handled 
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AUTOMOTIVE NEWS, SEPTEMBER 11, 1961 





Here’s the 
For Labor 


Outlook 
Peace 


(Continued from Page 2) 


the bargaining table “significant” | ferred arbitration rather than liti- 


and “substantial.” 

Reuther said “substantial prog- 
ress” had been made on broad 
economic issues, but that more 
time was necessary to discuss 
local issues. 


Reuther said the progress made 
represented “real gains in terms of 
the needs of GM workers.” 

He said that he was not “free to 
divulge” details of the agreement. 
However, he did say that in reach- 
ing the agreement he “didn’t lose 
track of the important elements” 
gained at AMC. 

He said further sessions would 
be devoted to settling such national 
and local noneconomic issues as 
seniority, overtime, working stand- 
ards and representation. 

The UAW has scheduled a spe- 
cial GM national conference for 
Wednesday, at which time a com- 
plete report will be made on both 
the national and local agreements. 

* om * 


Union Salesmen Oppose 
Night, Sunday Operation 


SAN FRANCISCO. — Opposition 
of union salesmen here to a dealer 
proposal for night and Sunday oper- 
ation of new- and used-car sales 
outlets has spurred threats of 
Teamsters Auto Salesmen’s Union, 
Local 960, to organize salesmen in 
neighboring San Mateo County. 


It will be the third effort, the 
second by the Teamsters, to 
unionize sales employes of the 
Peninsula Automobile Dealers 
Assn., since World War II. 

An organizational drive by the 
Retail Clerks Internationa] Union 
two years ago led to certification 
as the salesmen’s bargaining agent, 
a spokesman for California Em- 
ployers’ Assn., the Peninsula dealer 
group’s labor relations representa- 
tive, said. 

However, union membership 
dwindled during protracted negoti- 
ations that failed to produce a mu- 
tually satisfactory contract and the 
drive collapsed, the spokesman said. 
An earlier attempt at organization 
by Teamsters also failed, he added. 

The organizational threat was 
made by Barney Apfel, union presi- 
dent, after San Francisco members 
had rejected 358 to 53 the proposal 
of the Motor Car Dealers Assn. of 
San Francisco. 

Both the union’s executive 
committee and stewards’ council 
had recommended acceptance of 
a 105-day trial of the plan to meet 
competition of nonunion sales- 
men on the Peninsula, selling 
cars nights and on Sundays. 


Following the membership’s re- 
jection, Apfel read a letter from 
Ellis Brooks (Chevrolet), employ- 
er’s labor committee chairman, in- 
dicating the association might in- 
stitute antitrust proceedings 
against the union for alleged re- 
straint of trade. 


Brooks said the association pre- 


Highway Deaths 
Off 4 Pct. in July 


CHICAGO.—July traffic fatalities 
dropped 4 percent from the total 
during the same month in 1960, de- 
spite the record July 4 weekend 
death toll of 509, the National Safe- 
ty Council reported. 

Traffic accidents claimed 3,310 
lives in July, the third consecutive 
month this year to show a decrease 
in deaths over the corresponding 
month of the previous year. During 
July, 1960, 3,450 were killed on the 
highways. 

The first seven months of 1961 
showed a 2 percent decrease in 
traffic fatalities. The council report- 
ed 20,290 motor vehicle deaths for 
this period compared with 20,620 
during the first seven months of 
1960. 
































the 
1958, when Edsel was introduced, 
then revived in 1959. The new Me- 
teor replaces a car by that name 
which was introduced 10 years ago 
in Canada as a companion of the 
Ford for Mercury dealers. It had 
distinctive styling and a slightly 
higher price tag than the Ford. 


gation on the issue, however. 


Dealer supporters among the 


membership argued the local could 
not advance until competitive con- 
ditions were equalized and all San 
Francisco area auto salesmen or- 
ganized. 

Opponents labelled the plan an 
uncalled for “strategic retreat” in 
union conditions. 

Many potential customers of San 
Francisco dealers live in neighbor- 
ing San Mateo County and San 
Francisco residents are attracted to 
Peninsula dealerships because of 
the longer operating hours and the 
short travel times and distances 
involved, proponents felt. 

Several union spokesmen said 
they felt dealers would make night 
and Sunday operations a strike is- 
sue when the present union con- 
tract expires in June, 1962. 

* * * 


Akron Mechanics Reject 


New Wage Proposal 


AKRON.—A strike by Local 762, 
International Assn. of Machinists, 
against members of the Akron 
Automobile Dealers Assn. entered 
its ninth week as the union turned 
down the association's latest offer 
to settle the dispute. 

The association’s offer, the third 
during the strike, included $2.575 
per flat rate hour effective Oct. 1, 
and another 8 cents effective 
July 1, 1963. 

The present flat rate is $2.50, 
with the customer labor charge 
pegged at $5.25. Mechanics now get 
45 percent of the customer labor 
charge and are angling for 50 per- 
cent or not less than $2.75 per flat 
hour. 

The association contends that if 
it accepts the union’s demand this 
“would tend to show collusion on 
the part of labor and management 
to fix consumer prices,” 

Although the union has struck 
only six dealers, other members of 
the 28-dealer association shut up 
shop with the contention that a 
strike against one “is a _ strike 
against all of us.” 

However, since then, two dealer- 
ships, O’Neil Ford Sales, Inc., and 
Lloyd Oliver Spot Motor Co. 
(Dodge), have settled with the 
union. Terms have not been re- 
vealed. 

A third dealership, Kemp Bros. 
(Lincoln-Mercury), has closed 
down for good because of the 
strike. Sixteen striking mechanics 
were affected by the move. 

Following the union’s rejection of 
the latest dealer offer, E. John 
Lehman, association secretary- 
manager, said, “I don’t see any 
settlement in sight.” 


Ford ae Cauts 


To Drop Monarch 


OAKVILLE, Ont.— Ford Motor 
Co. of Canada, Ltd., has dropped 
the name Monarch from its range 
of 1962 passenger cars. The Mon- 
arch was a modification of the 


Mercury. 


The company’s Ford dealers will 


offer the medium-price market a 


new series of the 1962 Ford Gal- 


axie. Mercury dealers will serve 
that market with the 1962 Mercury. 


The 1962 Mercury-Meteor-Comet 


line will include the newly designed 
Meteor developed under the code 
name “Canadian Y.” 


Ford dealers will also offer a 


new range of models, from the new 
Galaxie series to the compact Fal- 
con. This will include the newly 
designed Fairlane developed under 
the code name “Canadian X.” 


The Monarch was introduced in 
50s. It was discontinued in 








Cleanup 





Caper in Atlanta— 


In an effort to move 100 cars, Wagstaff Motors Co., Inc. (Plymouth), Atlanta, deco- 






rated its windows with tall signs reading “$100 + Invoice Sale of All 1961 Plymouths 


and Valiants. Ask Salesman to Let You See the Invoice." Gary Beams, general sales 


manager, reported a good response. 


NLRB Rejects Union Plea 
For Unit Bargaining 


(Continued from Page 3) 


meeting, and threatened them with 
reprisals for engaging in union ac- 
tivities. 

Vose recommended that the deal- 
ership cease these activities, and 
offer reinstatement and back pay 
to the discharged workers. Vose’s 
recommendations were submitted to 


S. Dakota Dealers 
Get Collection Aid, 


Group Insurance 


SIOUX FALLS, S. D.—(UTPS)— 
A new group insurance trust plan 
and a new collection system have 
been started among South Dakota’s 
auto dealers, 

The South Dakota Automobile 
Dealers Group Insurance Trust, 
organized recently by the South 
Dakota Automobile Dealers Assn.’s 
board of directors, offers life, health 
and accident insurance covering the 
dealers, their employes and their 
dependents, The policies are writ- 
ten by a nationally known firm. 

The following association direc- 
tors were named trustees of the 
group insurance trust: Paul Mc- 
Kean, Sioux Falls; Leon Miller, 
Winner; Henry Billion, Sioux Falls; 
Bill Edwards, Aberdeen, and Lou 
Vidal, Rapid City. 

The accounts-collection system, 
in which the dealer will pay a pro- 
fessional agency $2 for each col- 
lection, was recently endorsed by 
the state association’s board of di- 
rectors. 

The directors also have chosen 
May 6-7 as the 1962 convention 
dates and Sioux Falls as the site. 
It will be the 44th annual meeting. 

The board announced that nine 
district business management meet- 
ings will be held, starting shortly 
after the new-car showings, in the 
following towns: Yankton, Aber- 
deen, Huron, Pierre, Sioux Falls, 
Winner, Rapid City, Watertown and 
Mobridge. 

The state’s dealers are being re- 
minded at this time that they will 
each be required to file a $10,000 
surety bond before obtaining a 1962 
license. 





Ind. Assn. Names Davis 


To Head Defense Unit 


FORT WAYNE, Ind. — Hay- 
wood M. Davis, president, Davis 
Auto Co., Inc., has been named 
chairman of the Automobile Deal- 
ers Assn. of Indiana Committee 
on Defense. 


He said dealers, service stations 
and all other purveyors of motor 
vehicle transportation will be 
urged to lend assistance in keep- 
ing vehicles in dependable oper- 
ating condition; urging custom- 
ers to store emergency kits and 
emergency rations in their cars 
and to keep their gas tanks well 
stocked at all times; evacuation 
and route planning; mobilization 
of transportation, and conserva- 
tion of transportation equipment. 








the board’s national office in Wash- 
ington for a final decision. 


In other action, the NLRB has 
ordered a representation election 
among salesmen at Blair Chevro- 
let, Inc., New York. The salesmen 
will vote for or against Teamsters 
Local 868. 

A campaign by Local 1056, RCIA, 
to organize salesmen in the Los 
Angeles area, suffered another set- 
back when the union lost three 
more elections and requested NLRB 
approval to withdraw from a 
fourth. 

The union was defeated at Tom 
Ray Pontiac, Glendale, 4 to 4; Allen 
Gwynn, Glendale, 10 to 1, and 
Michelmore Motors (Volkswagen), 
Reseda, 3 to 3. 

The board granted the union’s re- 
quest to withdraw from a scheduled 
election among salesmen at Gian- 
era Pontiac, Glendale. 

Under NLRB rules in event of 
withdrawals, the union cannot ask 
for another election at the dealer- 
ship before six months. 





Frigikar Hikes Facilities 
For Transportation Units 


DALLAS. — Frigikar Corp., de- 
velopers of automobile, truck-cab 
and bus air conditioning, plans to 
enlarge its pro- 
duction facilities 
here to permit 
broad expansion 
of the company’s 
transport refrig- 
eration adjunct. 

President Bert 
J. Mitchel] re- 


olutionary, low- 

priced, hig h-ca- 

. pacity cargo re- 

H. 0. Kirkpatrick frigeration units” 

will be in production at Frigikar 
within 90 days, 

Henry O. Kirkpatrick has been 





named vice-president and manager | ,. 


of the expanded department, he 
said. 


“We consider ourselves most for-| # 


tunate that Kirkpatrick has 
joined Frigikar’s executive staff,” 
Mitchell said. “His knowledge in 
this highly specialized field, gained 
through many years of experience 
in the engineering and administra- 
tive phases of transport refrigera- 
tion, has already proved invaluable 
in the development of our new, 
upgraded concepts of zero hauling 
systems.” 

Two of the company’s initial mo- 
bile refrigeration models, proto- 
types of which are now nearing 
completion under Kirkpatrick’s di- 
rection, were described by Mitchell 
as a relatively low-priced, high-ca- 
pacity unit for city delivery trucks 
in the medium temperature range 
and a trailer unit suitable for main- 
taining down to minus-20 degrees 
in properly insulated trailers. 

Other Frigiking refrigeration 


=|Romney Moves 


vealed that “rev-| | 




















































To Improve Ties 
With Customers 


(Continued from Page 2) 


been fixed, It is therefore prema. 
ture to make any public com. 
ment.” 

There was dealer conjecture 
however, that the biggest cuts 
might be applied to the Ambag. 
sador, which in 1962 shares the 
Classic’s 108-inch wheelbase an 
general dimensions. 

Dealers were praised by Romney 
in the service job they have done 
during the past three years. Hp 
said service complaint letterg to 
the factory represented 15 percent 
of all mail received during 1959, 
In 1960, this dropped to 13.3 per. 
cent, and in 1961, thus far, to only 
10.8 percent of letter writers com. 
plaining about service. 

“Owner loyalty is our most pre¢j- 
ous asset,” Romney said, urging 
dealers not to forget that they 
could also develop loyalty in sell- 
ing used cars. 

Reviewing the Rambler sales 
story and production history, he 
noted that for 38 consecutive 
months sales showed an improve- 
ment. When last year’s recession set 
in, Rambler sales “slipped some- 
what,” he said. 

Romney said that immediate 
steps were taken to maintain 
AMC’s position by creating a 
“Customer Quality Assured De- | 
partment” and by keeping pro- 
duction costs down to an ab- | 
solute minimum, among other 
steps. 

“Increased public awareness of 
economy cars is a strong factor in 
our favor,” he said. “Since we have 
the best product value in any field 
of compacts, there is no reason why 
we cannot sell 500,000 cars.” 

Dealers attending the preview in 
McCormick Place were from the 
Milwaukee, Kansas City, Minnea- 
polis, Chicago, Cleveland, St. Louis, 
Detroit and Cincinnati zones. 

A dealer preview was held later 
last week in New Orleans. Others 
will be held this week in Atlantic 
City and next week in Oakland. 
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Quality Olds in New Home ig 
KANSAS CITY.—Quality Olds-§ go; 
mobile, Inc., has opened its new 
sales and service center at 600 State): 
Ave. in downtown Kansas City. oa 
‘ CE 
models in the production stage and } DI 
on the drawing board will have ap- | DI 
plications to railroad reefer cars, ) DC 
trailer-on-flat-cars, perishable i 
cargo containers and trucking IN 
fleets, he said. M 
There will eventually be 45 differ- § st 
ent models, he said. Wi 
Ww! 
MI 
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Cut Stoppers— 

Use of shredded wire undertread help} 
off-the-road tires resist cuts and curb 
growth of any cuts that do occur. The 
new undertread has been made a stand- 
ard part of the larger sizes of off-the-road § 
tires produced by Goodyear Tire & Rubber 
Co, Lying between the tire's fabric body 4 
and outer tread, the rubber undertread | 
contains millions of tiny pieces of builtin) 
wire. Pencil points to the shredded wire 
undertread in a cross section of a tire. 
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mileage for transmission oil and 
axle grease changes from 20,000 to 
32,000 miles—same as for chassis 


lubes. 


A simplified electrical wiring 
system incorporates protected 
printed circuit and a bulkhead 
multi-circuit wiring connector on | more compact, lighter and more 
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Chrysler Previews ’62 Models... 


Townsend Pledges Dealer Help 


the ’62s. A new reduction gear | durable and reduces steering effort, 


starting motor, first of its kind 
in the industry, will be standard 
equipment on al] Chrysler Corp. 
cars. The new unit increases en- 
gine starting reliability and is 
about one-half the size of the 
previous starter, said Ackerman. 


A new manual steering gear is 


Car, Truck Output Estimates 


By Automotive News 


PASSENGER CARS 
(U. 8. PRODUCTION ONLY) 


Week 
Ended 
Sept. 9, 


1961 
AMERICAN MOTORS 





Rambler’ ........:..:.:::00000 3,600 
CHRYSLER CORP.** .. 7,285 
Chrysler-Plymouth 
TRVIREOT ices cescccesccevees 4,975 
Chrysler’ ...........:.00000 1,400 
Imperial ..............-4 275 
Plymouth. .................. 1,800 
NE © 5cssskseovtensveeesees 1,500 
Dodge Division .......... 2,310 
Dart-Polara. ............ 1,395 
NS ROTO 915 
FORD MOTOR. .............. 26,046 
Ford Division. ............ 19,856 
NIN Ssccuncsinscesidibceses 10,073 
IIRL cscsccdvessectiovetess 8,368 
Thunderbird. ............ 1,415 
L-M Division ............... 6,190 
RMI, sajasceasiccsctivneves 605 
Mercury Comet ...... 3,660 
Mercury Monterey... 1,925 
GENERAL MOTORS .. 47,430 
Buick Division ............. 5,402 
Buick (Std.) ............ 3,680 
Special 
Cadillac 
Chevrolet Division .... 26,300 
RMI a ivcisedvessessbaccons 5,500 


Chevrolet (Std.) .... 20,800 
Oldsmobile Division .. 5,740 


DEMME dns sipvensvedectnscbedseus 1,280 
Oldsmobile (Std.) .. 4,460 
Pontiac Division. ........ 7,300 
Pontiac (Std.) ........ 5,000 
MIE os csccssrvssessconee 2,300 
S-P CORP. 
i  sccesavensedeebes 1,980 
CHEORBDR. ..........0...0esces0000 80 





Total Cars, U. S.**.... 86,421 


Same 
Week, 
1960* 


3,868 
17,409 


8,938 
1,461 
456 
3,792 
3,229 
8,319 
5,253 
3,066 
25,877 
20,001 
8,519 
9,957 
1,525 
5,876 





52,753 


**Totals for 1960 include DeSoto production. 


COMMERCIAL CARS 
(U. S. PRODUCTION ONLY) 


Week 

Ended 

Sept. 9, 
1961 





Total Trucks, U. S..... 20,102 
Total Cars, Trucks, 
U. Ss. 


CANADIAN PRODUCTION—CARS 
Week 





Ended 
Sept. 9, 

. 1961 
CHRYSLER CORP. .... 685 
FORD MOTOR. .............. 550 
GENERAL MOTORS .. 2,200 
' AMERICAN MOTORS 110 
BEMIOIRP, .......scssscscoseseeee 105 
Total Cars, Canada... 3,650 
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CANADIAN PRODUCTION—TRUCKS 





Week 

Ended 

Sept. 9, 

1961 

CHRYSLER CORP. .... 100 

FORD MOTOR .............. 300 

GENERAL MOTORS .. 460 

INTERNATIONAL ...... 185 

Total Trucks, Canada 1,045 
Total Cars, Trucks, 

NN as 4,695 

Grand Total, 


Cars and Trucks, 


U. S. and Canada....111,218 67,284 118,878 271,723 5,804,579 4,456,660 
"Revised. 





Same 
Week, 
1960* 
4,040 
10 
42 
827 
3,760 


318 
29 
1,269 
78 





13,152 
65,905 


Same 
Week, 
1960* 
555 
495 
38 





1,088 


Same 
Week, 
1960* 


719 





1,379 


Week Jan. 1 dan. 1 
Ended Total To To 
Sept. 2, Output, Sept. 10, Sept. 9, 
1961* August* 1960* 1961 
2,983 3,643 333,291 225,195 
8,739 9,940 755,803 359,765 
5,844 6,985 436,428 243,588 
1,400 2,004 60,120 57,563 
2719 293 9,894 4,753 
2,269 2,457 178,732 107,292 
1,896 2,231 187,682 13,980 
2,895 2,955 302,617 116,177 
1,749 1,610 288,078 87,702 
1,146 1,345 14,539 28,475 
25,335 86,322 1,265,979 1,090,716 
19,057 70,520 1,021,065 878,985 
8,818 37,356 350,467 341,252 
8,552 27,996 601,414 478,791 
1,687 5,168 69,184 58,942 
6,278 15,802 244,914 211,731 
692 1,734 13,194 19,407 
3,176 10,243 124,486 124,178 
2,410 3,825 107,234 68,146 
51,611 89,738 2,197,295 1,723,124 
6,151 12,232 185,777 170,237 
4,362 8,787 184,072 113,951 
1,789 3,445 1,705 56,286 
3,068 4,653 109,938 97,394 
27,634 41,865 1,336,015 1,037,885 
6,399 10,796 170,651 226,834 
21,235 31,069 1,165,364 811,051 
7,176 «13,828 257,500 193,091 
1,690 3,445 1,835 41,541 
5,486 10,383 255,665 151,550 
7,582 17,160 308,065 224,517 
5,295 11,583 308,065 147,411 
2,287 CPE Secctrstie 77,106 
2,315 5,623 713,981 37,591 
115 455 5,068 3,905 








91,098 195,721 4,631,417 3,440,296 














Week dan. 1 Jan, 1 
Ended Total To To 
Sept. 2, Output, Sept.10, Sept. 9, 
1961* August* 1960* 1961 
8,042 18,692 278,977 228,726 
38 112 2,076 1,228 
66 256 2,507 1,599 
1,607 4,044 51,370 45,677 
6,495 23,236 252,997 232,422 
1,520 4,807 18,079 48,499 
2,736 tgate 90,332 98,055 
245 1,129 10,957 74,093 
262 564 9,910 4,631 
326 1,306 12,041 11,681 
2,624 7,767 95,749 78,057 
97 446 3,273 3,317 
24,058 70,136 888,268 760,985 
115,156 265,834 5,519,685 4,201,281 
Week dan. 1 dan. 1 
Ended Total Toe To 
Sept. 2, Output, Sept. 10, Sept. 9, 
1961* August* 1960* 1961 
559 439 34,065 28,945 
273 181 68,159 63,123 
1,685 2,951 126,104 110,218 
esrandensh. . Webenese= ol.” gateeaeeek 4,278 
32 11 3,666 3,430 
2,549 3,582 231,994 209,994 








Week Jan. 1 Jan, 1 
Ended Total To To 
Sept. 2, Output, Sept. 10, Sept. 9, 
1961* August* 1960* 1961 

80 160 3,960 4,459 
343 154 14,987 12,174 
531 941 25,560 20,568 
219 452 8,393 8,184 

1,173 2,307 52,900 45,385 
3,722 5,889 284,894 255,379 















he said, 


Development of the new trans- 
mission and starter, plus reloca- 
tion of the engine farther forward, 
has permitted transmission floor 
pan tunnels to be reduced in size 
in all lines for 1962, , 

Self-adjusting brakes, introduced 
in 1961 on the Valiant and Lancer 
models, will be extended to in- 
clude Plymouth and Dodge models 
for 1962. The servo-contact brakes 
adjust automatically during re- 


verse stops, 

A NEW power brake system 
which gives the driver more 

power assist for emergency brak- 

ing will be introduced on the ’62 

Plymouth, Dart, Dodge Polara 500, 

Chrysler and Imperial. 

Full unit construction on Plym- 
outh and Dodge lines provides a 
30 percent gain in beam strength, 
said Ackerman. 

Other engineering improvements 
include: 

A new, more accessible fuse box, 
similar in principle to household 
boxes, with sockets clearly marked 


* * * 


11, 1961 


with the amperage rating and the 
appliance which it serves. 

Anti-glare headlamps with added 
shielding inside the lamp to stop 
light reflections from road surfaces 
and fog which could be dangerous 
to the driver in bad weather. The 
additional shielding also curtails 
reflections from bumpers. 

An optional aluminum block six- 
cylinder engine for Valiant and 
Lancer cars. 

“Each of Chrysler Corp.’s ’62 of- 
ferings is readily identifiable and 
readily understood as the right car 
to fill a given set of automotive 
needs,” Quinn stated. 

* * * 
/FpePc= General Manager Byron 
J. Nichols said 141 basic models 
are available in the ’62 line, includ- 
ing conventional, LCF, forward 
control, four-wheel-drive, school 
bus chassis and tandem units, 

One highlight of the ’62 Dodge 
line is a compact half-ton forward- 
control chassis featuring a 104-inch 
wheelbase and a maximum gross 
vehicle weight rating of 5,100 
pounds. The new unit is available 
with either of Dodge’s six-cylinder 
gasoline engines—the 225-cubic- 
inch model developing 140-horse- 
power or the 170-cubic-inch version 
producing 101 horsepower. 

Nichols said the new Dodge 

line includes 11 gasoline engines 
ranging in horsepower from 101 


September Output Hinges on Labor Peace... 





Makers Aim 


for 500,000 


(Continued from Page 1) 


turned out a week earlier, but well 
above the corresponding week a 
year ago when 13,152 trucks were 
built. 
Truck production in August to- 
talled 70,113 units, compared with 
88,352 commercial vehicles built 


Late Changes 
In Personnel 
At the Factories 


(Continued from Page 8) 


Pittsburgh; Joe Knox, Atlanta, 
Charlotte, Jacksonville and Mem- 
phis; Albert Chakmak, Chicago 
and St. Louis; W.. J. McConnell, 
Minneapolis, Milwaukee and 
Omaha; M. L. Tinsley, Dallas, 
Houston, Kansas City and Okla- 
homa City; Robert W. O’Brien, San 
Francisco and Portland, and R. P. 
MacDuff, Los Angeles and Denver. 
oK 


* of 
Willys 

James A. Currie has been pro- 
moted to the newly created posi- 
tion of director of corporate plan- 
ning for Willys Motors, Inc. He 
will be in charge 
of vehicle pro- 
gramming, pro- 
duction schedul- 
ing, and various 
other planning 
and administra- 
tive functions. He 
also will serve in 
a liaison capac- 
ity with the ma- 
jor Willys over- 
seas affiliates. 

Currie, who 


James A. Currie 
had been manager of sales admin- 
istration, started in the automobile 
business with the Kaiser interests 
at Willow Run in 1946. 

* * * 


Chrysler Corp. 


Appointment of Keith P. Maz- 
urek as general manager of Chrys- 
ler Corp.’s Export-Import Division 
has been announced. 

In his new position, Mazurek is 
responsible for product planning 
and engineering, finance, U. S. 
sales, supply, personnel, and manu- 
facturing engineering services in 
the Export-Import Division. 

From 1951 until 1959 he held 
various responsible engineering 
and manufacturing positions with 
Chrysler Corp. of Canada, Ltd, He 
returned to the parent company 


in 1959 as a staff executive in the 


international operations group. In 
1960, he became manager of manu- 
facturing and supply for the 
Export-Import Division, the posi- 


tion he held until hig present ap- 


pointment, 


in July, and 64,397 units produced 
during August a year ago. 

Schedules also were being stepped 
up last week in Canada as car out- 
put outstripped the previous week 
despite the loss of a workday due 
to the Labor Day hiatus. 

Output in Canada last week to- 
talled an estimated 3,650 cars and 
1,045 trucks, compared with 2,549 
cars and 1,173 trucks a week ear- 
lier. During the week ended Sept. 
10 a year ago, the Canadian makers 
turned out 1,088 cars and 291 trucks. 

Output in Canada during August 
totalled 3,582 cars and 2,307 trucks, 
compared with 18,661 cars and 3,660 
trucks produced in July, and 2,607 
cars and 1,873 trucks built during 
August a year ago. 

ok of * 


Groundbreaking Slated 


Sept. 19 for 2 GM Plants 


DETROIT.—Ground will be brok- 
en Sept. 19 for the new Chevrolet 
and Fisher Body assembly plants at 
Fremont, Calif., according to Ed- 
ward N. Cole, Chevrolet general 
manager, and E. C. Klotzburger, 
Fisher Body general manager, both 
of whom will speak. 

With completion scheduled for 
July, 1963, the plants will be located 
on a 392-acre site approximately 24 
miles southeast of Oakland and 17 
miles north of San Jose. 

Cars and trucks will be built at 
the Chevrolet plant, with the Fisher 
plant assembling the car bodies. 

Chevrolet also announced a mul- 
timillion-dollar expansion of its 
Parma (O.) plant, producer of Pow- 
erglide automatic transmissions, 
will be started shortly. 

Two additions comprising 162,000 
square feet will increase the plant’s 
size by 10 percent, the company 
added, and will be used for produc- 
tion of sheet-metal parts as well as 
for storage and shipping. They are 
scheduled for completion in Sep- 
tember, 1962, the firm said. 





Buy 1962 Ford Now, 


Burns Urges Prospects 


LOUISVILLE. — Burns Ford, 
Ine., advertised the sale of 1962 
models on Sept. 1, but there was 
no promise of delivery prior to 
the official dealer announcement 
date—Sept. 29. Burns said it 
would order a ’62 model for any- 
one who couldn’t find the ’61 
model he wanted. 

“You will be trading your used 
car on today’s high market and 
you will then take advantage of 
any decline in the value ef used 
cars between now and the time 
your new 1962 Ford arrives,” the 
company said. 
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to 228. Seven diesel engines are 

offered, ranging from 160 to 250 
in horsepower. 

Gross vehicle weight ratings on 
the new trucks range to 53,000 
pounds and gross combination 
weight ratings to 76,800 pounds. 

+ * * 

ANOtHES highlight of the new 

Dodge truck line is the Motor 
Home, one of the latest innovations 
in the camping-travelling field. De- 
signed and built by Frank Motor 
Homes, Inc., Brown City, Mich., 
on a Dodge P-300 chassis, the 
Motor Home features a 200-horse- 
power V-8 engine with a three- 
speed automatic pushbutton trans- 
mission. 

The unit is available in three 
lengths—20, 23, and 26 feet, It has 
an interior ceiling height of 6 feet, 
3 inches and an exterior height of 
8 feet, 7 inches. It is 7% feet wide. 

Peter Nunez, Simca sales man- 
ager, said Simca will seek a larger 
share of an import market that will 
continue strong in 1962. 

He added that market projections 
indicate that imported cars will re- 
main strong in 1962 and 1963, and 
then level off at about 300,000 units 
annually. About 370,000 imports will 
be sold in the United States this 
year, he predicted. 

“We will be aided by the new, 
more powerful Simca ‘5’ economy 
sedan which goes on sale Sept. 27 
and by an expanded dealer body 
and field sales organization,” Nunez 


said. 
* * * 


Simca Economy Sedan 


Goes on Sale Sept. 27 


DETROIT.—Simca’s 1962 econ- 
omy sedan will go on sale Sept. 27, 
according to Peter Nunez, general 
sales manager for the United 
States. 

Simca began showing the new car 
to its dealers and field personnel at 
a meeting which opened here last 
week. Regional dealer meetings will 
follow. 


New 
PORTION 
TYPICAL 


ANTIGLARE CAP 
= 






MEAOLIGHT BEAM 
LIGHT RAYS 


BUMPER —— o> Yr 


Improved Headlights— 


Antiglare headlights are said to pro- 
vide greater safety and nighttime visibil- 
ity for 1962 Chrysler Corp. cars. The fila- 
ment caps which have been used on 
sealed-beam headlights for a number of 
years to eliminate stray upward rays of 
light have been improved for 1962. The 
caps have been enlarged to reduce the 
unwanted downward rays which reflect 
off bumpers and shiny surfaces ahead of 
the lights which can create serious glare- 
back in foggy weather. 


2 Pct. Dip Noted 
In’60 Pay of Top 


Auto Executives 


NEW YORK.—The pay of chief 
executives in the automotive indus- 
try fell 2 percent in 1960, reflecting 
a drop of 12 percent in profits, ac- 
cording to the seventh annual sur- 
vey of executive compensation pre- 
pared by McKinsey & Co., Inc., 
management consultants. 

The survey covers compensation 
of the most highly paid four men 
in 587 representative companies in 
25 industry groups. Top manage- 
ment pay in all industries was un- 
changed in 1960 foilowing an in- 
crease of 8 percent in 1959, 

In 1959, when profits of the 31 ve- 
hicle manufacturers and automo- 
tive parts suppliers representing 
the automotive industry were up 95 
percent, the compensation of their 
chief executives rose 27 percent. 

Other distinguishing compensa- 
tion characteristics of the automo- 
tive industry: 

In the larger companies, the top 
man gets substantially more money 
in relation to sales than in other 
industries. 








L. P. Fisher, 73; 
Was Body Builder 
And GM Oficial 


DETROIT.—Lawrence P. Fisher, 
one of the seven famed brothers 
who founded the Fisher automotive 
empire and a longtime General Mo- 
tors executive, 
died here Sept. 3 
at the age of 73. 
He had been a 
GM director since 
1924. 

Mr. Fisher, who 
learned the car- 
riage and body- 
making business 
in his father’s 
shop in Norwalk, 
O., came to De- 

L. P. Fisher troit at the age of 
20 and joined Fisher Body Co., 
which had been incorporated by 
two of his older brothers and his 
uncle. 

He exhibited talent as a produc- 
tion man and moved up rapidly. 
GM purchased a majority interest 
in the firm and in 1926 bought the 
entire business for $208 million and 
made it a GM division. 


Mr. Fisher had been appointed 
to the GM Executive Committee in 
1924 and in 1925 was elected a GM 
vice-president and named president 
and general manager of Cadillac. 
He was then 38 years old. 

As president of Cadillac, Mr. 
Fisher doubled the division’s busi- 
ness in his first two years at the 
helm. In 1927, he introduced the 
La Salle and in 1930 brought out 
the V-12 and V-16 Cadillac. He was 
also credited with being directly re- 
sponsible for many GM styling de- 
velopments. 

He remained at the head of Cad- 
illac until 1941. He then headed the 
Fisher Body Division until 1944, 
when he and three of his brothers 
who held executive positions with 
GM broke off their relationships 
with the corporation. Their action 
aroused much speculation but no 
reason was ever given. 

Meanwhile, the Fisher brothers 
had developed other financial inter- 
ests, building an industrial and fi- 
nancial empire that as early as 1929 
was believed worth $3.5 billion. In- 
cluded was Detroit’s Fisher Build- 
ing, the National Bank of Detroit 
and a number of small manufactur- 
ing companies. 

Mr. Fisher had been ill since July, 
when he was stricken while enter- 
taining Dwight D, Eisenhower and 
the former president’s brothers at 
his fishing lodge in Northern Michi- 
gan. 

Survivors include four of his 
brothers: Charles T., William A., 
Edward F. and Alfred J. 

Among GM officials attending 
funeral services was Alfred P. 
Sloan jr., honorary chairman. 

om * ok 


Hugh Dean, 72; Ex-Chief 


Of GM Manufacturing 


DETROIT.—Hugh Dean, 72, who 
retired in 1952 as vice-president in 
charge of the manufacturing staff 
of General Motors, died Sept. 2. 

A resident of suburban Farming- 
ton Township, Mr. Dean started 
with GM in 1915 as a laborer in the 
Buick plant. He became general 
manufacturing manager of Chevro- 
let in 1945 and was elected a vice- 
president in 1949, 

* 





* * 


William F, Campbell 

MEMPHIS.—William F. Campbell, 45, 
general sales manager and supervisor of 
the Hull-Dobbs Co. auto chain, died Aug. 
22 of an apparent heart attack following 
an auto collision, Former operator of Gor- 
don-Campbell Co., he had started to work 
for Hull-Dobbs two weeks earlier after a 
rest following a previous heart attack sev- 
eral months ago. 
* * * 


Vincent Whetstone 
SEATTLE.—Vincent Whetstone, 48, Seat- 
tle zone manager for Chevrolet, died Aug. 
27. He joined Chevrolet more than 20 years 
ago in Los Angeles and had served in Oak- 
land, Calif., before coming here. 
* * 


Robert Eugene Johnson 
NEWARK, N. Y.—Robert Eugene John- 
son, an auto dealer died Aug. 27 as a re- 
sult of injuries suffered in a boating acci- 
dent Aug. 12. 
* . © 


Fred G. Morganstern 
READING, Pa.—Fred G. Morganstern, 


Obituaries 


53, president, Fred Morganstern Chevrolet 
Corp., died Aug. 3. He had been a Chevro- 
let dealer for 35 years, six of them in 
Wilkes-Barre. 




































* * * 


Harry D. Capron 
NORTH ADAMS, Mich..—Harry D, Cap- 
ron, 80, an auto dealer, died Aug. 28. 
* * * 


Arthur G. Carlson 
JENKINTOWN, Pa.—Arthur G. Carlson, 
66, owner of Carlson Motors, Inc., died 
Aug. 23. 


oe ee 
H. Belden Joseph 
NEW YORK, — H. Belden Joseph, 70, 


vice-president, Outdoor Advertising, Inc., 
died Aug. 23, At one time he was adver- 
tising manager for Kelly Springfield Tire 
Co. 

* * * 


Ben L. King 
DAYTON. — Ben L, King, a used-car 
dealer here 30 years and secretary of the 
Miami Valley Automobile Dealers Assn., 
died Aug. 31. He was 55. 
* * * 


Thomas P,. McDonagh 
LA PLATA, Md.—Thomas P. McDonagh, 
70, an auto dealer from 1923 until his re- 
tirement in 1957, died Aug. 30. 
* * * 


Walter P. Gockel 

CLEVELAND.—Walter P. Gockel, a for- 
mer Oldsmobile dealer in suburban Shaker 
Heights and a past president of the Cleve- 
land Automobile Dealers Assn., died Aug. 
30 at the age of 60. He also had aviation 
and real estate interests. 

* * 


Thomas Irvine 
SEATTLE.—Thomas Irvine, 60, manager 
of Commercial Automotive Service, died of 
a heart attack recently. 
* * * 


Windsor A. Taylor 
MASSENA, N, Y.—Windsor A. Taylor, 
71, retired Ford dealer in this village, died 
Aug. 27. The business was sold to Dar 
Motors in 1959. 
o * + 


Andrew T. Davis 
FLAGSTAFF, Ariz.—Andrew T. Davis, 
53, general manager of Cheshire Motor Co. 
here and in Williams, Ariz., died. 
2 + . 


Storm McDonald 
HEBER CITY, Utah.—Storm McDonald, 
president of Heber Motor Co. (Chevrolet), 
died Aug. 24. He was a former director of 
the Utah Automobile Dealers Assn. 
+ * 


B. C. Bateman 
MARION, N. C.—B. C, Bateman, 76, 
owner of the first auto ever to be operated 
in McDowell County, died recently in Dan- 
ville, Ill. 
2 * * 


William T. Payne 

BOONE, N. C.—William T, Payne, 58, 
who had been with Winkler Motor Co. 
(Ford), died Aug. 20 in Winston-Salem, 
N. C. Winner of a number of Ford Motor 
Co. awards for outstanding salesmanship, 
he was with Plymouth-Chrysler and Chev- 
rolet deals before joining Winkler. He once 
was co-owner of the Chevrolet outlet in 
Boone. 

2 e 2 


Emile L. Poirier 
MANCHESTER, N. H.—Emile L. Poirier, 
50, who was service manager for the former 
Fitch Motor Co. here, died Aug. 28. 
* + * 


Edward J. Meyer 
ERIE, Pa.—Edward J. Meyer, 72, a for- 
mer Erie auto dealer, died Aug. 30. He 
held the first Chevrolet dealership in Erie 
and later had a Rickenbacker dealership. 
In later years, he was employed by Erie 
Coach Co, as a mechanic. 
* * * 
Philip C. Wilson 
BOSTON.—Philip C. Wilson, 55, past 


president of the Metropolitan Ford Dealers 
Assn, and president and treasurer of Lynn 


Motors, Lynn, Mass., died Sept. 1 in a 
Wolfeboro (N. H.) hospital. 
* > > 


Louis Del Papa 
GENEVA, N. Y.—Louis Del Papa, 64, 
retired auto dealer and garage operator, 
died Aug, 30. 
* * ® 


Harrison C. Berkeley Sr. 

CHARLOTTESVILLE, Va.—Harrison C. 
Berkeley sr., 80, who retired in 1947 as 
general sales manager of the Inland Manu- 
facturing Division of General Motors, died 
here Aug. 31, Mr. Berkeley joined Inland 
in 1929 and was appointed general sales 
manager in 1931. 












HELP WANTED 


SERVICE MANAGER—We want a serv- 
ice manager who is an organizer, sales- 
man and supervisor, We are a Ford 
dealership, five years old, in the most 
completely modern facilities in our metro- 
politan area (1,000,000—Southeast), We 
are a suburban dealership in THE grow- 
ing area. This man must be a ‘‘take 
charge guy’’ who can increase our serv- 
ice gross through volume, We are not 
looking for a _ service writer or shop 
foreman, but a service manager, Box 
2798, c/o Automotive News, Detroit 7. 


SERVICE MANAGER—35 or older, Ford 
experience preferred. Must be real mer- 
chandiser with ability to maintain high 
degree of customer satisfaction. We have 
the finest facilities in Detroit area. Top 
pay plus incentive to high caliber, sober 
individual. Must stand thorough investi- 
gation. Box 2791, c/o Automotive News, 
Detroit 7. 













































































New organization, Must be experienced, 
high caliber. Top pay and opportunity. 
Box 2807, c/o Automotive News, Detroit 7. 


SALES MANAGER—VW,. Southern Con- 


SALES MANAGER~—Well established Mas- 
sachusetts Plymouth dealer, 150 new cars 
annually, wants experienced man quali- 
fied to take charge. Must be good organ- 
izer and closer. 
compensation expected, 

Automotive News, Detroit 7. 










Now available a course on Auto Sales by 
Dick Munro. Endorsed by 9 Auto Editors. 
Three vols. $20.00, Money back guarantee. 
Free details, write Westminster Auto Sales 
Consultants, 
borough, Ontario, Canada. 
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necticut Volkswagen dealer has position 
available for top man with record of 
accomplishment to assume manager’s re- 
sponsibilities. Automotive management 
experience prerequisite. If your present 
job offers you limited opportunity, we will 
discuss the possibility of an excellent 
career in a progressive and well estab- 
lished business. Salary open—liberal for 
the right man. Good fringe benefits. All 
replies confidential. Blanchard-Pray Au- 
tomobile Corp., 212 W. Putnam Ave., 
Greenwich, Connecticut, 

























Send résumé including 
Box 2776, c/o 





Auto Salesmen 
Wanted Everywhere 







Dept. A-I, Box 130, Scar- 
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HELP WANTED HELP WANTED POSITION WANTED 
eS | tenn 
SALESMEN for large national distributor |TRUCK LEASING EXECUTIVE—Volume ui 
of automotive aoe —_ a ae re — on ae — excellent record 
STATE SALES conn, Herth "Dakota, ‘Texas, Wissonsin, | progressive organination. lsnecptionss i 
MANAGERS Illinois, Indiana, Michigan, Tennessee, ministrator for both office and operations 
Mississippi and Florida. Preferably those as well as sales managem2nt. Compengg. a 
‘ 3 p acquainted with parts managers, Earn- tion desired—low five figures. Box 2793, B 
A midwestern company with a vast line of ings $10,000 per year and up. Box 2792, c/o Automotive News, Detroit 7. 
parts, hardware and accessories — sales c/o Automotive News, Detroit 7. EX - STUDEBAKER - PACKARD deala 
proven over 10 years—needs men in wants to help other dealer make profit— 
Indiana, Ohio, Illinois, Kentucky, Tennes- and buy-in with it. 150-250 car deal, - 
see, Minnesota, Arkansas, Kansas, lowa = cadens ancpetinn. We substan. D 
and Missouri to develop a clientele in his 2801 3/6 musmeisies Haves. Detroit on 
own state among Ford and Chevrolet ra recreate eee enter 
* NEED EXPERIENCED HELP? 32 
dealers, Must be a working Sales nee old, 14 years’ experience in accounting, 
ager capable of operating his own ter- sales and parts. Can relieve dealer of 
ritory in addition to hiring and supervis- pressure. Prefer GM. Write Box 2803, 
ing other salesmen on a statewide basis. c/o Automotive News, Detroit 7. ‘id 
Top commissions plus complete protection SALES MANAGER: Sixteen years’ experi. 0 
and overrite. State your background in ence General Motors lines — Cadillac 
full and give a guestimate of your po- Buick, Oldsmobile, etc. Prefer Florida or 
MOTOR CAPITAL AUTOMOTIVE PROD- qusrantes reacts. Married and have dial 
oom ‘oe ne caiman Ave. De. || MANUFACTURERS’ REPRESENTATIVE | children. Sober and reliable. College and x 
: oan >= desires additional lines in automotive A. U. graduate, excellent wardrobe, 
troit 2, Michigan. scoessoriea, oe. and a oe Couna a as ene we, it you 
central an western ew York an ave plane—hold airline rating over 
northern Pennsylvania. Have good fol- 14,000 hours. Position must be permanent 
lowing and can furnish best of refer- with future. Age 49. Available immedi- 
CHEVROLET NEW CAR SALES MAN- 
AGER WANTED: Chevrolet dealer in ea baat rg § — ome Park, New ae Geuan , 2808, c/o Automotive Di 
suburban community within 60 miles of rk, Gaylord 2. Mead. 8, : 
New York City requires a new-car sales 
manager. Sales now over 650 new cars HELP WANTED 
per year with potential of 800. Earnings ; 
now over $12,000 with proportionate in- ~~ 
crease with increased volume, Only ex- ol 
perienced Chevrolet sales personnel need 
apply. Apply in writing stating age and e ' 
experience, also attach photograph. State weMA 
present connection, which will be held ' 
confidential. Reply Box 2743, c/o Auto- : 
motive News, Detroit 7. c 
PARTS MANAGER — Volkswagen, Must 
have had experience in new car agency, . - 2 
ability to manage, maintain balanced in- Inte r-Office Com mun ication Fa 
ventory, sell and work with others. Lib- 
eral salary and commission plan. South- cal 
ern California. Box 2799, c/o Automotive Bre 
News, Detroit 7. . fin 
TO: Personnel Director ad 
Lo 
FUTURE DEALER ° e e ° the 
aint alee ie eh de san * will need several men with proven experience in jf ™ 
5). Make small investment and buy stock — | ° b h e e h f If 
with earnings in Northwest Pacific Coast|— supervising multi-branch operations in the near tuture. |§ tic 
preteen 700 planning. gs nave, piers Ne 
nagement an ressive sell- 2 . 2n° 
record oe ae Send oeeame witi|f{ Promotion will fill most of these positions. Have you |f — 
contact only you. Box 2786, c/o Automotive . - 7 FC 
News, Detroit 7. any candidates in your files for the remaining vacan- : 
; 
GENERAL SALES MANAGER. Large cies? 
single point Chrysler dealer, midwestern 
town of 350,000, offers salary $2,000 per . 
month plus 10% of net profit of new and General Operations Manager | 
used-car department. This inclides fi- 
nance reserves and factory bonuses. 5-7 ( 
thousand net per month based on 30 new - 
and 40 used sales. Total expense per 
month $15,000. Man hired for job will “ eo ie a F 
be expected to build and train sales force, |f¥ This and similar memos originate in departmental of- 
double = sales within one year. Only th 
well qualified man with proven record . o.e ‘ 
that will stand rigid investigation will fices of Ford Motor Credit Company 5 yim In addition | 
be considered. Write in full, Box 2775, ses i. po 
s/o Seas Byes, Set. to the men we need for supervising multi-branch oper- |. sir 
NEW YORK CITY—Service manager, Ram- i 3 - Inc 
bler experience preferred. Able to main-|f ations, there continue to be openings for: . 
tain customer and factory relations. The 
Previous man employed 12 years. Good lin 
pay. Reply Box 2797, c/o Automotive 
veer BRANCH MANAGERS 
TRUCK MANAGER—Unlimited opportunity sal 
to make money, build career. See Herb WwW: 
Estes, Ford dealer, Ann Arbor, Michi- OFFICE MANAGERS 
gan. Lal 
SALES REPRESENTATIVES : 
CAR LEASING MANAGER « 







FINANCIAL ANALYSTS 
CREDIT ANALYSTS 
INTERNAL AUDITORS 
ACCOUNTANTS 


These openings were brought about by growth. 
Growth means opportunity. What will YOU be doing 
two years from now? 


















Why not look into your own opportunities? Write 
today! All inquiries will be kept confidential. 














Ford Motor Credit Company 


Personnel Director 
Room 2086 







20000 Rotunda Drive Dearborn, Michigan 
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DEALER SERVICES 


Auto Bluebook 
for 
1961 & 1962 


POSITION WANTED 

a 
—TOMOTIVE SERVICE MANAGER, ex- 
Ee tenced. interested in a _ challenging 
ition of responsibility with an aggres- 
sive absorption-minded dealer, requiring 
personnel with ability to think at execu- 
tive or shirtsleeve level. Potential based 
on results in terms of service profit, Box 

2794, c/o Automotive News, Detroit 7. 

SERV! = MANAGER. Young, ambitious, 
ageressive, with twelve years’ success- 
ful management experience, desires to re- 
locate in Southwest or West Coast area. 
Best of references, Well qualified to take 
complete charge of volume service opera- 
tion, Box 2802, c/o Automotive News, 
Detroit 7. 

GENERAL SALES MANAGER available. 
Proven ability, best references. Age 32, 
good family man, sober habits, aggres- 
sive. Prefer Canada but will move to 
U. Ss. A. if necessary. Box 2777, c/o Au- 
tomotive News, Detroit 7. 

THASING MANAGER. Attention Florida 

caeee southwest dealers. Experienced sales 
manager, associated with profitable car- 
truck leasing corp., desires growth op- 
portunity. Will relocate. Box 2804, c/o 
Automotive News, Detroit 7. 

BUSINESS MANAGER - ACCOUNTANT, 
age 45, presently general manager—ac- 
countant Chrysler dealership, Résumé on 
request. Box 2800, c/o Automotive News, 


Detroit 7. 


DEALERSHIPS AVAILABLE 


ene een 
LERSHIP HANDLING FORD in the 
a with potential of 1,200 or more 


units annually. Profitable service opera- 
tion with excellent facilities. Reasonable 
lease. Buy only parts and equipment. 
Box 2795, c/o Automotive News, De- 
troit 7. 

OPERATING DEALERSHIP presently han- 
dling Buick, Opel, Studebaker Lark avail- 
able from an estate. Cape Canaveral 
area. Contact Vaughn & Waddell, Attor- 
neys At Law, Box 368, Melbourne, Flor- 
ida. 

AGENCY HANDLING LINCOLN, Mercury, 
Comet, Meteor, English Ford, within 50 
miles Denver. Trade area population 80,- 
000, college town, stable agricultural 
area. Dealer health problem, Box 2805, 
c/o Automotive News, Detroit 7. 

DEALERSHIP NOW HANDLING FORD. 
Potential 150 units, Sell on inventory, 
parts, appraisal of equipment. Northern 
Indiana. Retiring. Box 2771, c/o Auto- 
motive News, Detroit 7. 

OLD, SUCCESSFUL, PROFITABLE 
DEALERSHIP in New England college 
town for sale, Present franchise Chevro- 
let. Gross business over million dollars, 
Capital required $90,000. Box 2783, c/o 
Automotive News, Detroit 7. 


AVAILABLE SOON 


Facilities of well known Chevrolet Dealer, lo- 
cated for many, many years at a lucrative 
Brooklyn, N. Y. address. Premises consist of 


61 Volkswagens 
fine showroom, complete service facilities, 


adjoining Used Car display area and Parking Fully Americanized 


Lot. While we are only interested in leasing e 


the premises we feel certain the present deal- bs 
Immediate Delivery 


er will entertain proposition for equipment. 
* 


If you have the necessary dealer qualifica- 
tions please write Box No. I!, 3509 Broadway, 
Excise Taxes Paid 
MINIATURE VEHICLES 


New York 31, N. Y. 

277 Clinton Ave., Newark, N. J. 
N. J. phone: Bigelow 2-6161 
N. Y. phone: WHitehall 3-7390 


EX TAXI CABS 
CLOSE OUT SALE 


Only 50 Available 


1960 FORDS - $375.00 

1960 CHEVS - $475.00 

1959 LARKS - $275.00 
Standard Shift Only 


40 Dodges - 1960 - $475 


Automatic Transmission 
ALL PRICES F.O.B. N.Y.C. 


TAXI CAB CORP. 


58-01 Queens Bivd., Woodside, N. Y. 


CALL COLLECT 
OLinville 1-7171 


Mac Weber 


Gives you the wholesale costs 
of all Autos and Accessories 
in one 96 page book. 
Sent to you Quarterly 

for only ” 
Why pay $25-$50 for this same 


information. 
Keeps you up to date all year long. 


PLUS USED CAR VALUES 
And a Gold Mine of Selling Help 


State 
Enclosed is [7] Check 


MONEY BACK GUARANTEED 
Mail to: AUTO BLUE BOOK 
161 Tehama, San Francisco 3, Calif. 





TWO ESSENTIAL SERVICES 


INVENTORY SERVICE 


Parts, accessories and similar goods. 


APPRAISAL SERVICE 


Furniture—Equipment—Machinery—Tools 
For /Sell Agreements, Annual Fiscal 
taperla Tax, Banking and Insurance 
Write for free 
“Hidden Earning Power" booklet. 
AUTOMOTIVE INVENTORY & APPRAISAL CO. 
10040 Freeland Ave. Detroit 27, Michigan 
WEbster 3-6445 


CARS FOR SALE 





IMPORTANT NOTICE 


Dealers are cautioned that before 
purchasing any import automobiles 
or trucks, they should be sure to 
check the seller as to what, if any, 
excise taxes and duties have not 
been paid on the vehicles. 








FOR SALE: Wonderful opportunity. One- 
half of corporate partnership in estab- 
lished dealership handling Rambler. Lo- 
cated in metropolitan New York area. I 
am forced to sell my share due to other 
business pressures. Deal includes fifty 
percent interest in almost new, modern 
building and complete agency, Box 2784, 
c/o Automotive News, Detroit 7. 





FRANCHISE OPPORTUNITY 


The following Midwest states have metro- 
politan areas open to the right party de- 
siring a Renault franchise: Ohio, Illinois, 
Indiana, Michigan, Minnesota, lowa. 

The Dauphine, 4CV, Gordini and Caravelle 
lines are available to the party willing and 
able to provide quality representation in 
sales, service and parts. 

Write: Sales Manager, Renault Great 
lakes, 1000 South Wabash Ave., Chicago 
5, Illinois. 
Oe 


DEALERSHIP HANDLING GMC TRUCK 
in northwestern Illinois. Good truck area, 
800d service business, good chance for 
expansion on about three-acre tract. Box 
2785, c/o Automotive News, Detroit 7. 


ACTIVE PARTNER — Invest $10,000 to 
$25,000, Buick dealership, New Jersey. 
Profitable operation with excellent growth 
potential Box 2779, c/o Automotive 
News, Detroit 7. 


DEALERSHIPS WANTED 


FORD OR GM in Florida. Prefer small 
(150-200 planning potential). Am seeking 
an additional dealership, Will qualify ex- 
Perience and financial, Replies will be 
held in strictest confidence, Box 2806, 
¢/o Automotive News, Detroit 7. 


YOUNG MAN wants 300-600 new car Chev- 
rolet deal. Cash available, Your identity 
Protected. Box 2796, c/o Automotive 
News, Detroit 7. 


YOUNG, EXPERIENCED VW MAN wants 
to purchase authorized Volkswagen agen- 
cy—or opportunity to buy partnership in 
VW dealership. Cash available immedi- 
ately, Ready to do business at once. 
VOA approval assured, Box 2780, c/o 
Automotive News, Detroit 7 


DEALER SERVICES 


er 
! 1962 CARS 
Will your salesmen be . . . "organized" . . . 
© capitalize on this new market? Give the 
@ fresh new approach. We guarantee to in- 
crease the "productivity"’ of your men with 
Our "Self Management Work Plan" . . . 
or professional automobile salesmen. Send 
Usiness card or letter for FREE information. 
. R. Bailey Promotions, 891 King St. East, 
Hamilton, Ontario, Canada. 
Endorsed by five U.S.A. state 


dealer associations. 





1960 
FORD TAXICABS 


6 cylinder Fordomatic—$325. 





Unlimited quantity—465 this lot. Dis- 


count in lots of 12. Tires included. 





Cars drive anywhere. Will break up 
for parts in quantity for rebuilders. 


Milford Auto Wrecking 
70 S. WASHINGTON ST. 
MILFORD, CONN. 
Phone: TRinity 8-0645. 





CLASSIFIED WANT ADS 
BRING RESULTS 
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CARS FOR SALE 


clean 
used 
cars! 


you need ‘em 


HERTZ 


All in top shape, clean 
and sharp — real bell 
ringers! Chevys, Fords, 
Plymouths, Buicks, 
Cadillacs, Pontiacs. 
Sedans, hardtops, 
wagons and converts! 



















You name it, we’ve got 
it—in fast-selling colors 
— equipped with power 
steering, R & H, auto- 
matic transmission, 
many with power 
brakes — the works! 






1959 and ’60 models are 
now available at Hertz 
offices across the country. 


CALL 
THE HERTZ MANAGER 
IN YOUR CITY TODAY 






or write: Mr. I. E. Spatig 
The Hertz Corporation 
660 Madison Avenue 
New York 21, N. Y. 


BANK 


MUST DISPOSE OF 100 
LATE MODEL REPOSSESSIONS 
Prices below wholesale for 

immediate action. 


Write or Call 
STANLEY KLEINROCK 


1175 DeKalb Ave., Brooklyn, N. Y. C. 
Tel.: Glenmore 2-3310 


CARS WANTED 


CADILLAC LIMOUSINES and hearses— 
sharp, late models only. Franz Ridgway. 
BE 4-6611, 2836 N. E. Sandy, Portland 
12, Oregon. 





ASSOCIATED SOUTHERN BUYERS will 
buy for cash, $100,000 and up, fleet or 
finance company inventory, Adequate 
capital, expert appraisal, efficient trans- 
portation, Southern Buyers, Box 165, 
Summerville, Georgia. Call: 857-1491. 





NEW IMPORTS 
WANTED 


Any make, quantity, model. 
rite, wire or phone: 
Dan Schwartz or Larry Miller 
HOLIDAY MOTORS 
5015 Van Nuys Blvd., Van Nuys, Calif. 
Riangle 3-255! 
Factery authorized new-car cealer. 


DISTRESSED IMPORTED CARS wanted 
from dealers, distributors, finance insti- 
tutions. Any quantity. Boozer Motor Co., 
1401 Greensboro Ave., Tuscaloosa, Ala- 
bama. PLaza 9-4233, 
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MISCELLANEOUS 
WHY SETTLE FOR LESS... 


No Other Tow Bar 
Can Give You These 
Outstanding Engineering Features 


*CADALLOY STEEL CAST 
COUPLING HEADS LINED 
TO PROTECT CAR BUMPERS. 


PARTS FOR SALE 


LLOYD PARTS for all models, Complete 
stock, Fast service, Foreign Cars Corpo- 
ration, 1812 South Andrews Ave., Fort 
Lauderdale, Florida, JA 2-7491. 


LLOYD PARTS—complete stock, Prompt 
shipment. Greene County Motors, Cat- 
skill, New York, Phone: 2000. 


FRONT AND REAR FENDERS, hoods, 
front and rear bumper face bars for 1939 
through 1954 Chrysler Corporation cars. 
Standard Auto Co., 700 Walnut St., Mc- 
Keesport, Pennsylvania, 


BIG DISCOUNT on large stock obsolete 


ee ee Lincoln-Mercury nm. Cox 
ot Co., 418 N. Beach St., ayton 
Seedh, Fiorida. Phone: CL 3.5501. . *CADALLOY STEEL CAST 
CHEVROLET BODY JOB ‘‘tied up’’ for YOKES WITH HEAVY DUTY 


TUBULAR STEEL "Vv" 
SECTIONS TO RESIST 
STRAIN & STRESS. 


*Cadalloy Steel Castings 


Minimum Yield Point: 
46,000 Lbs. Per Square Inch 


lack of a critical panel or reinforce- 
ment? Try Bill White Chevrolet, Tulsa. 
$250,000 inventory perpetually controlled. 


PARTS WANTED 


WANTED: PARTS for 1941 Chrysler con- 
vertible, red interior plastic, red steering 
wheel. For 1937 DeSoto 4-dr. convertible, 
running boards, hub caps, door handles, 
trunk rack, R, R, fender. Sarnoff Sales 
Co., 1167 E, Park Ave., Vineland, N, J. 


® 
UNIVERSAL SWIVEL ACTION 
ON COUPLERS FUNCTIONS 
IN UNISON WITH SPRING 
SUSPENSION ON ALL CARS 

FOR SMOOTH & SAFE 
TOWING. 
° 


BOLTS, NUTS & WASHERS 
ARE USED TO MAINTAIN 
SNUG FIT OF ALL CONNECTIONS 


NO RIVETS TO LOOSEN AND 
CAUSE PREMATURE WEAR 


THE SUPERIOR 
BLUE CHIP 


TOW PILOT 


With Lubricated Automatic Brake 
and Brake Cable 


Dealers’ List Pri@, F.O.B. Factory. . .$69.80 


ACCESSORIES FOR SALE 





PORTABLE DUAL CONTROLS 


Recommended for Driver-Education Cars by 
the Auto-Industry Highway Safety Committee 
and by Chevrolet, Ford, Plymouth and Ram- 
bler for all their models, including compacts. 
Automatic transmission $25; standard $30. 
Money back guarantee, PORTABLE DUAL 
ice ROLS, INC., 1701 Balmoral, Detroit 3, 
ch. 





VINYL CONVERTIBLE TOPS, $30.25. 
Carpet floot mats, front and rear, $18.00. 
Headlining, $12.50. Willys Jeep tops, 
$72.20. Free Catalogue, BIG BUCK, 12 
Elliott St., Beverly, Mass. 


BUSES FOR SALE 


USED 
SCHOOL BUSES 


3—1957 Chev. V8 —54-pass. 








































1—1957 Chev. V8 —60-pass. ’ ; 

12—1956 Ford V8 —54-pass. ee eet bah eta Seer 
1—1956 Chev. 6 —54-pass. Standard plus 2 Large $52.35 
8—1955 Chev. 6 —54-pass. Adapter Gases Fed. Tax. Inc. 

oie ea Settee 

ev. 6 —54-pass. 
1—1954 Int. 6 snallibiiaane THE FAMOUS 
1—1951 GMC 6 —48-pass. MOTO-MATIC 










Rect cing” ca fi ta roplcnaaes TOW GUIDE 


With Universal Swivel Action! 
Four Clamp Hook-Up 


Phone: 
3-2414. 


Deolors’ List 7.0.8. Factory .......cs0... .80 

SEE PAGE 84 Dealers’ ose ae. beaseessaconnianes he 
for the nation's carn lly yA $44.85 
Adapter Clamps Fed. Tax. Inc. 


TOP AUTO AUCTIONS 





"ON THE BALL" 


TOW PILOT 


with *Cadalloy Steel Safety Coupler 


SHOP EQUIPMENT FOR SALE 


FOR SALE: One slightly used, completely 
equipped Bear Model 930 frame and 
front end machine, Equipment includes 


every piece made plus wall hangers and , Factory 

extra options, Retail price when new ee Set Dinsoone teint ab nas wtf 

$6,500—must sacrifice. Call Bodnar Mo- 5 Cele eee te Te 7 as 

tors, Van Wert, Ohio, BEnard 2-1040. Dealers = 2 $38.25 
ete meetin eeenerneennenann | Mia s 2 Large 

SHOP EQUIPMENT WANTED Adapter Clamps Fed. Tax. Inc. 

WANTED TO BUY: Porsche, VW and 

Alfa Romeo factory tools. Stoddard Im- 

ported Cars, Inc., 38845 Mentor Ave., 

Willoughby, Ohio, WH 6-1040. Substantial Discounts 





To Distributors 
Write for Illustrated Catalog 
PILOT DISTRIBUTING CO. 
Factory Sales Division 
BATTLE CREEK 9, MICH. 
Phone WO 2-5257 All Depts. 
“Leaders in the Industry 
since 1939" 


DISCOURAGED? 


Den't give up yet. A small ad in the 
Want Ad columns of Automotive News 
can help you locate that hard-to-get 
part—or that experienced service 
manager — or those used cars. 


Send your message across the nation 


through an 
AUTOMOTIVE NEWS WANT AD 











SS SS a eae 


New Subscription Order: 


Send Automotive News to Address Below 
U. S., Canada and U. S. Possessions 
One Year $9 [] or Two Years $16 [] 


All Other Countries — One Year $13 [] or Two Years $22 [J] 





AUTOMOTIVE NEWS, 965 E. JEFFERSON, DETROIT 7, MICH. 


POPPE HH HEHEHE HEHEHE HEHEHE EEE EE EHE HEHEHE EEE EEE EEEE EEE 


POSSESS HEHEHE EEE SEH EEE HEHEHE SESE EEE EEE EEE EEE HEHEHE EEE EEE 


Sireet RIOR a eik' 66 o'ne oon tnasiewe bee satsc0a+05e baleen ee Meee 


Sdate. 000s 


TRADE CONNECTION: 


Truck Dealer [] 
Insurance [[] Financial [] 


Manufacturer [] 
Supplier [] 


Car Dealer [] 
Jobber [] 


Mate OF Es 0s cninbannnwessncantasb00dneedenndepigss Mats ote 
. 9-11-61 


ios stasiascanie aiinleeceahen dhl ian aba em tite tgs taeeempinbadiaiiniamamlecmatai tian awia et cree en ee 










“Limited Slip Differentials | 
Are A Must On All Of Our ’62/ 
Demonstrators®=”’ 


Order factory-installed limited slip differentials on all your ’62 demonstrators! Then 
—when you need ’em you'll have ’em. To demonstrate a limited slip differential is to sell 
it—and there are so many prospects! Nobody can afford to get stuck . . . and a limited 
slip differential directs power to the rear-wheel with the greater traction . . . keeping the 
car on the “go”. 

Ever think how many of your customers need this safety option? Doctors, veterinar- 

. jans, salesmen, police, taxi drivers, housewives, rural letter carriers .. . and on and on 
... they all need a limited slip differential! 









ia 


0 
( \ ) 
Wt y 
cl |New 
| 









== 


~ <, 
| 5 
5 









sy 


aan 


yp? 


| 
| 
Wyo 







wi: 
ote 
es ee 


Stop your right rear wheel on a pile of wet leaves which Use your gravel drive or a grassy strip where you can Dirt really flies when a car with a conventional diffe- In the winter, if you’re where the temperature "goe 
you can place at the curb yourself, then demonstrate run one rear wheel off into soft soil. You can put on a rential starts with one wheel in the mud. You can below freezing, put one rear wheel on a patch of ice ¢ 
how limited slip differential lets you start up smoothly powerful demonstration of how easy it is to get going make a mud puddle in your used car lot or in a field— packed down snow and show your customer hd 
and with no wheel spin—because the power goes to instantly—with limited slip differential. and show how limited slip differential insures a quick, limited slip differential lets you start up instantly. 


the wheel with the traction. clean take-off. 


epale ee CORPORATION Toledo 1, Ohio 


i a ee 





ORDER LIMITED SLIP DIFFERENTIALS 
ON ALL YOUR ‘62 DEMONSTRATORS! 











